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Package  Coffees.  Are  you  interested  in  increasing 
your  sale  of  package  coffees  particularly  your  own  brand 
of  package  goods?  If  you  are  using  a private  brand  are 
you  sure  that  you  are  getting  the  best  possible  blend 
for  the  price  paid?  Give  us  an  poportunity  to  figure 
with  you  on  your  paekage  brands. 

Tea.  Recent  arrivals  of  Ceylons  and  Indias  are  par- 
ticularly interesting  both  as  to  grade  and  price.  These 
teas  are  particularly  serviceable  for  ice  tea  purposes  and 
should  be  secured  promptly  for  the  summer  season.  We 
have  special  blends  of  Ceylon  and  India  that  are  worth 
consideration.  Samples  will  be  promptly  sent  on  request. 

Royal  Stag  Brand  Cocoa  has  a particularly  pleasing 
charaeter  that  makes  it  superior  to  the  average  brand  on 
the  market. 


TRADE  MARK 


Coffeesi,  ^tns.  Cocoa  anl)  ^ptcesi 

WILLIAM  B.  HARRIS,  United  States  Coffee  Expert 


The  Standard  ol 

Purity  and  Quality 


MOCHA 


L B Longberry  Harrar 

LIVIERAXO-KIDDE  CO. 
I_.ar0est  Importers  of  IVloclia 
106  WALL  STREET  NEW  YORK 


Cable  Address,  “ MOCHA  ’* 
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THE  PUBLISHER’S  PAGE 


TALKS  WITH  SUBSCRIBERS 


No.  10. — Worth  While  Subscribers  and  Advertisers. 

The  Standards  of  Practice  adopted  by  the  Associated  Business  Papers,  and  the  Asso- 
ciated Advertising  Clubs  of  the  World,  provide  that  the  publisher  of  a business  paper  (and 
this  includes  trade  papers  in  the  grocery  field)  "should  dedicate  his  best  efforts  to  the  cause 
of  Business  and  Social  Service,  and  to  this  end  should  pledge  himself  TO  SOLICIT  SUB- 
SCRIPTIONS AND  advertising  SOLELY  UPON  THE  MERITS  OF  THE 
PUBLICATION." 

This  Standard  was  not  intended  to  frown  upon  the  giving  of  books  or  other  premiums 
pertinent  to  the  trade,  or,  for  that  matter,  unrelated,  so  long  as  the  subscriber  pays  sub- 
stantially the  advertised  price  of  the  paper  and  wants  it  for  itself,  independent  of  the  pre- 
mium. This,  however,  is  a moot  question,  many  publishers  believing  that  the  best  practice 
contraindicates  the  use  of  all  premiums. 

We  want  none  but  satisfied  subscribers  and  advertisers.  To  subscribers  we  offer  what 
we  confidently  believe  is  the  biggest  value  in  the  grocery  field.  It  cost  43  cents  a copy  to 
produce  THE  TEA  AND  COFFEE  TRADE  JOURNAL  during  1915.  The  paper  sells 
for  16  2-3  cents  a copy  on  yearly  subscriptions.  The  subscriber  is  the  gainer  by  the  differ- 
ence, and  the  advertiser  has  the  satisfaction  of  knowing  that  his  message  is  being  carried 
to  the  dealer  in  a journal  of  QUALITY. 

Then  there  is  a subscriber  service  which  is  something  different.  If  you  are  not  familiar 
with  it  write  me  for  a copy  of  the  folder  which  telis  all  about  it. 

To  solicit  advertising  on  any  other  basis  than  the  merits  of  the  publication — the  facts 
in  the  case — is  so  clearly  obsolete  that  it  would  seem  quite  unnecessary  to  write  it  down. 
It  just  isn’t  done  in  the  best  publishing  families. 

To  advertisers  we  offer  a paper  that’s  read  and  preserved — some  back  numbers  bring  50 
cents  and  a dollar  a copy — plus  a service  that  is  unique.  The  Service  folder  tells  how  we 
make  advertising  pay.  It  is  free  to  advertisers. 

THE  TEA  AND  COFFEE  TRADE  JOURNAL,  as  a member  of  the  Associated 
Business  Papers,  and  the  Associated  Advertising  Clubs  of  the  World,  stands  committed  to 
all  the  Standards  of  Practice  for  business  papers.  We  believe  the  time  is  coming  when  no 
trade  paper  publisher  will  be  tolerated  in  the  trade  press  associations  if  he  flagrantly  violates 
this  Code  of  Ethics  for  business  papers.  Competition  will  be  clean  and  business  will  be 
on  the  basis  of  SERVICE. 

Manufacturers  and  dealers  can  best  serve  the  cause  of  truth  in  advertising  by  demand- 
ing that  their  trade  papers  measure  up  to  the  Standards  of  Practice  for  Business  Papers. 
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PIONEER  MANUFACTURERS  OF 
PEANUT  BUTTER  MACHINERY 

When  you  want  to  make  Peanut  Butter, 

Why  not  do  it  THE  LAMBERT  WAY? 


The  LAMBERT  Way 

is  the 

BEST  Way 


Noi  6 Lambert  Electric  Peanut  Butter  Mill 
with  Automatic  Salter  Attachment 


LAMBERT 
MACHINE  CO. 

MARSHALL,  MICHIGAN 


We  will  gladly  tell  you 
all  about  it  — what 
kind  of  peanuts  to  buy, 
how  to  prepare  them, 
how  to  make  a peanut 
butter  that  will  bring 
repeat  orders. 


Write  us  for  full  par- 
ticulars. 
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Roasters  Everywhere  Should  Know 


The  LAMBERT  Electric  Roasting  Outfit 


Rear  view  of  Class  “ E‘ 
Roasting  Plant 


Plans  for  larger  Coffee  Roasting  Plants  prepared  and  submitted  on  application. 


LAMBERT  MACHINE  COMPANY 


Marshall,  Mich< 


for  Coffee,  Peanuts,  Cocoa  Beans,  Cereals,  etc.,  comprising  Roaster, 

Cooling  Apparatus,  Elevator,  Feed  Hopper, 

Electric  Motor,  with  geared  connections  and 

gas  attachments ; also  Stoning  and  Chaffing 
attachments  for  Coffee.  Built  in  two  standard 
sizes — 300  lbs.  and  200  lbs.  capacity.  Constructed 

in  compact  and 
self-c  on  tained 
form.  Send  for 
descriptive  catalog 
of  our  complete 
line.  Ask  us  ques- 
tions, wehe  always 
glad  to  answer 
them. 
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This  Half=Bag  Roasting  Outfit 

is  amazingly  compact  and  complete.  It  can  be 
operated  conveniently  in  even  a small  shop,  and  per-  . 
mits  the  perfect  roasting,  cooling  and  stoning  of  any 
quantity  of  coffee  up  to  70  pounds  with  all  the  efficiency 
of  a modern  factory  plant.  All  round  the  world  this 
machine  is  becoming  famous. 


THE  BURNS  NO.  7 ROASTING  OUTFIT,  TYPE  1 (gAS  FUEL) 


D.  & J,  FOWLER,  LTD.,  Fremantle,  Australia,  write 
us  Dec.  22,  1915,  as  follows: 

“We  are  pleased  to  say  that  the  No.  7 roasting 
outfit  has  so  far  done  all  its  intended  work  very  satis- 
factorily. We  are  particularly  struck  with  the  even- 
ness of  the  roasted  bean,  whilst  the  cooling  arrange- 
ments we  think,  are  excellent  for  a machine  of  this 
size.” 


TIJ  JABEZ  BURNS  & SONS  E) 

1 600  w:  45 RD  ST..  NEW  YORK l JSj 
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A Coffee  Grinding  Compliment 

We  considered  it  a compliment  to  our  No.  11  mill  when 
one  of  our  customers  had  us  build  the  special  outfit  here 
illustrated,  in  which  a 5 h.p.  motor  is  connected  to  the  mill, 
both  motor  and  mill  being  mounted  on  a special  channel 
iron  base. 


1= 


We  did^not  suggest  the  use  of  so  much  power,  and  we 
recommend  for  general  service  our  regular  self-contained  unit 
which  has  a 2 h.p.  motor  mounted  directly  on  the  mill  stand; 
but  this  customer  wanted  an  installation  arranged  for  all  the 
work  our  No.  11  mill  can  be  made  to  perform. 

The  confidence  shown  in  the  mill  by  thus  hitching  it  up 
to  a big  motor  is  what  we  call  a compliment. 

Compliments  to  Biurns  coffee  grinders  are  not  scarce, 
however.  Repeat  orders  are  most  convincing,  and  they 
indicate  that  our  No.  11  mill  has  made  a place  for  itself  for 
fast  factory  grinding  that  no  other  machine  can  fill. 

We  have  just  printed  a new  circular  explaining  the  No.  11 
mill,  with  and  without  driving  motor,  and  if  you  will  just  say 

‘‘Send  184” 

a copy  of  this  circular  will  reach  you  by  return  mail. 


JABEZ  BURNS  & SONS 

600  'w:  45  RD  ST..  NEW  YORK t 
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BUY  THE  BEST 


THIS  IS  IT  

THE  SCALE  WITH  A PEDIGREE 

THE  “automatic” 

GUARANTEED  TO  OPERATE  UP  TO  35 
DISCHARGES  PER  MINUTE,  DOING 
FIRST  CLASS  WORK,  WITH  OR  WITH- 
OUT OUR  SEALING  MACHINES. 

TiILKINe  ABOUT  SEALING  MACHINES 

DO  YOU  KNOW  THAT  WE  HAVE  JUST 
COMPLETED  IMPROVEMENTS  TO 
OUR  SYSTEM,  MAKING  IT  OPERATE 
AT  A GUARANTEED  SPEED  OF  35  PER 
MINUTE? 

IF  YOU  DON’T  KNOW  ALL  ABOUT 
THEM— DROP  US  A LINE  AND  WE  WILL 
SEND  YOU  A BOOKLET  DEVOTED  TO 
THEM. 

THE  MAN  WHO  NEVER  INVES- 
TIGATES NEVER  KNOWS 

WRITE  TO  THE 


automatic  WEIGIIINc:mACHINe  company 

MAIN  OFFICE  and  FACTORY: 

134-140  Commerce  St.  Newark,  N.  J. 

AGENCIES: 

Pittsburgh,  Pa.  Philadelphia,  Pa.  Cleveland,  Ohio 

Chicago,  111.  St.  Louis,  Mo.  Omaha,  Neb. 

San  Francisco,  Cal.  New  Haven,  Conn. 

DON*T  DO  TODAY*  S WORK  WITH  YESTERDAY*  S METHODS. 
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Does  Away  With  the  Operator 
Increased  Output  Assured 


With  the  Pneumatic  Automatic 
Carton  Feeder 


This  machine  supersedes  hand-feed- 
ing which  was  all  right  when 
nothing  better  existed.  But  today, 
it  is  inefficient — eats  up  time  and  money, 
cuts  down  profits  and  makes  uniform 
results  impossible. 

No  human,  however  willing,  can  con- 
tinuously approximate  the  accuracy  of  a 
machine.  It  is  physically  impossible  to 
mount  cartons  on  the  sealing  machine  at 
every  presentation  of  the  block.  Result 
— variable  output,  fagged  out  operators. 


Install  the  Pneumatic  Carton  Feeder, 
which  requires  no  operator  as  it  auto- 
matically feeds  the  knocked-down  car- 
tons from  a supply  stack  to  the  Bottom 
Sealing  Machine,  thus  making  the  Pneu- 
matic System  entirely  automatic. 

A feature  of  great  importance  to  users 
of  the  Pneumatic  System  is  the  fact  that 
this  device  can  readily  be  attached  to 
your  Bottom  Sealer,  without  displacing 
anything.  Complete  information  on  re- 
quest. 


PNEUMATIC  SCALE  CORPORATION,  Limited 

NORFOLK  DOWNS,  MASS. 
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Quaker  City  Electric  Peanut  Butter  Mill 


The  Mill  you  will  eventually 
use.  Quaker  City  Mills  are 
replacing  all  other  makes  as 
they  require  less  power,  have 
the  largest  capacity,  produce 
the  finest  grade  of  Peanut 
Butter,  and  are  less  expensive 
for  repairs  of  any  mill  on  the 
market*  Will  run  10  hours  a 
day  without  heating.  No 
water  jacket  required.  The 
only  Peanut  Butter  mill  built  .on  the  right  principle.  We  ship  our 
mill  on  30=days’  approval.  Write  today  for  descriptive  booklet  of 
Quaker  City  Peanut  Butter  Mills. 


The  A.  W.  Straub  Co.,  3710-38  Filbert  St.,  Phila.,  Penna. 


DUPLEX 

AUTOMATIC  NET  WEIGHER 

CAPACITY  35  pack- 
ages  a minute. 

ACCURACY  proven 
by  30  days’  trial 
and  thousands  of 
users. 

GUARANTEED  fully 
for  (5)  years 
against  repairs. 

Gravity  Operated 

Price,  $118.75  net 
Payments  Arranged 

E.  Edtbauer  Company 

817  Washington  Blvd.  Chicago,  lit. 


If  You  are  a User  of 

TIN  CANS 

(Plain  and  Decorated) 

Send  us  your  inquiries.  We 
are  independent  makers  of  the 
largest  variety  in  the  United 
States.  With  our  long  experi- 
ence, modem  equipment,  and 
personal  supervision,  we  are  in 
a position  to  serve  you  advan- 
tageously and  at  proper  prices. 

Columbia  Can  Company 

Hadison  St.,  from  First  to  Second  Sts. 

SAINT  LOUIS  ::  MISSOURI 
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“LITTLE  WONDER” 

AUTOMAXIC 

NET  WEIGHT  GRAVITY  SCALE 


USES:  For  COFFEE  (Whole  or  Ground), 
RICE.  SUGAR.  PEAS.  BIRD-SEED  or 
ANY  FREE-FLOWING  GOODS. 

RANGE  OF  WEIGHTS: 

From  2H  OUNCES  UPWARD. 

SPEED:  2100  Packages  per  hour. 

ACCURACY:  GUARANTEED  90% 
PERFECT  WEIGHTS  and  within 
1/16  oz.  on  any  individual  package. 

PRICE : The  LOWEST  of  any  high-grade 
Gravity  Net  Weight  Scale. 

WEIGHT:  The  complete  Scale  WEIGHS 
ONLY  25  POUNDS,  so  that  it  can  be 
easily  moved  anywhere. 

OTHER  SCALES:  We  always  invite 
COMPETITIVE  TESTS  with  every 
other  Gravity  or  Power  Fed  Scale,  as  this 
Scale  has  lately  replaced  so  many  other 
well-known  Scales. 

OUR  OFFER:  We  will  ship  this  Scale  or 
any  of  our  Scales  to  you  on  the  basis  of  our 
guarantee  and  ALLOW  YOU  THIRTY 
DAYS’  use  of  them,  at  the  end  of  which 
period  you  are  to  judge  as  to  their  merits 
according  to  the  servrce  that  has  been 
rendered,  and  accept  or  reject  them  AS 

YOU  SEE  FIT. 


THE  BEST  GRAVITY  SCALE  MOW  MADE 

THE  WM.  EDWARDS  CO.,  Wholesale  Grocers 
American  Machinery  Co.,  Inc.,  Philadelphia,  Pa.  Cleveland,  O.,  March  14th,  1916. 

Sirs : 

As  you  are  aware,  we  installed  your  “Little  Wonder”  Scale  in  our  Cereal  Department  about 
a year  ago. 

We  have  no  hesitancy  in  saying  that  it  has  given  us  MOST  EXCELLENT  SATISFACTION 
and  we  consider  that  it  has  been  of  the  GREATEST  HELP  TO  US  in  handling  the  goods  of  this 
department  and  has  also  GREATLY  DECREASED  OUR  COST  OF  HANDLING 

Its  simplicity  in  construction  and  the  ease  with  which  the  operator  adjusts  this  Scale  for  our 
various  sized  packages  VERY  STRONGLY  APPEALS  TO  US. 

As  requested.  YOU  CAN  REFER  ANY  HOUSE  TO  US  AS  TO  YOUR  SCALE  as  we  believe 
it  is  the  BEST  GRAVITY  SCALE  now  made. 

Yours  very  truly,  THE  WM.  EDWARDS  CO., 

Per  E.  G.  Walls,  Mgr. 


We  also  build  a full  line  of  AUTOMATIC  SCALES  for  all  purposes,  including  PULVERIZED 
COFFEE  and  PULVERIZED  SUGAR,  BAKING  POWDER,  COCOA  and 
in  combination  with  our  CARTON  FOLDING  AND  SEALING  MACHINES. 

AMERICAN  MACHINERY  CO.,  Inc. 

1235-41  Callowhill  St.  PHILADELPHIA,  PA. 

Chicago  Office:  20  East  Jackson  Boulevard,  R.  W.  REDD,  Manatier 
When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Jousnax. 
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NEW  YORK,  N.  Y 
120  and  122  Front  Street 
EDW.  C.  KAUS,  Manaaer 


SAN  FRANCISCO.  CAL 
04-1  06  California  Street 
E.  H.  O’BRIEN 
P.  W.  HOLMES 
J O FALKINHAM 


PORTLAND,  ORE. 
No.  7 First  Street 
R.  J.  KELLY.  Manager 


C.  E.  BICKFORD  & CO 

COFFEE  BROKERS 
Specialists  in  Mild  Coffees 


CORRESPONDENCE 

SOLICITED 


SAMPLES  GLADLY  FURNISHED 
ON  REQUEST 


Arksafe’  Elastic  Paper  Linings 

FOR  BAGS  AND  BARRELS 

33J  % Elasticity.  Waterproot 

Send  for  samples 

Arkell  Safety  Bag  Co., 


CHICAGO 

14  East  Jackson  Boulevard 


NEW  YORK 
95  Broad  Street 


UNDER  DEALER’S  BRANDS  FOR  WHOLESALE  GROCERY  AND  SPECIALTY  HOUSES— 

In  Is.t  l-2s.:  l-4s.  and  l-5s.  packed  under  customers’  labels,  or  under  our  own  stock  labels. 

All  Roods  guaranteed  under  U.  S.  Serial  No.  161. 

FOUIVTAIIM  CHOCOLAXE 

IN  BULK— Barrels— Kegs— Drums— Tins 

For  Sodai  Ice  Cream;  and  Bakins  Trade.  Both  “ Natural  ” and  Dutch  Process  ” grades. 

Write  us  for  samples  and  Prices.  State  s*ee  used  and  quality  needed  Address 

HOOTON  COCOA  CO„  NEWARK,  N.  J. 
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PACKAGE  WEIGHER 


$112.M  NET 


Weighs  any- 
thing that  flows 
including 

Ground  Coffee 

33  to  35  Pkgs. 
per  minute 
within 

I-I60Z.  Accuracy 


Two  Sizes 

4oz  to  2MM>s 
lib  to  SOIbs 


No  Power 

Required 


The  simplest  scale  made,  Can  be  entirely  taken 
apart  for  cleaning  in  10  seconds. 


SENT  ON  TRIAL 


The  Automatic  Package  Scale  Co. 

Incorporated 

Louisville,  Ky. 


BULK  GOCOAI 

IN  BARRELS  AND  DRUMS 

Also  packed  in  tin  cans  under  your 

Private  Label 

We  make  American  and  Dutch 
Process  Cocoa. 

Write  for  our  Latest  Price  List. 

State  Style  of  Packing  and 
Quantity  Required  Annually. 

Tell  us  where  you  saw  this 
advertisement. 

Ambrosia  Chocolate  Go.' 

331-333-335  FIFTH  STREET 
MILWAUKEE,  WIS. 

THE  PROGRESSIVE  CHOCOLATE  AND  COCOA 


MANUFACTURERS 


FOR  H1X1N6  WITH  COFFEE 


^^Hillis  Perfect 
Coffee  Spccfafty” 

Is  by  Far  the  Best 

A mixture  of  20  to  50% 
or  more  of  the  H.  P.  C.  S. 
with  coffee  will  make  a 
blend  that  will  assure  a 
steady,  repeat,  satisfactory 
and  profitable  business. 

Write  for  samples,  or 
send  your  order  for  a trial 
barrel  or  bag,  to  be  ship- 
ped on  approval. 

HILUS  CEREiL  MF«.  CO. 

Rodney  and  Ainslie  Sts. 

BROOKLYN  NEW  YORK 


TRICOLATOR 
”THE»» 

COFFEE  IVIAKER 

The  Aluminum  Bowl 
Makes  Perfect  Coffee 
Thru  Paper  Niters 


While  the 


Almost  Unbreakable 
China  Urn  Retains 
The  Flavor  and  Color 


Use  our  Advertising  Department  main- 
tained for  “better  coflfee  making.” 
Copy  revised  and  written  without  charge. 

Tlie  Xpicolatop  Co, 

CHICA.GO 


When  Writing  Advertiiert,  Kindly  Mention  Thb  Tka  and  Coffbi  Tbadb  Toubitai. 
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XLo  packers  of  tlea 
Coffee,  Spices>  Cocoa 
)£tc>  ^ ^ ^ 

If  In  these  present  days  of  high-priced 
tin  cans,  why  not  fully  investigate 
the  distinctive  merits  of 


U/ye 


The  Beat  and  Moat  Economical  Package 


If  It  possesses  all  the  strength,  effi- 
ciency, serviceability  and  outward 
appearance  of  the  all-tin  can,  with  the 
additional  advantages  of  more  at- 
tractive style,  greater  convenience 
and  less  cost. 

If  We  can  give  you  scores  of  names  of 
high-grade  houses  in  your  lines  using 
The  Canwood  Canister,  all  of  whom 
without  exception,  are  enthusiastic  in 
the  praise  of  its  unique  merits. 

If  If  you  supply  your  labels  we  can 
mount  them  on  the  Canisters  in  course 
of  manufacture  without  charge — a 
single  item  of  labor-saving  worth  from 
?1.00  to  ?2.50  per  thousand  packages. 

If  All  regular  commercial  sizes — 2 
ounces  up  to  5 pounds.  Shipped  cased, 
ready  for  reshipping,  if  you  say  so.  • 

If  Shipped,  if  desired,  packed  in  the 
cases  (Wood  or  Fiber)  you  use  to  re- 
ship in,  neatly  branded  in  two  colors 
ready  to  fill  and  reship. 

Full  information,  samples  and  esti- 
mates supplied  promptly  on  request; 
all  charges  prepaid. 

THE  CANISTER  COHPANY 

PHILLIPSBURG,  N.  J. 


Special  Offer 
to  Jobbers  on 


ALLIANCE  COFFEE 


A Quarter  Seller 
That*s  a Repeater 

If  you  are  a jobber,  we  have  a par- 
ticularly attractive  proposition  to 
make  you  on  Alliance  Brand  package 
coffee — a coffee  of  merit  retailing  at 
twenty-five  cents  and  offered  you  at 
a price  that  will  give  you  a living 
profit. 

When  writing,  ask  for  prices  and 
samples  of  Bull’s  Eye  and  G.  B. 
brands  bulk  roasted  Rio. 

Located  in  one  of  the  largest  and 
most  up-to  date  coffee  plants  in  the 
country,  we  have  the  facilities  and  the 
organization  for  giving  you  most 
efficient  service.  Let  us  help  you 
build  up  your  coffee  trade. 

BRAZIL  SYNDICATE,  Inc. 

191  Van  Brant  SI.  Brooklyn,  N.V. 

Successors  to 

Potter,  Sloan,  O’Donohue  Co. 
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GUATEMALA 

COFFEE 


It  cannot  be  claimed  that  all  Guatemala  coffees  are 
really  choice  drinking.  A large  portion,  however,  of  the 
coffees  grown  in  that  republic  will  positively  compare 
favorably  with  the  choicest  coffees  grown  in  any  section 
of  the  coffee  producing  world.. 

Expert  opinions  have  been  baffled  in  blind  cup  tests 
where  Mexicans,  Bogotas  and  other  acknowledged  choice 
growths  have  been  compared  with  the  choicer  quality 
Guatemalas,  difficulty  in  classifying  ’and  varying  differ- 
ences of  opinion  being  frequently  experienced  in  these 
tests. 

Some  of  the  fanciest  Guatemala  coffees  are  positively 
equal  in  roast  and  drink  to  any  Bogota,  and  are  obtain- 
able for  at  least  one  cent  a pound  less.  This  accounts  for 
their  rapidly  increasing  usage. 

It  will  pay  you  to  investigate. 


ASK  YOUR  SUPPLIER 


ii 

11 


=1 

ii 
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fiafionirB’^ens 


S I i 


fP^hat  the  Engineers  are  Doing 


The 


HIRTY  thousand  American  engineers  are 
making  a card  index  survey  of  American  in- 
dustry so  that  it  may  be  prepared  for  its  vital 
part  in  defending  the  Country,  if  need  comes, 
past  eighteen  months  have  taught  us-  here  in 


America  what  lack  of  industrial  preparedness  has  meant 
to  some  of  the  countries  now  at  war.  Tljese  nations 
had  the  ships  and  they  had  the  men;  but  when  the  hour 
struck,  their  factories  were  not  able  to  furnish  the  colors 
with  arms  and  shells  and  powder.  Their  factories  were 
not  prepared.  And  our  factories  are  not  prepared. 

But  it  is  not  enough  to  draw  a moral.  In  the  United  States  five 
great  Engineering  Societies  — Civil,  Mining,  Mechanical,  Electrical 
and  Chemical  — have  pledged  their  services  to  the  Government  of  the 
United  States,  and  are  already  working  hand  in  hand  with  the  Govern- 
ment to  prepare  industry  for  the  national  defense.  They  receive  no 
pay  and;  will  accept  no  pay.  All  they  seek  is  opportunity  to  serve  their 
country,  that  she  may  have  her  industries  mobilized  and  prepared  a% 
the.  basic  line  of  defense. 

All  elements  of  the  nation’s  life  — the  manufacturers,  the  business 
men,  and  the  workingmen  — should  support  this  patriotic  and  demo- 
cratic work  of  the  engineers,  and  assist  them  cheerfully  when  asked. 
There  can  be  no  better  national  insurance  against  war. 

The  Associated  Advertising  Clubs  of  the  World,  representing 
all  advertising  interests  have  offered  their  free  and  hearty  service  to  the 
President  of  the  United  States,  in  close  co-operation  with  these  five 
Engineering  Societies,  to  the  end  that  the  Country  may  know  what  the 
engineers  are  doing.  The  President  has  accepted  the  offer.  The- 
engineers  have  welcomed  the  co-operation. 

This  advertisement,  published  without  cost  to  the  United  States,  is 
the  first  in  a nation-wide  series  to  call  the  country  to  the  duty  of  Co- 
operating promptly  and  fully  with  the  Engineers  to  prepare  industry  for 

National  Defense  and  International  Peace. 

NAVAL  CONSULTING  BOARD  OF  THE  UNITED  STATES  in  co-operation  with 
The  American  Society  of  Civil  Engineers.  The  American  Society  of  Me- 
chanical Engineers.  The  American  Institute  of  Minning  Engineers.  The 
American  Institute  of  Electrical  Engineers.  The  American  Chemical 
Society.  FNfilNEPRINQ  SOCIETIES  BUILDING.  29  WEST  39th  STREET  NEW  YORK 
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Notice  of  Removal 

JOHN  W.  HAULENBEEK  CO. 

announce  that  they  have  outlived  the  size  of  their  quarters  at  170  Duane  Street,  which 
they  have  occupied  for  38  years,  and  have  taken  larger  quarters  at 

393  Gpccriwicli  Street,  New  "Vork 

which  they  will  occupy  about  July  First,  Nineteen  Sixteen,  with  increase  of  roasting  capacity 
from  8 to  12  7-foot  Burns  Roasters  and  other  latest  improved  equipment,  and  will  continue 

Coffee  Roasting  for  ttie  Trade  Only- 

NO  SPICE  GRINDING— NO  COFFEE  SELLING— NEW  AC- 
COUNTS WILL  RECEIVE  THE  MOST  CAREFUL  ATTENTION. 


A book  of  practical  and  accurate  information  that  will  sat- 
isfactorily solve  the  various  XEA.  F*ROBI_.EIVf S 
which  every  grocer,  in  his  capacity  as  buyer  and  seller  is 
called  upon  to  face  and  which  are  often  difficult  of  solution 
without  outside  help. 

Every  retail  grocer  should  have  this  book  and  become 
versed  in  the  knowledge  of  one  of  the  most  important 
items  in  his  stock — one  of  the  few  articles  on  which  he 
may  make  a really  good  profit. 

Sent  postpaid  on  receipt  of  $2.10  by 

Xl\e  Tea  and  Coffee  Trade  dournal.  Sole  Agents 

TO  Wall  Street,  New  York 


Tea  Hints 

for 

Retailers 

By  John  H.  Blake 

275  pages;  24  illustrations;  cloth  bound 
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GUATEMALA  COFFEE 

The  coffee  that  took  the  Grand  Prize  at  the  Panama- 
Pacific  Exposition  and  designated  the  premier  coffee 
of  the  world. 

/ 

Ask  your  jobber  or  broker  to  submit  samples  and 
prices  on  Guatemalas.  These  coffees  are  steadily 
growing  in  favor  among  coffee  roasters,  particula;rly 
as  blenders.  There  is  a grade  of  Guatemalas  that 
you  can  use  to  advantage. 

A.  ROSENTHAL  & SONS 

Dealing  with  the  Importing  Trade  only 

BEAVER  BUILDING  NEW  YORK 


THE  HEDFELDT 

Coffee  Milling,  Separating  and  Grading  Machines 
and  Coffee  Granulating  Machines  are  the  Best. 
Also  Roasted  Coffee  Stoners  and  Cleaners 

HEDFELDT  COMPANY.  108  N.  Jefferson  Sf..  Chicago,  111. 


VANILLA  BEANS 

and 

OLIVE  OIL 

Direct  Importers 

DIETLIN  & CO. 

80  Maiden  Lane  New  York  City 


VANILLA  BEANS 

EXCLUSIVELY 


We  Import  Direct  and  can  make 
attractive  offers  In  all  varieties. 


J.  N.  LIMBERT  d CO. 

12  S.  Mwshdl  SL  FHILADELFBM  FA. 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  anp  Coffee  Trade  Journai. 


May,  T916  THE  TEA  AND  COEEEE  TRADE  JOURNAL 


427 


^lllllllllllllllMllllllllllllllllllllllllllUIIIIIMIIIIIIIUIIIIIIIilllllllllllMllllllilllllllMlllllllMIIIIIIUIIIIIMIItMnillHMilillllillilllllllllllllllllltlllllllMIIIIIIIMilinilinillllllllllHIIIIIIIIIIillllllllllllinillllllllllllllllllllllllllillllMIIIIIHIIIMIIIIilltlllilllllltlMMMIIIIIIIIIIIIIIillilM 


ii 


Fine  Tea  -{-  ideal  Paebages 

THAPS  PEEK’S! 


eelC? 

perfedt 

Test 

cey.u)n-.‘x;“E 


Long  since  recognized  as  the  “tea  that 
repeats.”  As  a trade  winner,  and  in  all  other 
respects  it  is 

Perfect ” (12  Blends — One  Price). 


Only  one  blend — 
the  best — for 

Iced  Tea — 

Icicle  Brand. 


A 60c.  seller  that  will  surely  build  business — 

That’s  Suntip — 

(12  Blends — One  Price) 

ALL  VACUUM  CLEANED 

PACKED  IN  AIR-TIGHT,  FLAVOR  RETAINING 
CANISTERS 

PEEK’S  Teas  Pay  Profits! 

WRITE  YOUR  ORDER  BEFORE  TURNING  THIS  PAGE. 

PEEK  BROS.  & WINCH  (America) 

Salesroom:  106  Wall  St.,  New  York 
Packeting  Plant: 

Bush  Terminal,  Brooklyn  “Where  the  tea  steamers  dock.’’ 
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Make  More  Money  On  Your  Coffee  Business 
By  Installing  A Royal  Roaster 


ATTRACTIVE 

DURABLE 

EASILY 

OPERATED 

EFFICIENT 

ECONOMICAL 

A MONEY 
SAVER 

MADE  IN  FIVE 
SIZES 


WILL  PLEASE 
YOU 

WILL  PLEASE 
YOUR  TRADE 


No.  5 ROYAL  ROASTER  WITH  SIGN  LIGHT 

One  of  the  most  popular  styles 

Electrically  Operated.  Use  Either  Gas  or  Gasoline  for  Fuel 


Roast  Your  Own  Coffee 

Cut  out  the  middleman  and  buy  your  coffee  green,  at  greatly  reduced  prices.  Furnish  fresh 
roasted  and  crisp  coffee  to  your  old  trade  and  the  new  trade  the  fresh  roasted  coffee  will  bring. 

How  much  more  money  would  you  have  made  during  1915  if  you  had  roasted  your  own  coffee 
and  saved  from  five  to  ten  cents  per  pound?  Figure  it  out!  It  runs  up  into  the  hundreds,  doesn’t 
it?  That’s  what  you  can  do  in  1916  and  succeeding  years  with  a ROYAL  ROASTER. 

We  maintain  a Service  Department  which  tells  ROYAL  users  where  to  buy  green  coffees, 
how  to  blend  and  roast  them.  All  this  expert  advice  is  furnished — gratis — to  ROYAL  users. 

Write  for  catalogue  today.  Let  us  explain  our  easy  payment  plan  which  puts  ROYAL 
Roasters  within  reach  of  all. 


We  Manufacture  The  Largest  Line  Of 


ELECTRIC  { 


COFFEE  MILLS 
COFFEE  ROASTERS 
MEAT  CHOPPERS 
MEAT  SLICERS 


In  The  World 


THE  A.  J.  DEER  COMPANY,  Inc., 

1127  West  Street, 

HORNELL,  N.  Y.,  U.  S.  A. 


We  have  openings  for  a few  live  salesmen 
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WHO’S  WHO  IN  THE  TRADE 


IL 


FRANK  L.  BEGGS 

President,  Styron-Beggs  Company,  Newark,  Ohio,  and  President 
of  the  Flavoring  Extract  Manufacturers’  Association 
of  the  United  States 

(See  page  465) 


NOTICE. — The  entire  contents  of  this  issue  of  The  Tea  and  Coffee  Trade  Journal,  including  text 
matter  and  illustrations,  are  covered  by  copyright.  Permission  to  reproduce  any  part  of  any  article  or 
any  illustration  must  be  obtained  from  the  publisher.  Infringers  will  be  prosecuted. 


REMARKABLE  PICTURE  OF  A COSTA  RK'A  (OEFEE  TREE  IN  HI OSSOIM 


The  Story  of  Costa  Rica  Coffee 

^ Coffee  was  introduced  into  Costa  Rica  from  the  French  colony  of 
Martinkiue  about  1770.  To-day  the  industry  is  second  only  in  import- 
ance to  bananas.  ^The  writer  compares  the  modern  methods  of  coffee 
cultivation  and  preparation  with  those  obtaining  in  the  early  days. 
Here  it  was  that  Marcus  Mason  perfected  the  pulping,  cleaning,  drying 
and  separating  machines  that  have  since  revolutionized  plantation  methods 
around  the  world.  ^ After  describing  the  various  grades  of  Costa  Rica 
now  on  the  market,  there  is  presented  an  interesting  analysis  of  the 
changed  conditions  brought  about  by  the  European  War,  and  in  which 
the  United  States  looms  up  as  “the  logical  customer.” 


I T was  about  1720  when  the  first  cofifee  plants 
were  grown  by  the  French  colonizers  in  the 
Island  of  Martinique.  From  there  they  distributed 
seeds  to  Jamaica  and  the  other  islands  of  the 
West  Indies  in  1725,  to  Rio  de  Janeiro  and  to  the 
other  Spanish  Colonies  of  Central  and  South 
America  in  1770. 

The  writer  of  this  history  remembers  having 
seen  many  years  ago,  in  one  of  the  seniorial 
courtyards  in  the  old  city  of  Cartago,  in  Costa 
Rica,  six  big  coffee  trees  which  were  the  pioneers 
of  the  coffee  wealth  of  that  little  Republic,  and 
he  was  told  that  they  had  been  brought  by  a mis- 
.sionary.  Padre  Carazo,  from  Jamaica  in  a sailing 
vessel  the  first  years  of  the  nineteenth  century. 
When  the  good  padre  learned  that  the  ship’s 
water  supply  was  running  low  on  the  voyage,  he 
is  said  to  have  insisted  on  sharing  his  portion 
with  the  tiny  plants  he  was  carrying  as  a precious 
present  to  the  people  of  Costa  Rica. 

Very  soon  after  the  constitution  of  the  Re- 
public (1847)  into  an  independent  state,  the  cul- 
tivation of  coffee  assumed  great  importance  until 
it  was  the  principal  product  of  exportation,  a 
place  it  held  for  more  than  fifty  years,  until  the 
large  banana  plantations  on  the  Atlantic  coast 
came  to  rivalize,  both  now  forming  the  principal 
sources  of  revenue  for  Costa  Rica. 

By  i860  the  sailing  vessels  of  Captain  Le 
Lacheur,  a British  subject  established  in  Costa 
Rica,  were  carrying  many  thousands  of  bags  of 
the  precious  bean.  Thirty-five  years  later  the 
exportation  reached  twenty-four  millions  of 
pounds,  and  three  years  after  that  forty  millions 
of  pounds ; and  so  it  has  been  maintained  during 
recent  years,  with  differences  due  only  to  the 
natural  variation  of  the  crops. 

How  Coffee  was  Prepared  in  the  Early  Days 

For  many  years  the  preparation  of  coffee  for 
export  consisted  in  the  simple  sun  drying  of  the 


cherry  in  patios,  or  yards  of  hardened  and 
leveled  earth,  leaving  to  the  consumer  the  final 
cleansing.  Some  progressive  planters  separated 
the  husk  of  the  cherry  from  the  hean  by  means  of 
pilones  (large  mortars  carved  from  whole  trunks 
of  hard  wood),  the  peon  crushing  the  coffee 
cherry  with  a double-headed  heavy  wooden  pestle. 
The  contents  of  the  mortar  were  then  winnowed, 
the  husk,  lighter  than  the  bean,  carried  away  by 
the  wind,  and  the  coffee  was  collected  into  dried 
cowhides.  Children  and  women  picked  out  the 
little  stones  and  other  foreign  bodies.  The  coffee, 
with  all  sizes  of  beans  mixed,  was  packed  for 
export,  and  carried  on  the  backs  of  mules  to  the 
port  of  Puntarenas,  on  the  Pacific  Ocean,  for 
shipment  to  London.  Later  the  system  was  im- 
proved : the  cherry  was  crushed  in  circular  stone 
trails  or  ditches  built  of  stone  and  mortar  by 
means  of  large  wooden  wheels  turned  by  oxen. 
After  this  operation  the  coffee  was  thrown  into 
tanks,  where  it  was  left  for  from  24  to  60  hours 
submerged  in  water,  which  dissolved  the  gummy 
substance  of  the  pulp,  laborers  helping  the  opera- 
tion with  large  paddles  and  frequent  changes  of 
water.  The  cherry,  thus  freed  from  the  peel, 
but  still  retaining  the  parchment-like  cover,  was 
sun-dried  on  the  floor  of  the  patio,  being  moved 
from  time  to  time  with  wooden  shovels  until 
it  was  perfectly  dry.  From  the  patio  the  coffee 
was  carried  into  the  trilla  or  threshing  mill, 
similar  to  the  already-described  mortar  and  pestle 
crushing  mill,  where  the  husk  was  separated, 
leaving  the  beans  clean  and  ready  for  export. 

Machinery  Overcomes  Growers’  Difficulties 
A day  of  great  progress  for  the  coffee  industry 
in  Costa  Rica  was  that  when  Marcus  Mason,  an 
American  mechanical  engineer,  arrived  on  its 
shores.  The  then  Consul  of  the  United  States  at 
San  Jose,  Dr.  Marquis  L.  Hine,  had  established 
in  that  city  its  first  iron  foundry,  and  Mr,  Mason 
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was  placed  at  the  head  of  the  shops.  Observing 
the  troubles  of  the  coffee  planters  and  the  need 
of  improvements,  Mr.  Mason  began  the  construc- 
tion of  machines  which  would  facilitate  their 
work  and  improve  the  quality  of  the  coffee. 
About  i860  he  demonstrated  to  the  principal  coffee 
planters  of  San  Jose  the  practical  results  of  his 
inventions.  One  machine  separated  the  peel  from 


Picking  Costa  Rica  Coffee 


the  ripe  cherry,  another  detached  the  husk  from 
the  bean,  already  dried,  and  a third,  by  means  of 
ventilating  paddles,  winnowed  the  light  sub- 
stances, leaving  the  bean  free  of  them  and  very 
presentable.  All  these  machines  were  operated 
by  a steam  engine,  the  first  one  seen  in  Costa 
Rica.  The  wealthy  planters  immediately  placed 
orders  for  these  machines,  which  in  due  time 
were  Snstalled  under  the  supervision  of  Mr. 
iVIason.  But  the  inventor  was  not  satisfied ; he 
kept  on  investigating  and  improving  his  ma- 
chines until  after  thirty  years  of  persistent  labor 
he  was  offering  complete  equipments  to  the  coffee 
planters  of  the  world.  His  machines,  operated 
by  animal,  steam,  hydraulic  or  electric  power,  are 
to-day  numerous  in  Costa  Rica  and  in  all  coffee- 
producing  countries.  The  name  of  Marcus 
Mason,  who  died  in  the  United  States  some  ten 
years  ago,  is  venerated  by  all  Costa  Ricans,  and 
it  is  prophesied  that  the  day  will  come  when 
national  gratitude  will  erect  a monument  to  his 
memory. 

One  of  the  troubles  to  which  the  planters  were 
subject  at  times  was  the  unexpected  change  of  the 


weather  during  gathering  and  treatment  of  the 
crop;  sudden  showers  moistened  the  coffee  on 
the  patios,  and  when  such  weather  continued  for 
days  and  even  for  weeks,  the  situation  was  ex- 
tremely serious,  and  many  of  the  rich  old  planters 
were  ruined  on  that  account.  A mechanical  dryer 
was  invented  by  Francisco  Guardiola,  a Guate- 
malan, and  another  similar  device  was  patented 
by  Mr.  Mason,  and  this  problem  was  satisfac- 
torily solved. 

There  are  to-day  in  Costa  Rica  193  coffee  mills, 
of  which  55  are  operated  by  steam,  68  by  hydraulic 
power  and  70  by  animal  power.  Several  of  those 
using  hydraulic  power  have  electric  motors. 

The  Various  Grades  of  Costa  Rican  Coffee 

The  75,000  acres  of  land  which  are  cultivated 
with  coffee  in  Costa  Rica  yield  nearly  50,000,000 
pounds,  of  which  10,000,000  pounds  are  consumed 
in  the  country  and  the  other  40,000,000  are  ex- 
ported each  year. 


Washing  Coffee,  Showing  Canals  and  Patios 


The  same  tree  produces  beans  of  different 
shapes  and  sizes,  constituting  four  grades,  namely, 
caracol  (shell  shape),  first,  second  and  third;  the 
proportion  is  approximately  4 per  cent  caracol,  28 
per  cent  first,  45  per  cent  second  and  23  per  cent 
third.  The  caracol  is  so  called  because  the  hean 
is  the  shape  of  a snail  shell  (Spanish,  caracol, 
snail).  The  other  grades  are  graduated  accord- 
ing to  the  size,  the  first  grade  being  the  largest. 
The  Mason  separator  sorts  the  beans  in  their 
several  shapes  and  sizes  with  more  accuracy  than 
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Young  Coffee  Trees  in  Blossom,  Showing  the  Careful  Weeding  Between  the  Rows 


Carting  Coffee  Berries  from  the  Plantation  to  the  Beneficio 

Scene  on  Montealegre  and  Bonilla’s  plantation,  Cachi 

COSTA  RICA  COFFEE  CULTURE  AND  PREPARATION 
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the  hands  of  children  and  women  used  to  do  it 
in  the  olden  times.  The  difference  in  the  prices 
of  the  third  grade  and  the  caracol  and  first  is  at 
least  60  per  cent. 

Costa  Rican  coffee  has  been  exported  in  two 
forms — in  the  shell  and  clean.  In  the  shell,  the 
hean  is  covered  by  the  parchment-like  hull  which 
surrounds  it,  and  which  is  removed  on  its  arrival 
in  the  market,  this  hull  representing  about  18  per 
cent  of  the  total  weight.  The  oro,  or  clean  coffee, 
is  already  freed  of  all  its  coverings,  finely  pol- 
ished, and  has  the  blueish-green  color  given  by  its 
natural  essential  oils  when  dried  under  the  rays 
of  the  sun  and  from  the  heat  developed  by  the 
friction  of  the  polishing  machine.  ' 

Some  fifteen  years  ago  the  proportions  of  the 
exports  were  23,000,000  pounds  of  shell  coffee 
to  17,000,000  pounds  of  clean  coffee.  To-day,  in 
order  to  save  the  freight  on  the  18  per  cent  of 
hull,  and  experience  having  proved  that  the  bean 
does  not  lose  any  of  its  polish  nor  of  its  color 
during  the  trip  on  the  steamers,  the  proportions 
have  been  reversed.  The  last  crop  exported  was 
18,000,000  pounds  shell  coffee  and  20,000,000 
pounds  clean  coffee. 

England,  Costa  Rica's  Chief  Coffee  Buyer 

The  great  markets  for  Costa  Rica  coffee,  with 
the  quantities  consumed  by  each,  were  in  the  last 
normal  year  (1913)  as  follows: 


Great  Britain  (London)  r 82% 

Germany  (Hamburg-Bremen)  8% 

United  States  (New  York-San  Francisco) 6% 

France  (Havre-Bordeaux)  3% 

Other  countries  1% 


In  the  year  1905  the  United  States  was  con- 
suming 21  per  cent  of  the  Costa  Rica  coffee  ex- 
ported, but  since  that  year  the  percentage  has 
gradually  diminished. 

The  European  war,  which  closed  the  German 
market  and  greatly  hampered  the  British  and 
French  markets,  has  forced  Costa  Rica  to  look 
for  new  coffee  customers,  and  its  product  is  again 
becoming  more  of  a factor  in  the  North  American 
market,  where  an  intelligent  propaganda,  com- 
bined with  the  merits  of  the  article,  is  creating 
a greater  consumer  demand  for  it. 

The  prices  paid  for  Costa  Rican  coffees  have 
always  ranked  among  the  highest  paid  for  any 
Central  American  coffees.  After  the  disastrous 
prices  obtained  in  the  first  years  of  this  century, 
which  brought  as  a consequence  the  convocation 
of  a coffee  congress  in  New  York  in  1902,  to  which 
all  the  coffee-producing  countries  sent  their  dele- 
gates, the  lowest  average  price  was  10  cents  per 
I)ound  in  1909-10,  reaching  an  average  of  16J/2 
cents  per  pound  in  1911-12.  Certain  classes  of 


sui)erior  grades  have  always  brought  good  prices, 
reaching  sometimes  30  cents  per  pound  in  the 
London  market,  which  is  the  one  in  which  the  fine 
coffees  are  highest  in  demand. 

Some  twenty  years  ago  the  coffee  market  was 
passing  through  a crisis;  the  two  factors,  Brazil 
as  the  largest  producer  and  the  United  States  as 
the  largest  consumer,  were  raising  and  lowering 
the  prices  periodically.  These  high  and  low 
periods  could  be  calculated  at  about  eight  years 
apart  for  very  high  prices  and  eight  years  for 
very  low  prices.  The  Coffee  Congress  of  1902 
carefully  considered  the  problem,  and  made  rec- 
ommendations designed  to  remedy  the  wrong  and 
urging  that  the  several  governments  adopt  them, 
but  only  Brazil,  the  more  interested  of  the  coun- 
tries, was  the  one  which,  some  years  later, 
adopted  the  valorization  remedy,  which  succeeded 
in  giving  some  stability  and  in  avoiding  further 
great  fluctuations. 

The  coffee  producer  and  the  coffee  exporter 
were  then'  able  to  make  their  calculations  with 
some  degree  of  safety.  Unfortunately,  when  the 
future  of  the  industry  looked  fairly  secure  and 
upon  a reasonable  basis,  the  great  catastrophe  of 
the  European  war  came  to  destroy  all  the  fore- 
castings and  to  create  a more  disadvantageous 
situation.  Of  all  the  coffee-producing  countries 
only  Mexico  has  been  hampered  in  its  production 
on  account  of  its  internal  convulsions;  but  this 
to  only  a slight  extent. 

How  Costa  Rica  Plantations  are  Financed 

Costa  Rica  enjoys  not  only  a perpetual  spring- 
time but  a perpetual  peace.  This  last  invaluable 
benefit  is  due,  among  other  things,  to  the  dis- 
tribution of  property ; one  could  count  on  the 
fingers  of  one  hand  the  millionaires  in  that  happy 
land.  With  few  exceptions  all  the  Costa  Ricans 
own  a piece  of  land  on  which  they  raise  coffee  or 
other  of  the  tropical  plants. 

The  small  coffee  plantations  of  2 to  20  acres 
are  counted  by  the  thousands ; there  are  few  of 
large  extent.  As  a consequence  the  task  of  pre- 
paring the  product  of  the  innumerable  small  fincas 
is  distributed  among  the  193  coffee  mills  already 
mentioned.  The  owners  of  the  mills  buy  the 
coffee  in  the  cherry  from  the  small  planters,  to 
whom,  with  months  and  years  of  anticipation, 
they  advance  money  in  exchange  for  future  crops 
at  prices  which,  in  due  time,  are  regulated  and 
fixed  by  the  millers  and  exporters  in  accord  with 
the  market  conditions.  These  fluctuate  in  con- 
formity with  the  quotations  of  the  London  mar- 
ket, which  for  many  years  has  been  the  sole  ruling 
factor. 
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Photo  by  R.  C.  Wilhelm 

Old-Fashioned  Coffee  Pulper  on  a Costa  Rica  Coffee  Estate 


Photo  by  R.  C.  Wilhelm 

Steam  Dryer  Equipment  for  Artificial  Drying 


ILLUSTRATING  Mf:THODS  FOLLOWED  IN  THE  PREPARATION  OF  ( OSTA  RICA  COFFEE 
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Because  European  banking  houses  seek  to  con- 
trol the  output  of  Costa.  Rica  coffees  it  has  been 
their  custom  to  offer  to  the  planters  attractive 
terms  and  credits  through  their  agents,  who  are 
on  the  ground  in  Costa  R'ica  working  to  have  all 
the  Costa  Rican  coffee  shipped  to  their  market. 

These  European  factors  supply  the  money  to 
finance  the  crops,  and  the  planters  cover  their 
credits  with  consignments  of  the  products  of  their 
mills,  paying  interest,  drawing  commission,  sales 
commission,  brokerage,  cartage  and  several  other 
expenses  which  leave  in  the  hands  of  the  com- 
mission houses  a very  large  share  of  the  profits. 

The  European  War  and  Costa  Rican  Finances 

Many  of  the  commission  houses  have  estab- 
lished branches  in  Costa  Rica,  in  order  to  facili- 
tate operations,  monopolize  the  consignments  and 
to  keep  their  eyes  upon  the  actual  market  con- 
ditions and  the  financial  capacities  of  their  clients. 
There  are  at  present  registered  in  Costa  Rica  41 
agencies,  of  which  ii  are  English,  3 German,  i 
Swiss,  2 French,  20  American  and  4 of  other 
nationalities.  The  principal  exporters  number 
about  140,  the  largest  exporting  some  two  and 
one-half  million  pounds. 

The  European  war  produced  the  immediate  sus- 
pension of  credits.  Costa  Rica  did  not  declare 
any  moratorium.  It  maintained,  for  some  time, 
the  rate  of  exchange  at  2 colones  and  15  cents 
($i  U.  S.  currency)  on  London,  but  found  itself 
confronted  with  the  serious  difficulty  of  lack  of 
currency,  lack  of  facilities  for  obtaining  drafts 
and  new  credits,  the  loss  of  several  of  its  markets, 
the  most  important  of  them,  London,  greatly  ham- 
pered, and  last,  but  not  least,  lack  of  bottoms  for 
the  transport*of  its  products,  and  the  war  started 
just  when  the  crop  of  1914-15  was  ready  to  be 
gathered. 

The  consequences  of  such  troublesome  condi- 
tions were  immediately  felt.  The  imports  fell  off 
more  than  40  per  cent,  and  the  exchange,  which 
in  1913  (on  London  at  sight)  was  on  an  average 
of  $2.11,  reached  $2.35  in  December,  1914,  and 
kept  high  during  all  1915  with  fluctuations  to 
$2.70,  and  with  a corresponding  scarcity  of  drafts. 
Temporary  measures  were  taken,  such  as  the  im- 
portation of  gold,  small  loans  and  other  remedies 
of  little  importance,  preventing  exchange  from 
going  higher,  and  even  making  it  return  to  the 
lower  figures;  but  all  those  remedies^  artificial  and 
temporary,  have  not  cured  the  evil — exchange  is 
again  going  up.  As  a consequence,  the  situation, 
if  not  desperate,  is  a serious  one,  and  the  price  of 
coffee,  which  to  a great  extent  is  the  regulator  of 
conditions  in  a country  which  is  essentially  agri- 


cultural and  where  coffee  is  one  of  its  principal 
sources  of  revenue,  has  been  noticeably  lowered. 
First-class  coffees,  which  have  to  be  offered  in 
the  New  York  market,  as  the  only  one  available, 
and  which  in  normal  times  were  sold  at  22  cents 
in  London  and  Hamburg,  are  placed  with  some 
difficulty  at  15  cents  in  New  York  and  with  small 
demand.  Nothing  is  more  discouraging  than  in- 
stability, and  this  is  the  governing  force  to-day  in 
the  coffee  market. 

United  States  Now  the  Logical  Market 

Fortunately,  every  cloud  has  its  silver  lining. 
Costa  Rican  coffee  is  of  such  excellence  that  he 
who  once  tastes  it  wants  to  have  more  of  it;  its 
flavor,  aroma  and  bouquet  have  but  few  rivals. 
Its  price,  which  at  first  sight  appears  to  be  high, 
is  reasonable  if  it  is  taken  into  consideration  that 
with  one  pound  of  well-roasted  and  well-brewed 
coffee  of  Costa  Rica,  the  consumer  will  obtain 
more  real  coffee  than  with  two  pounds  of  many 
of  the  common  coffees  sold  nearly  at  the  same 
price. 

In  all  the  universal  expositions  where  Costa 
-Rican- coffee  has  been  officially  exhibited,  from 
the  Chilian  Exposition  in  the  seventies  of  last 
century,  it  has  been  awarded  the  higher  prizes. 
In  the  Louisiana  Purchase  Exposition  the  coffees 
from  Costa  Rica  were  recognized  as  superior 
ones.  The  bean,  due  to  the  natural  conditions  of 
the  soil,  altitude  and  climate,  is  of  a fine  grade, 
and  these  ideal  cultural  conditions  are  supple- 
mented by  scientific  preparation. 

A little  more  than  one  year  ago  only  the  third 
grade  of  Costa  Rica  coffee  came  to  the  United 
States.  To-day  all  the  grades  are  offered  in  the 
New  York  market,  and  a Costa  Rica  trading 
company  has  established  in  New  York  a roasting 
plant  and  is  selling  the  coffee  green  and  in 
roasted  package  form. 

I might  venture  to  say  that  in  a few  years  Costa 
Rican  coffee  will  have  found  its  way  to  the  tables 
of  persons  of  good  taste,  and  that  its  demand  will 
absorb  at  least  50  per  cent  of  the  yearly  crop. 
The  commercial  relations  between  Costa  Rica  and 
the  United  States  are  increasing  every  year. 
Fifty-three  and  one-half  per  cent  of  the  general 
imports  of  Costa  Rica  are  from  the  United 
States;  50  per  cent  of  the  exports  come  to  this 
country.  These  are  mostly  bananas,  more  than 
7,000,000  bunches  being  sold  here.  The  closing  of 
the  European  markets  has  made  Costa  Rica  look 
to  the  United  States  for  many  articles  which  it 
formerly  secured  in  Europe  ; consequently  it  seems 
logical  that,  being  a country  which  lives  upon  the 
cultivation  of  its  soil,  it  has  to  give  some  ex- 
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Photo  by  R.  C.  Wilhelm 

Pulping  House,  Tanks,  Drying  Grounds  and  Open  Air  Storage  on  a Costa  Rica  Estate 


change  for  securing  the  necessities  which  its  own 
industry  is  unable  to  provide. 

The  future  of  Costa  Rica  in  the  United  States 
and  the  conserving  of  that  small  yet  important 
market  for  American  manufacturers,  depends 
upon  co-operation  and  the  application  of  methods 
of  fair  exchange. 


COFFEE  TRADE  IN  SALVADOR 


Recent  Fertilization  in  This  Country,  Where  Natural 
Conditions  are  so  Favorable  to  Coffee  Growing, 
Has  Resulted  in  Increased  Crops  and  in 
Rejuvenating  Old  Plantations 


[from  a staff  correspondent] 

Washington,  D.  C.,  April  i,  1916. 

A SPECIAL  agent  of  the  Department  of  Com- 
merce,  in  reporting  to  the  Department  rela- 
tive to  Salvador’s  coffee  trade,  says  in  part : 

“In  1913  coffee  formed  79  per  cent  of  the  ex- 
ports of  Salvador,  with  a value  of  $7,907,715,  and 
for  many  years  it  will  probably  continue  to  be  the 
most  important  commodity  sent  out.  The  land 
is  adapted  to  it,  the  mountain  sides  and  high  hills 


give  the  exact  temperature  needed,  and  of  late 
years,  since  the  intelligent  use  of  fertilizers  has 
been  found  to  give  results  well  repaying  the  cost, 
old  plantations  that  were  producing  little  have 
undergone  a remarkable  rejuvenescence.  Most 
of  the  machinery  for  cleaning  and  treating  coffee 
comes  from  England^  with  some  from  Germany. 

The  1915-16  Crop  75,000,000  Pounds 

Vice-Consul  Lynn  W.  Franklin  reported  from 
San  Salvador,  under  date  of  November  13,  1915, 
that  it  was  believed  the  1915-16  coffee  crop  of 
Salvador  would  reach  a total  of  75,000,000 
pounds,  of  which  60,000,000  pounds  would  prob- 
ably be  exported.  This  is  considered  to  be  a 
very  good  crop,  and  compares  favorably  with  the 
crop  of  the  preceding  year,  which  was  77,007,300 
pounds,  and  which  was  produced  by  the  follow- 
ing departments:  Santa  Ana,  12,888,000;  Ahua- 

chapan,  8,137,400;  Sonsonate,  5,573,40o;  La  Liber- 
tad,  14,174,400;  San  Salvador,  2,480,100;  Chala- 
tenango,  88,700;  Cuscatlan,  489,000;  La  Paz, 
8,878,600;  San  Vicente,  753,000;  Cabanas,  286,- 
300;  San  Miguel,  4,861,700;  Usulutan,  18,071,000; 
Morazan,  404,700,  and  La  Union,  11,000. 

“There  are  approximately  211,000  acres  planted 

in  coffee  trees  in  Salvador.”  _ _ . ^ 

L.  M.  L. 
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A CONSUMER  COFFEE  TALK 


4'racing  the  Origin  and  Development  of  the  Beverage, 
Telling  the  Story  of  its  Culture  and  Preparation, 
and  Answering  Some  of  its  Critics* 

By  Douglas  B.  Foster 

Boston 

*^HE  tremendous  extent  to  which  the  produc- 

* tion  and  consumption  of  coffee  has  attained, 
the  great  number  of  people  employed  in  its  cul- 
tivation and  shipment,  and  the  large  amount  of 
money  invested  in  the  plantations  in  the  various 
tropical  countries  of  the  earth,  as  well  as  the 
capital  employed  in  the  importation,  manufacture 
and  distribution  of  coffee,  gives  it  a high  standing 
in  commerce  and  makes  its  importance  the  equal 
of  any  other  article  of  food  or  drink  in  the  world. 

Coffee,  generally  speaking,  is  a drink  made 
from  the  seeds  of  the  coffee  tree  by  infusion  or 
decoction.  In  commerce  it  usually  means  the 
berry  of  trees  belonging  to  the  genus  coffea.  The 
name  is  probably  derived  from  the  Arabic 
K’hawah,  although  by  some  it  has  been  traced  to 
Caffa,  a province  in  Abyssinia,  in  which  the  tree 
grows  wild. 

History  of  the  Drink 

The  early  history  of  coffee  is  involved  in  con- 
siderable obscurity,  and  what  we  know  of  its  early 
life  is  only  through  legendary  statements  or  by 
purely  mythical  stories.  As  far  as  can  be  as- 
certained it  was  known  to  the  ancients,  although 
one  writer  claims  it  is  mentioned  in  the  Bible, 
making  the  bold  assertion  that  the  potion  given 
to  King  David  on  a certain  occasion  must  have 
been  coffee,  basing  his  argifment  on  the  untenable 
grounds  that  the  beverage  was  prepared  from 
something  roasted.  No  mention  of  the  plant  or 
its  product  is  to  be  found  in  the  history  of  the 
Egyptians  in  the  time  of  the  Pharaohs,  although 
their  trade  at  that  period  was,  to  a great  extent, 
up  the  Valley  of  the  Nile  toward  Berber,  its 
reputed  birthplace. 

To  the  Ethiopians  its  use  is  said  to  have  been 
known  from  time  immemorial,  and  that  the  plant 
and  its  virtues  were  first  discovered  in  that 
country  is  now  generally  admitted  by  authorities 
on  the  subject.  The  first  human  beings  who  appear 
to  have  used  the  coffee  herry  in  any  form  being 
the  semi-savages  who  inhabited  higher  Ethiopia, 
to  which  country  the  coffee  plant  is  indigenous, 
and  where  it  is  to  be  found  at  the  present  time 
growing  ahundantly,  both  wild  and  cultivated. 

* Note.— -Mr.  Foster  acknowledges  his  indebtedness  to 
three  editions  of  the  Encyclopedia  Britannica,  Walsh’s 
“Coffee,  Its  History,  Classification  and  Description,”  and 
various  pan'rihlets  and  magazine  articles — The  Editors. 


From  Ethiopia  the  coffee  plant  is  claimed  to 
have  been  introduced  into  Abyssinia  as  early  as 
875  A.  D.  From  Abyssinia  it  was  evidently  in- 
troduced into  Arabia,  but  at  what  period,  or 
under  what  circumstances  is  clothed  in  doubt — 
it  was  probably  in  the  early  part  of  the  sixteenth 
century.  In  a treatise  published  in  1566  by  an 
'Arab  sheikh  it  is  stated  that  a knowledge  of  coffee 
was  first  brought  from  Abyssinia  to  Arabia  in  the 
early  part  of  the  sixteenth  century  by  a learned 
and  pious  sheikh,  Djemal-eddin-Abou-Alf agger. 
According  to  this  treatise  the  use  of  coffee  as  a 
beverage  was  prevalent  among  the  Abyssinians 
from  the  most  remote  period. 

The  introduction  and  use  of  the  beverage  by  the 
Mufti  gave  reputation  to  the  practice  making  it 
popular,  first  among  the  professional  men,  then 
with  students  and  those  who  learned  reading,  then 
spreading  to  all.  It  was  declared  in  Aden  that  the 
liquor  purified  the  blood  by  a gentle  agitation, 
dissipated  the  ill  condition  of  the  stomach  and 
aroused  the  spirits. 

From  Aden  the  use  of  coffee  soon  extended  to 
Mecca,  Medina  and  other  towns  and  cities  of 
Arabia,  the  knowledge  of  and  taste  for  it  gradu- 
ally spreading  to  Syria  and  Persia.  From  Syria 
its  use  was  extended  to  Cairo  in  1510,  and  from 
there  it  was  soon  introduced  throughout  Egypt. 
It  was  used  in  Damascus  in  1530,  and  became 
known  to  the  people  of  Constantinople  in  1554. 

Western  Europe  Slow  to  Take  Up  Coffee 

The  use  of  coffee  was  slow  in  reaching  West- 
ern Europe,  but  it  was  known  of  many  years 
before  its  use  there,  the  first  mention  being  made 
of  it  by  Rauwolf,  a German  physician  and 
traveler,  upon  his  return  from  an  extended  tour 
through  Syria  in  1573.  Its  use  as  a beverage  is 
first  referred  to  by  two  English  travelers,  Bid- 
dulph  and  Einch ; the  former  writing  of  it  in 
1603,  stating  (the  Turks  have  for  their  most 
common  drink  coffee,  a thick,  muddish  drink,  and 
called  by  them  coava).  In  1607  Finch  relates 
(the  people  of  the  island  Socotia  have  for  their 
l)est  entertainment  a dish  called  coho,  a black, 
bitterish  drink,  made  of  a berry  brought  from 
Moka  and  supped  off  hot). 

In  1615  Pietro  Valla,  a Venetian,  visiting  in 
Constantinople,  wrote  home  that  on  his  return 
to  Venice  he  would  1)ring  with  him  some  coffee, 
which  he  believed  was  unknown  in  his  country. 

It  is  said  that  coffee  in  a liquid  state  was  sold 
in  Rome  as  early  as  1625. 

Some  of  the  prepared  coffee  beans  were  carried 
from  Turkey  to  h^rance  by  De  Ea  Tlaye  as  early 
as  1^44,  not  only  coffee  but  also  the  proper  appa- 
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ratus  for  making  it.  In  1657  a small  quantity  was 
brought  to  Paris  by  Thcvcnot,  but  only  for  use 
in  his  immediate  family.  The  first  quantity  of 
coffee  shipped  to  France  was  in  1660,  when  several 
hales  were  sent  from  Alexandria  to  Marseilles. 

The  use  of  coffee  as  a beverage  is  claimed  to 
have  been  known  in  England  prior  to  its  introduc- 
tion to  France  by  Thevenot.  One  account  states 
that  it  was  offered  for  sale  at  Oxford  as  early 
as  1640.  According  to  a journal  of  Thomas 
Rugg,  dated  September  22,  1651,  coffee  was  then 
sold  in  a liquid  state  at  the  Sultaness  Head,  a 
cophe  house  by  the  Royal  Exchange,  London. 

The  first  authentic  account,  however,  states 
that  coffee  was  introduced  into  England  by 
Daniel  Edwards,  who,  on  his  return  from  Smyrna, 
brought  with  him  a quantity  of  it.  He  also 
brought  with  him  a Greek  servant  by  the  name  of 
Rossie,  who  was  an  expert  in  the  making  of  cof- 
fee. Edwards  had  Rossie  prepare  and  serve  the 
beverage  in  the  best  Oriental  style  to  his  friends 
and  visitors  daily;  but  like  all  good  things  this 
attracted  too  many  to  his  home,  so  he  established 
Rossie,  in  company  with  a man  named  Bowman, 
in  a tent  for  the  sale  of  coffee  in  St.  Michael’s 
Alley,  Cornhill,  London.  This  was  in  the  year 
1652.  Bowman  later  opened  a coffee  house  in 
Lombard  street,  his  former  partner  going  to 
Holland. 

Coffee  in  a liquid  form,  it  is  claimed,  was  in- 
troduced to  Holland  by  Rossie  in  1664.  Erom 
Holland  its  use  soon  spread  throughout  Germany 
and  other  parts  of  Europe. 

To  Vienna  the  Turks  themselves  first  intro- 
duced coffee  in  1683,  under  somewhat  singular 
circumstances.  In  that  year  the  Moslems  be- 
sieged the  city  with  an  enormous  force,  the  siege 
being  raised,  as  history  tells,  by  the  Polish  King 
John  Sobieski,  and  the  Turks  completely  'routed. 
Large  quantities  of  coffee  were  found  in  the  de- 
serted camp,  and  this  was  presented  to  one  Kol- 
schutski  as  a reward  for  his  heroic  services  dur- 
ing the  investment  of  the  city.  This  was  used  by 
him  in  the  establishment  of  the  first  coffee  house 
in  Vienna. 

Among  the  American  people  coffee  has  been 
known  from  an  early  period  in  our  history,  and 
the  beverage  has  met  from  its  first  introduction 
with  great  favor,  being  at  the  present  time  more 
extensively  used  here  than  in  any  country  of  the 
world,  not  excepting  the  countries  of  original 
production. 

History  of  the  Coffee  Plant 

The  coffee  plant,  although  now  so  extensively 
grown  and  cultivated  in  both  hemispheres,  was 
entirely  unknown  outside  of  Abyssinia  and 


Arabia  up  to  the  year  1690.  Ray,  in  his  “History 
of  Plants,”  published  in  i688,  expresses  his  sur- 
prise that  the  commercial  nations  of  Europe 
should  permit  so  rare  a treasure  to  be  confined  to 
a single  province,  and,  with  colonies  founded  in 
all  parts  of  the  tropics,  were  so  inattentive  to  the 
value  of  the  coffee  plant.  Whether  acting  on  his 
suggestion  or  not,  the  plant  was  soon  after  intro- 
duced and  extensively  cultivated  in  the  colonies 
of  Europe. 

In  1690,  Nicolas  Wieser,  Burgomaster  of 
Amsterdam  and  Governor  of  the  Dutch  East 
India  Company,  instructed  Governor-General 
Van  Horne,  of  the  Dutch  East  Indies,  to  procure 
some  plants  or  seeds  of  the  coffee  tree  from 
Arabia  and  endeavor  to  cultivate  them  in  the 
Dutch  settlement.  The  undertaking  was  suc- 
cessful from  the  beginning,  many  plants  being- 
propagated  there,  one  of  which,  the  first  seen  in 
Europe,  was  sent  to  the  botanic  garden  in  Amster- 
dam, where  it  in  time  bore  fruit. 

From  Java  the  Dutch  extended  the  cultivation 
of  coffee  to  Sumatra,  Timor  and  many  other  of 
the  smaller  islands  of  the  Malay  Archipelago. 

The  coffee  plant  was  introduced  into  India,  on 
the  Malabar  coast,  from  Aden,  about  1700,  al- 
though it  is  claimed  to  have  been  grown  in  the 
province  of  Mysore  long  before  that  year.  At 
the  present  time  coffee  is  grown  all  along  India, 
from  the  northern  limits  of  Mysore  south  to 
Travancore  and  Nilgiris.  In  1880  over  500,000 
acres  had  been  taken  up  for  coffee  culture  in  the 
various  provinces  of  India,  but  this  seems  to  have 
been  the  height  of  its  cultivation  there. 

The  coffee  plant  was  first  introduced  into  the 
islands  of  Bourbon  and  Mauritius  by  the  French 
in  1717  from  Arabia,  and  from  Mozambique  to 
Madagascar  by  natives  about  the  same  period. 

The  Coffee  Craze  in  Ceylon 

The  plant  was  taken  from  Java  into  the  island 
of  Ceylon  by  the  Dutch  in  1720,  where  they  be- 
gan to  cultivate  it,  but  with  poor  results,  their 
efforts  being  confined  to  the  lowlands.  Some  cof- 
fee of  excellent  value  was  produced,  but  it  was 
found  it  could  not  be  cultivated  there  to  advan- 
tage when  compared  with  the  Java  product.  The 
cultivation  was  not  entirely  abandoned,  as  the 
native  Cingalhese,  who,  having  learned  of  its 
commercial  value,  continued  to  grow  it  in  small 
quantities.  On  the  occupation  of  Ceylon,  after 
its  concession  to  the  British  in  1825,  the  English 
troops  found  the  coffee  tree  growing  in  profusion 
in  the  vicinity  of  the  temples  in  Kandy,  and  large 
gardens,  highly  cultivated,  were  found  on  the 
banks  of  the  River  Mahawa.  Coffee  culture 
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comniciiccd  in  1836  coiiiiiiercially,  and  in  1840 
nearly  10,000  acres  of  mountain  forest  were  felled 
and  planted  in  coffee.  The  coffee  craze  in  Ceylon 
reached  its  climax  in  1845,  when  the  Governor, 
Council,  military,  judges,  civil  servants,  and  even 
the  clergy,  rushed  to  the  hills  in  their  mad  haste 
to  purchase  crown  lands  for  coffee  growing.  The 
East  India  Company’s  officers  crowded  to  Ceylon 
to  invest  their  savings,  and  capitalists  from  Eng- 
land arrived  by  every  vessel.  So  dazzling  was 
the  prospect  that  expenditure  was  unlimited,  its 
profusion  being  only  equaled  by  the  ignorance 
and  inexperience  of  those  to  whom  it  was  in- 
trusted, five  million  sterling  being  sunk  in  the 
coffee  craze  in  less  than  five  years.  An  acre  of 
forest  land  could  be  purchased  in  1890  for  one- 
tenth  of  what  it  cost  in  1844. 

Coffee  growing  in  Ceylon  reached  its  height  in 
1890;  since  then  its  production  has  steadily  de- 
clined, the  people  finding  it  more  profitable  to 
grow  tea  and  rubber. 

The  coffee  plant  was  introduced  into  the 
Philippine  Islands  by  the  Spanish  missionaries 
from  Java  about  1740.  It  was  produced  there  for 
export  for  many  years,  but  the  plant  is  now 
almost  exterminated  by  insects. 

The  coffee  plant  is  cultivated  in  many  of  the 
Pacific  Islands — the  islands  of  Guinea,  Fiji,  the 
Friendly  and  Samoan  groups ; in  the  Hawaiian 
Islands  the  production  has  reached  considerable 
proportions. 

Introduction  of  Coffee  Into  the  New  World 

The  history  of  the  first  introduction  of  the 
coffee  plant  into  the  New  World  is  as  romantic 
as  it  is  interesting.  In  the  year  1714  the  French 
King,  Louis  XIV,  was  presented  by  the  Magis- 
trates of  Amsterdam  with  a fine  specimen  of  the 
coffee  plant,  almost  5 feet  high  and  in  full  foliage, 
from  the  botan."c  garden  of  that  city.  This  plant 
was  carefully  nursed,  and  from  it  some  sprouts 
were  sent  to  Martinque  in  1717,  being  committed 
to  the  care  of  De  Clieux,  an  officer  in  the  French 
naval  service,  who  subsequently  proved  himself 
worthy  of  the  trust  reposed  in  him.  The  voyage 
being  long  and  the  weather  unfavorable,  the 
whole  ship’s  crew  were  at  length  reduced  to  a 
short  allowance  of  water,  all  the  young  plants 
dying  except  one  for  the  lack  of  nourishment.  It 
was  at  this  juncture  that  this  zealous  patriot  di- 
vided his  own  scanty  allowance  with  the  plant 
committed  to  his  care,  happily  bringing  it  safe  to 
Martinique  uninjured,  where  it  afterwards  flour- 
ished and  from  which  were  propagated  sufficient 
plants  to  supply  the  adjacent  islands.  From  the 
plant  sent  from  Java  to  Amsterdam,  mentioned 


before,  young  plants  grown  from  the  seeds  thereof 
were  sent  to  Surinam'  by  the  Dutch,  where  the 
cultivation  was  established  in  1718, 

From  these  two  places  coffee  culture  gradually 
extended  throughout  the  New  World,  till  now  the 
progeny  of  the  single  plant  sent  from  Java  to 
Holland  produces  more  coffee  than. is  grown  by 
all  the  other  plants  in  the  world. 

How  Brazil's  Coffee  Industry  Started 

The  coffee  plant  was  taken  to  Para  from 
Cayenne  by  the  French  in  1732;  the  first  planta- 
tion in  Brazil  being  commenced  in  that  province 
a few  years  later.  Its  cultivation,  however,  made 
little  or  no  progress  in  that  now  world-famous 
coffee-growing  country  until  1767,  when  its  culti- 
\ation  was  still  further  extended  to  the  province 
of  Maranhao,  where  it  soon  increased  rapidly. 
In  1774  a Belgian  monk,  named  Molke,  procured 
some  plants  from  one  of  the  prosperous  Maran- 
hao estates  and  carried  them  to  Rio  de  Janeiro, 
the  first  one  being  planted  in  the  garden  of  the 
Capuchin  monastery,  then  situated  in  the  suburbs, 
but  now  almost  in  the  center  of  the  city.  This 
plant  prospered  so  well,  and  Molke  became  so 
convinced  of  its  future  importance  as  an  industry 
of  the  country,  that  a few  years  later  he  cleared 
a plantation  for  its  systematic  and  more  extensive 
cultivation.  Joachim  Bruno,  the  then  Bishop  of 
Rio  de  Janeiro,  also  perceiving  the  valuable  bene- 
fits to  be  derived  by  the  country  from  coffee  culti- 
vation, was  accustomed  to  distribute  the  seeds  of 
the  coffee  grown  on  Molke’s  plantation  among 
the  religious  institutions  of  his  diocese,  personally 
recommending  and  encouraging  its  cultivation  by 
them. 

From  this  simple  and  unostentatious  beginning 
has  grown  the  extensive  coffee  lands  of  to-day  in 
Brazil.  The  cultivation  there  now  extends  from 
the  banks  of  the  Amazon  to  the  southern  province 
of  Sao  Paulo,  and  from  the  coast  to  the  western 
limits  of  the  country;  it  being  calculated  that 
upwards  of  2,000,000  acres  of  land  are  under 
coffee  culture. 

In  1784  Blandin  started  a plantation  in  the 
Chacao  Valley  near  the  now  famous  district  of 
Caracas.  A Dr.  Sligo  soon  afterwards  followed 
Blandin’s  example  in  the  equally  famous  district 
of  Maracaibo,  the  new  branch  of  industry  being 
soon  adopted  in  Venezuela,  Colombo,  Ecuador 
and  Bolivia. 

Mexico  Began  Coffke  Culture  in  1818 

In  1818,  the  Mexicans,  learning  of  the  profit- 
ableness of  coffee  culture  in  the  West  Indies,  es- 
tablished extensive  plantations  in  the  cantons  of 
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Orizaba  and  Cordova.  Its  cultivation  in  Mexico 
has  steadily  increased  from  year  to  year,  its  only 
check  being  from  civil  disorders  of  its  people. 
J^'rom  Mexico  the  cultivation  of  the  coffee  plant 
spread  through  Guatemala  to  Nicaragua  and  the 
other  Central  American  countries. 

The  Coffee  Shrub,  Its  Growth  and  Product 

The  common  coffee  shrub  is  an  evergreen  plant 
which,  under  natural  conditions,  grows  to  a 
height  of  from  18  to  20  feet,  an  upright,  slender 
tree,  with  main  stem  very  erect  and  free  from 
branches  for  the  greater  part  of  its  height,  but 
in  a state  of  cultivation  it  is  a shrub  of  close  and 
systematic  growth  of  low  stature,  and  averaging 
only  10  to  14  feet  in  height,  its  upward  growth 
being  checked  by  the  pruning  knife  of  the  culti- 
vator for  the  purpose  of  increasing  the  quantity 
and  improving  the  quality  of  its  product,  as  well 
as  to  make  easier  the  picking  of  its  crop.  The 
tree  has  widely  spreading  branches  in  alternate 
pairs,  horizontal,  simple  and  opposite,  growing 
regularly  from  the  ground  up,  but  trailing  to- 
wards the  top,  expanding  out  and  downwards 
like  those  of  the  apple  tree. 

The  leaves  are  from  5 to  6 inches  in  length 
and  from  2 to  3 inches  wide  in  the  middle,  when 
fully  grown ; smooth  and  shiny,  resembling  the 
laurel.  Its  flowers,  which  are  produced  in  dense 
clusters  in  the  axils  of  the  leaves  (fitting  close 
to  the  axils),  are  funnel-shaped  and  small,  hut 
numerous,  pure  white  in  color,  with  a rich 
fragrant  odor,  suggestive  of  jasmine. 

The  bloom  is  of  very  short  duration  and  is 
quickly  followed  by  the  fruit,  there  being  two, 
sometimes  three,  relays  of  blossoms  before  all  the 
buds  mature,  when  in  a day  or  two  they  gradually 
turn  brown  and  fade  away.  The  fruit,  which 
quickly  forms  in  the  hollow  of  the  leaves,  is 
greenish  in  color,  in  the  form  of  cherries,  which 
gradually  turn  to  bright  red  as  they  mature,  and 
become  bouquets  of  ripe  fruit  in  about  six  months 
from  the  time  of  blossoming.  The  plant  being 
an  evergreen,  the  foilage  is  always  fresh,  and 
though  in  the  autumn  season  the  blossoms  appear 
scattered  among  the  dark  green  leaves  like  flakes 
of  snow,  they  are  hardly  ever  absent  from  the 
tree.  It  continues  to  put  forth  fruit  while  the 
blossoms  are  arriving  at  maturity,  and  nothing  is 
more  striking  of  its  kind  than  its  producing  capa- 
bilities, as  at  all  seasons  leaves,  blossoms  and  ripe 
fruit  are  to  be  seen  on  the  same  tree  at  the  same 
time. 

Each  fruit  contains  two  seeds  in  a yellowish 
pulp,  the  seeds  being  again  enclosed  in  a thin 
membraneous  parchment.  This  parchment  re- 


moved exposes  two  small  oval  seeds  facing  each 
other,  though  sometimes  there  is  but  one,  called 
from  its  shape  peaberry  or  maleberry.  These 
seeds  are  plano-convex  in  form,  the  flat  parts  of 
each,  which  lay  against  each  other,  have  a groove 
their  entire  length.  When  first  exposed  they  are 
soft,  of  a bluish  color,  afterwards  becoming  hard, 
in  which  condition,  after  being  cleaned,  it  be- 
comes the  coffee  of  commerce. 

The  Best  Cultural  Regions  and  Conditions 

The  regions  best  adapted  for  the  cultivation  of 
coffee  are  well  watered  mountain  slopes,  ranging 
from  one  to  four  thousand  feet  above  sea  level, 
in  latitudes  lying  between  15  degrees  north  and  15 
south,  although  it  is  successfully  cultivated  in 
various  places  up  to  36  north  and  30  south,  in 
districts  free  from,  extremes  of  temperature,  with 
a constant  supply  of  moisture. 

The  most  suitable  soil  for  cultivation  is  that 
which  grows  soft  timber,  to  be  found  on  high, 
quartzy  ridges,  where  the  land  is  of  a dark  choco- 
late color  and  mixed  with  small  stones,  as  where 
the  soil  is  dark,  loose  and  full  of  roots,  it  is  sure 
to  be  rich  in  organic  matter,  and  therefore  good 
for  coffee. 

The  worst  enemy  of  the  coffee  shrub  is  wind, 
its  effects  becoming  apparent  in  pinched  and 
stunted  growth  or  in  lack  of  foliage.  Shade  is  of 
great  importance,  and  the  belief  is  now  general 
that  the  wholesale  felling  of  the  forest  in  some 
sections  has  been  a mistake,  and  that  plantations 
now  extinct  might  still  be  flourishing  had  the 
forest  shade  been  partially  retained. 

The  coffee  plant  is  propagated  in  three  different 
ways,  by  seeds,  buddings  and  cuttings,  the  two 
last  being  the  most  troublesome  and  objection- 
able. A bushel  of  seed  should  yield  from  twenty 
to  thirty  thousand  plants.  When  the  plants  pro- 
duce from  two  to  four  leaves  they  are  transferred 
in  damp,  cloudy  weather  from  the  seed  beds  to 
the  nurseries  and  placed  there  about  9 inches 
apart,  where  the  plants  should  be  allowed  to  grow 
to  nearly  the  required  size  before  transplanting. 

Picking,  Drying  and  Cleaning  Process 

As  soon  as  a sprinkling  of  red  berries  is  seen 
picking  should  begin  and  continue  as  long  as  any 
berries  ripen,  and  cherries,  as  they  are  more  fre- 
quently called,  must  not  be  picked  until  fully  ripe. 
The  crop  never  ripens  all  at  once,  two  or  three 
pickings  being  required.  Immediately  after  the 
berries  are  gathered  they  are  conveyed  to  the 
storehouse,  where  they  undergo  the  operation 
of  pulping.  This  operation  consists  in  clearing 
the  coffee  from  their  outside  covering.  A num- 
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1)CM-  of  niachiiics  have  been  invented  for  tliis  pur- 
pose, the  chief  object  in  all  cases  being  to  pulp 
rapidly  and  without  injury  to  the  bean.  To  re- 
move all  the  coverings  of  the  bean  (the  coffee 
after  being  dried),  is  run  through  fanning  and 
milling  machines,  which  remove  the  hulls,  skins, 
sticks,  leaves  and  dirt,  and  complete  the  green 
product.  A tree  in  good  bearing  will  yield  from 
1^2  to  2 pounds  of  berries  in  a year;  but  its  fer- 
tility depends  largely  on  climate,  situation  and 
soil. 

The  Growth  of  the  Coffee  Industry 

The  production  of  coffee  has  increased  from 
the  few  pounds  grown  in  ancient  times,  in  a small 
section  of  the  world,  to  gigantic  crops  produced 
in  many  countries ; one  modern  plantation  alone 
contains  over  8,000,000  trees.  The  world’s  pro- 
duction for  the  crop  year  1913-1914  was  nearly 
three  billion  pounds,  as  the  total  exports  from  the 
countries  of  growth  during  that  period  was  over 
two  and  one-half  billions  pounds. 

An  old-time  New  York  market  report,  dated 
December  20,  1823,  gives  the  following : “The 

imports  of  coffee  during  the  past  week  was  2 
tierces,  i barrel  and  715  bags.”  From  this  point 
up  to  the  present  time,  with  the  exception  of  a 
few  years  during  the  Civil  War,  our  imports  of 
this  article  have  steadily  increased.  In  1850  our 
imports  were  over  130,000,000  pounds,  in  1880 
nearly  400,000,000  pounds,  and  in  1915  over  one 
billion  pounds. 

The  consumption  of  coffee  has  increased  more 
rapidly  with  us  than  in  any  other  of  the  great 
coffee-drinking  countries  of  the  world,  the  con- 
sumption last  year  being  over  three  times  greater 
than  in  1873.  Thus  it  is  shown  that  coffee  drink- 
ing by  the  people  of  the  United  States  has  in- 
creased with  the  growing  greatness  of  the  country, 
and  that  coffee  is  more  and  more  universally  be- 
loved as  the  indispensable  beverage  of  a strong 
nation. 

The  roasting  of  coffee  is  an  operation  of  the 
greatest  nicety,  for  trained  study  in  timing  the 
roast  and  manipulating  the  fire  is  necessary  to  a 
perfect  development  of  aroma  and  flavor.  The 
roaster  must  judge  of  the  amount  of  heat  re- 
quired for  the  proper  roasting  of  different  quali- 
ties, and  while  that  is  variable  the  range  of  tem- 
perature for  individual  kinds  is  narrow. 

In  their  national  association  work  the  whole- 
sale roasters  are  giving  the  public  new  facts  and 
valuable  information  from  scientific  researches 
and  investigations.  In  1914  there  were  distributed 
over  a million  booklets  (“From  Tree  to  Cup”), 
and  the  association  now  has  in  print  a booklet, 
“Latest  Developments  in  Better  Coffee  Making.” 


Ancient  and  Recent  Attacks  on  Coffee 

Coffee,  in  its  liquid  form,  has  been  subjected  to 
attacks  and  criticism  almost  from  its  earliest  use 
as  a beverage.  The  earliest  known  was  in  Arabia, 
probably  late  in  the  sixteenth  century,  where  its 
peculiar  property  of  dissipating  drowsiness  was 
taken  advantage  of  in  connection  with  the  pro- 
longed religious  services  of  the  Mohammedans, 
which  stirred  furious  opposition  on  the  part  of 
the  priesthood.  Coffee  was  by  them  held  to  be 
an  intoxicating  beverage,  and  therefore  prohibited 
by  the  Koran,  and  dreadful  penalties  of  an  out- 
raged sacred  law  was  held  over  the  heads  of  all 
who  became  addicted  to  its  use.  Notwithstand- 
ing the  threats  of  divine  retribution,  coffee  drink- 
ing spread  rapidly  throughout  Arabia. 

After  its  introduction  and  almost  universal  use 
in  Syria,  an  effort  was  made  by  the  authorities  to 
check,  if  not  suppress,  the  further  growth  of  its 
consumption  among  the  people,  on  the  alleged 
grounds  of  its  intoxicating  properties,  but  in 
reality  because  of  its  use  leading  to  social  and  fes- 
tive gatherings  incompatible  with  the  teachings 
of  the  Mohammedan  religion. 

In  Cairo,  about  1510,  its  indiscriminate  use  was 
prohibited  on  religious  grounds  by  Khaine  Beg, 
the  governor  of  the  city;  but  this  edict  was 
rescinded  by  his  successor,  Causin.  Another 
effort  was  made  to  suppress  its  use  in  1523  by  the 
chief  priest,  Abdallah  Ibraham,  who  denounced 
its  use  in  a sermon  delivered  in  the  Mosque  of 
Haffenaine ; a violent  commotion  being  produced 
am.ong  the  people,  the  opposing  factions  coming 
to  blows  over  its  use.  The  governor,  Sheikh 
Obelek,  a man  wise  in  his  generation  and  time, 
then  invited  to  his  residence  the  Molohs,  doctors 
and  others  opposed  to  the  use  of  coffee,  and  after 
listening  patiently  to  their  harangues  against  its 
use,  treated  them  all  to  a cup  of  coffee  each,  first 
setting  the  example  by  drinking  one  himself. 
Then  dismissing  them,  courteously,  he  withdrew 
from  their  presence.  By  this  prudent  conduct 
peace  was  restored  and  coffee  was  ever  used  in 
Cairo. 

A similar  persecution  to  that  in  Syria  and 
Cairo  soon  attended  its  use  in  the  Turkish  capital 
sometime  after  its.  introduction  in  Constantinople, 
it  not  only  having  to  contend  with  religious  but 
with  political  opposition. 

After  many  coffee  houses  were  established  in 
Paris,  it  is  said  that  coffee  there,  as  in  the  East, 
met  with  considerable  opposition,  ' Madame 
Sevinge  prophesying  that  “coffee  and  other  pois- 
ons” would  soon  go  out  of  fashion. 

In  1675  King  Charles  of  England  attempted  to 
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suppress  the  coffee  houses  by  a royal  proclama- 
tion, classing  all  of  them  as  “seminaries  of  se- 
dition” ■ and  resorts  of  those  who  devise  and 
spread  false  and  malicious  reports  defaming  His 
Majesty’s  government.  This  proclamation  caused 
so  much  excitement  throughout  the  city  that  it 
had  to  be  rescinded  in  a few  days  on  a petition 
from  the  tea  and  coffee  dealers. 

Attacks  on  coffee  drinking  in  recent  times  have 
been  confined  to  manufacturers  of  coffee  substi- 
tutes, although  at  frequently  recurring  periods  it 
has  been  claimed  by  some  moralists  that  coffee  is 
injurious  to  the  health  of  those  who  like  it,  and 
many  believing  such  statements  give  up  its  use 
regretfully. 

Benefits  Derived  from  Coffee  Drinking 
In  regard  to  the  opinion  sometimes  expressed 
that  coffee  and  tea  more  generally  disagree  with 
our  constitution  than  other  foods’  of  daily  con- 
sumption, we  would  refer  to  the  answer  made  to 
this  in  1833-4  hy  Dr.  English.  He  says : 

“It  is  well  known  that  there  is  no  species  of 
diet  which  invariably  suits  all  constitutions,  nor 
will  that  which  is  palatable  and  salutary  at  one 
time  be  equally  palatable  and  salutary  at  another 
time  to  the  same  individual,  I think  the  most 
natural  food  provided  for  us  is  milk;  yet  I will 
engage  to  show  twenty  instances  where  milk  dis- 
agrees more  than  coffee.” 

Thompson  in  his  “Practical  Dietetics” — 191J — 
states : 

“Drunk  in  moderation,  coffee  is  a mild  stimu- 
lant to  gastric  digestion.  For  many  people,  when 
drunk  early  in  the  morning,  it  possesses  a dis- 
tinctly laxative  effect,  thus  indirectly  benefiting 
the  liver.’! 

In  1835,  during  the  cholera  epidemic,  the 
physicians  of  New  York  issued  a public  manifesto 
urging  the  people  to  abstain  from  beer  and  other 
liquors  and  confine  themselves  to  the  exclusive 
use  of  pure,  strong  coffee  as  a beverage,  in  order 
to  keep  the  system  healthy  and  render  it  less 
liable  to  an  attack  of  the  disease. 

Coffee  Criticisms  Answered 
I am  now  going  to  quote  several  criticisms, 
which  you  all  probably  have  heard,  against  the 
use  of  coffee  and  the  answers  thereto  by  Dr. 
Stehle. 

No.  I — Coffee  and  tea  are  not  foods  but  pow- 
erful drugs. 

Answer — No  one  pretends  that  coffee  has  any 
noteworthy  food  value;  it  is,  however,  a valuable 
diet  accessory.  The  taste  is  pleasing,  and  it  makes 
the  meal  of  which  it  is  a part  more  palatable  than 
it  would  be  otherwise.  Coffee  is  not  a powerful 
drug;  it  does  contain  a small  amount  of  caffein, 
but  this  does  not  warrant  the  above  assertion. 
Soy  beans  contain  one  of  the  deadliest  poisons 


known  (glicin),  but  this  does  not  prevent  their 
extensive  use  in  Japan,  nor  stop  the  efforts  of  our 
Government  to  introduce  them  into  this  country. 

No.  2 — When  tea  and  coffee  are  taken  into  the 
stomach  serious  interference  is  set  up  with  the 
natural  and  healthful  operations  of  the  digestive 
organs.  Some  people  can  stand  this  for  a time, 
but  sooner  or  later  the  steady  drugging  will  tear 
down  the  strongest  man  or  woman. 

Answer — This  statement  is  entirely  unwar- 
ranted. There  are  no  experiments  which  show 
that  when  tea  or  coffee  in  moderate  quantity  are 
taken  into  the  stomach  serious  interference  is  set 
up  with  the  natural  and  healthful  operations  of 
the  digestive  organs.  Nor  is  there  evidence  that 
they  will  tear  down  the  strongest  man  or  woman, 
and  such  a statement  is  made  without  any  founda- 
tion in  fact. 

No.  3 — Cereal  drink  is  made  of  clean,  hard 
wheat,  skilfully  roasted,  and  a small  per  cent  of 
molasses.  It  contains  no  caffein  or  harmful  sub- 
stance whatever.  Clean,  whole  wheat  is  sepa- 
rated into  kernel  and  outer  or  bran  coat,  the  first 
containing  carbohydrates  and  proteins  (tissue- 
repairing and  energy-storing  elements),  the  sec- 
ond, vital  phosphates  for  rebuilding  brain  and 
nerve  cells. 

Answer— lAote  the  “tissue-repairing  and  eaergy- 
storing  elements”  (proteid),  and  the  “vital  phos- 
phates for  rebuilding  brain  and  nerve  cells.”  The 
first  part  of  this  statement  would  give  the  reader 
the  impression  that  cereal  drink  is  nutritious. 
Farmers’  Bulletin  No.  122  of  the  Department  of 
Agriculture,  states  that  skim  milk  contains  almost 
twenty  times  as  much  nutrient  material  as  the 
average  beverage  made  from  cereals.  Phosphorus 
is  a constituent  of  nervous  tissue,  but  so  is  it 
of  most  of  the  foods  we  eat.  There  is  not  the 
slightest  danger  of  an  insufficiency  of  it  in  the 
diet,  nor  is  there  any  evidence  of  benefit  by  in- 
creasing the  intake. 

Science  Demonstrates  Value  of  Coffee 

Coffee  is  coupled  with  bread  as  indispensable  in 
the  diet  of  peoples,  and  its  beneficent  powers  are 
now  being  demonstrated  by  science.  It  has  a 
strengthening  influence  upon  mind  and  muscle 
without  reaction,  as  indicated  by  exhaustive  ex- 
periments by  Prof.  Hollingworth  of  Columbia 
University,  and  from  tests  with  students  by  the 
Hahnemann  Hospital  of  Philadelphia,  proving 
coffee,  as  Dr.  Wildman,  professor  of  physiology, 
states : “A  valuable  drink,  lightening  fatigue  and 
sustaining  strength.”  Dr.  Woods  Hutchinson 
honors  coffee  as  a true  helper  in  nourishment, 
“starting  the  appetite  juices  of  food  assimilation 
by  its  delight  to  the  palate,  which  coffee  charms 
more  than  any  food  or  drink  known.” 

That  the  use,  or  rather  the  abuse,  of  coffee  may 
lie  injurious  in  some  instances  cannot  be  denied, 
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but  of  all  beverages  now  in  use  the  facts  and 
effects  prove  it  to  be  the  least  injurious  of  any 
and  all  when  not  indulged  in  immoderately.  It  is 
both  a mental  and  physical  stimulant  of  the  most 
agreeable  and  pleasant  nature,  being  followed  by 
no  harmful  reaction. 

It  increases  the  frequency  of  the  pulse,’  pro- 
duces contentment  of  mind,  allays  hunger  and 
bodily  weakness,  increases  the  capacity  for  work, 
lightens  the  sensations  of  fatigue  and  sustains  the 
strength  under  prolonged  and  severe  muscular 
exertion. 

Coffee  needs  no  apology,  as  it  has  been  an  ac- 
ceptable article  of  diet  for  centuries  by  people  in 
every  walk  of  life  and  located  in  every  part  of  the 
globe. 

TEA  AND  COFFEE  CONSUMPTION 


The  Latest  Governmental  Figures  Show  We  Are 
Drinking  Ten  Pounds  of  Coffee  to  Nearly 
One  Pound  of  Tea  Per  C apita 

[from  a special  correspondent] 

Washington,  D.  C.,  May  i,  1916. 
OFFEE  is  the  world’s  favorite  breakfast 
beverage  and  the  United  States  is  the  largest 
coffee  consumer.  The  Bureau  of  Foreign  and 
Domestic  Com.merce  will  shortly  publish,  as  part 
of  the  “Statistical  Abstract  of  the  United  States, 
1915,”  a table  showing  with  respect  to  coffee,  tea 
and  cocoa,  the  leading  countries  of  production 
and  consumption.  A little  more  than  two  and  one- 
half  billion  pounds  of  coffee  enter  international 
markets  annually.  Of  this  amount  1,055,000,000 
pounds,  or  40  per  cent,  were  consumed  in  the 
United  States,  being  about  three  times  the  amount 
consumed  in  Germany,  four  times  the  amount  in 
France,  eight  times  that  in  Austria-Hungary,  and 
thirty-five  times  that  in  the  United  Kingdom. 

The  United  States  Third  as  a Tea  Consumer 
About  three-quarters  of  a billion  pounds  of  tea 
are  produced  by  a half  dozen  countries,  to  wit.: 
India,  307,000,000;  China,  nearly  200,000,000;  Cey- 
lon, 192,000,000;  Japan  and  Java,  each  71,000,000, 
and  Formosa,  30,000,000.  The  United  States 
ranks  third  as  a tea  consumer,  92,000,000  pounds 
consumed  here,  comparing  with  318,000,000  in  the 
United  Kingdom,  166,000,000  in  Russia,  and  ap- 
proximately 40,000,000  pounds  each  in  Canada 
and  British  Australasia. 

U.  S.  THE  World’s  Largest  Cocoa  Consumer 
The  annual  cocoa  product  of  the  world  is  a 
little  over  600,000,000  ])ounds,  onc-fifth  of  it  being 
from  the  Cold  Coast  ami  the  remainder  mostly 


from  Ecuador,  Brazil,  the  West  Indies  and  Vene- 
zuela. In  this  the  United  States  is  also  the 
world’s  largest  consumer,  taking  over  one-fourth 
of  the  whole. 

4 he  sharp  contrasts  in  national  tastes  for  the 
different  breakfast  beverages  are  illustrated  by 
the-  following  table,  showing  in  millions  of  pounds 
the  consumption  of  coffee,  tea  and  cocoa  in  lead- 
ing countries: 


THE  WORLD’S  CONSUMPTION  OF  TEA, 
COFFEE  AND  COCOA 
In  Millions  of  Pounds) 


Countries  of 


Consumption 

Coffee 

Tea 

Cocoa 

United  States  

. 1,056 

92 

164 

United  Kingdom.... 

29 

318 

64 

France  

255 

4 

62 

Germany  

362 

9 

110 

Russia  

28 

166 

Austria-Hungary  . . . 

131 

4 

17 

Netherlands  

. ' 120 

12 

71 

These  figures  suggest  an  approximate  per 
capita  consumption  of  coffee,  amounting  to  10 
pounds  in  the  United  States,  6 pounds  in  France, 
5 pounds  in  Germany,  one-half  pound  in  the 
LTnited  Kingdom  and  one-sixth,  pound  in  Russia ; 
of  tea,  nearly  7 pounds  in  the  United  Kingdom, 
I pound  in  Russia,  nearly  i pound  in  the  United 
States,  one-tenth  pound  in  France  and  one- 
seventh  pound  in  Germany;  and  of  cocoa,  12/3 
pounds  in  the  United  States,  i 1/3  pounds  in  the 
LTnited  Kingdom,  1L2  pounds  in  France,  13/5 
pounds  in  Germany  and  1/3  pound  in  Austria- 
Hungary.  It  is  probable  that  much  of  the  nominal 
consumption  of  coffee,  tea  and  cocoa  in  the  Neth- 
erlands is  in  fact  consumed  by  interior  countries 
of  Europe,  receiving  these  and  other  commodities 
by  way  of  the  Netherlands. 

We  get  three-fourths  of  our  coffee  from  Brazil, 
and  nearly  all  of  the  remainder  from  other 
American  countries,  chiefly  Colombia,  Venezuela, 
Central  America  and  Mexico.  Java  supplies  but 
I per  cent.  Japanese  tea  is  the  American  favorite, 
supplying  nearly  one-half  the  consumption,  China 
and  India  ranking  next  in  popularity.  The  New 
World  supplies  also  most  of  our  cocoa,  the 
Dominican  Republic  leading,  the  British  West 
Indies  being  second  and  Ecuador  third. 


BRAZIL’S  JANUARY  COFFEE  EXPORTS 
Exports  of  coffee  from  Santos  during  January 
amounted  to  712,046  bags,  of  wliicli  222,031  bags 
were  shipped  to  New  York,  132,521  bags  to  New 
Orleans,  92,254  to  Genoa,  54,150  to  Amsterdam, 
44.327  to  Stockholm,  31,500  to  Coteborg,  20.625  to 
Cbristiania,  19.375  to  Alexandria.  13.632  to  Mar- 
seille, 10,750  to  Mahno,  10,635  to  Copenhagen. 
8,588  to  Barcelona,  8.142  to  Bordeaux. 
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THE  COFFEE  TRADE  OF  HAVRE 


While  Continuing  to  be  the  Foremost  Port  as  Regards 
its  Coffee  Stocks,  its  Activities  Have  Been 
Materially  Reduced  by  the  War — 
Disparity  with  New  York  Prices — 

Stocks  in  Warehouses 


By  John  Ball  Osborne 

' Havre,  Franqe 

TTAVRE  continues  to  hold  the  distinction  of 
^ being  the  foremost  of  the  great  ports  of  the 
world  as  regards  the  importance  of  its  coffee 
stocks.  It  continues  to  be  an  active  trading 
center,  notwithstanding  that  conditions  have  ma- 
terially reduced  the  activity  of  re-exportations 
from  France  to  other  countries  of  Europe. 

The  general  movement  of  the  transactions  in 
coffee  at  Havre  in  1915,  as  compared  with  1914, 
was  as  follows:  Imports,  2,086,000  bags  in  1915, 

as  against  2,016,000  bags  in  1914;  exports,  2,109,- 
000  bags  in  1915,  as  against  2,646,000  bags  in  1914. 

The  stocks  of  coffee  in  bonded  warehouses  in 
Havre  on  December  31,  1914  and  1915,  were  as 
follows : 


Tabi^E  Showing  Stocks  of  Coffee  in  Havre  Warehouses 
ON  December  31,  1914  and  1915. 


Kinds. 

Dec.  31, 
1914. 

Dec.  31, 
19i5. 

Santos 

Bags. 

1,171,886 

370.224 
110,998 

66,630 

216.225 

Bags. 

1,198,166 

423,609 

65,398 

39,928 

92,345 

Other  Brazilian 

Haitian 

Indian,  Malabar,  Ceylon 

Central  American,  etc 

Total 

1,935,963 

137,800 

1,819,446 

,232,300 

Coffee  in  course  of  discharge 

Grand  total 

2,073,763 

2,051,746 

The  Steady  rise  in  the  Prices  of  Coffee 
Local  speculators  kept  aloof  from  ccvffee  in 
1915,  fearing  a falling  off  in  the  deliveries  caused 
by  the  difficulties  of  the  revictualment  of  the 
Central  Powers.  Just  the  contrary  happened,  and 
the  statistics  at  the  end  of  the  -season,  that  is, 
June  30,  1915,  afforded  a surprise,  since  they 
showed  a grand  total  of  world  deliveries  of  21,- 

658.000  bags,  being  an  increase  of  3,076,000  bags 
over  the  season  ended  June  30,  1914.  In  this 
increase  the  United  States  did  not  figure  for 
more  than  400,000  bags.  It  was  the  neutral  coun- 
tries of  Europe  that  received  the  excess.  This 
activity  in  deliveries  was  continued  in  the  six 
months,  July  i-December  31,  1915.  The  total 
transactions  for  these  six  months  amounted  to 

10.919.000  bags,  justifying  an  estimate  for  the 
entire  current  year  of  an  amount  at  least  equal 
to  that  of  the  preceding  season. 


The  “good  average,”  which  is  the  basis  of  the 
“future”  market,  reflected  this  situation.  Starting 
at  51^2  francs  ($9.94)  per  bag  at  the  beginning  of 
January,  1915,  the  quotations  rose  to  58^2  francs 
($11.29)  in  March,  only  to  fall  again  to  47  francs 
($9.07)  in  June,  The  prices  then  rose  steadily  to 
55  francs  ($10.61)  in  September,  57  francs  ($ii) 
in  October,  60  francs  ($11.58)  in  November,  and 
ended  at  59  francs  ($11.39)  in  December,  1915, 

Disparity  of  New  York  Prices  Explained 
There  is  now  a difference  of  18  francs  ($3.47) 
per  bag  between  the  value  of  the  coffee  in  stock 
at  Havre  and  that  at  New  York,  whereas  in 
normal  times  this  difference  did  not  exceed  3 to 
4 francs  ($0.60  to  $0.80).  The  reasons  for  such 
a large  disparity  may  be  explained  mainly  by  the 
increase  of  the  various  charges  to  which  imports 
are  subject,  notably  the  insurance  premiums  and 
the  freight  rates,  which  latter  are  quoted  at  145 
francs  ($27.98)  per  English  ton,  instead  of  35  to 
45  francs  ($6.75  40  $8.70)  as  in  normal  times. 
Moreover,  commerce  is  burdended  with  de- 
murrage charges  arising  from  the  delays  in  un- 
loading, the  port  of  Havre  being  encumbered 
with  merchandise  of  all  sorts,  coming  mainly 
from  the  United  States,  The  rise  of  French  ex- 
change on  London  (the  pound  sterling  serving 
generally  as  the  base  for  the  regulation  of  the 
Brazilian  drafts)  is  also  one  of  the  factors  in  the 
advance  of  coffee  prices.  All  these  adverse  ele- 
ments united  would  doubtless  have  influenced  the 
quotations  much  more  had  not  the  financial  and 
economic  conditions  in  their  country  caused  the 
Brazilians  to  support  a part  of  the  supplementary 
expenses  above  mentioned  with  a view  to  selling 
rapidly  their  heavy  crop  of  1915-16, 

Last  Year's  Deliveries 
The  deliveries  of  Havre  in  1915  were  lower 
than  those  of  1914  by  537, 000  bags,  the  trade 
movement  having  been  affected  by  the  decision 
of  the  French  Government  limiting  strictly  the 
re-exportations  of  coffee  to  neutral  countries 
(Sweden,  Norway,  Denmark  and  Switzerland), 
The  role  of  Havre  as  a coffee  mart  seems  thus  to 
be  sensibly  reduced  until  the  termination  of  hos- 
tilities, although,  in  general,  commerce  should  be 
liberally  aided  by  finance,  since  the  discount  on 
warrants  is  effected  at  5 per  cent  net. 

There  is  still  in  the  bonded  warehouses  of 
Havre  1,200,000  bags  of  coffee  belonging  to  the 
account  of  the  valorization  committee. 

The  Havre  Cocoa  Market 
For  some  years  Havre  has  stood  at  the  head 
of  European  ports  for  the  trade  in  cocoa  beans. 
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The  imports  of  this  article  in  1915  amounted  to 
111,496  bags  and  the  deliveries  to  239,105  bags. 
The  Havre  stocks  of  cocoa  beans  were  drawn 
upon  heavily  in  1915,  and  were  not  replenished 
because  of  the  relatively  small  imports.  Hence 
these  stocks  fell  from  136,553  bags  at  the  end  of 
January,  1915,  to  only  40,587  bags  at  the  end  of 
December,  1915. 

The  accompanying  table  shows  tbe  prices  of 
cocoa  beans  of  various  kinds  in  francs  (i  franc 
equals  $0,193)  j)er  50  kilos  (no  pounds)  at 
Havre  at  the  end  of  January  and  December,  1915. 


TEA  SUPERSEDES  VODKA 


Due  to  the  Temperance  Movement  which  is  Sweeping 
Over  Russia,  Her  Increasing  Demand  for  Tea 
is  Recoming  a More  Important  Factor  in 
the  World’s  Trade 


' i 'HE  substitution  of  People’s  Palaces,  with 
* their  “Chainaya,”  or  tea  room,  for  the  vodka 
dram  shop,  has  already  caused  a large  increase  in 
the  amount  of  tea  drunk  in  Russia.  So  rapidly 
has  the  temperance  movement  affected  the  people 


“Chainaya,”  or  Russian  Public  Tea  Room 

From  a painting  by  A.  Kokel,  in  the  Imperial  Academy  of  Art,  Petrograd 


These  prices  are  for  cocoa  beans  in  bonded  ware- 
house, tare  2 per  cent  and  discount  2^^  per  cent : 


Table  Showing  Prices  oe  Cocoa  Beans  of  Various 
Kinds  at  Havre  at  End  of  Jan.  and  Dec.,  1915. 


Kinds. 

1 

January, 

1915. 

December, 

1915. 

Bahia 

Francs. 
78-  84 

Francs. 

116-126 

Trinidad 

84-  87 

120-128 

Guiria,  Carupano 

84-180 

120-160 

St.  Lucia,  Grenada 

78-  85 

115-125 

Para,  Amazon 

80-  85 

125-130 

Guayaquil 

82-  88 

122-130 

Sao  Thome 

85-  90 

120-125 

Porto  Plata  Sanchez 

78-  80 

113-120 

Haiti 

Martinique 

Guadeloupe 

Akkra,  and  similar 

72-  83 

127- 129 

128- 130 
70-  75 

110-120 

170-174 

172-175 

106-114 

that  the  statistics  of  imports  of  tea  into  Russia, 
just  issued  by  the  Government,  show  a consider- 
able increase.  This  is  all  the  more  striking  when 
it  is  remembered  that  this  inerease  has  occurred 
during  war  time,  when  all  other  luxuries  have 
declined. 

The  importation  of  tea  for  the  year  1913  was 
4,251,000  poods  (pood  = 36  lbs.  10  oz.),  for  the 
year  1914,  4,481,000  poods,  and  for  the  year  1915. 
according  to  the  statistics  issued  by  the  Ministry 
of  Finance,  4,698,000  poods.  This  is  an  increase 
of  207,000  poods  during  the  past  year.  Of  this 
total  the  greatest  consumption  was  that  of  Bohea 
tea,  of  which  2,562,000  poods  were  imported. 
Next  in  popularity  was  the  brick  tea,  familiar  to 
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travelers  in  Russia,  but  in  this  there  was  a slight 
decline  during  the  past  year,  i,579,cxx)  poods 
being  imported 

Tablet  Tea  Sometimes  Used  as  Currency 
The  most  amazing  increase  is  shown  in  tablet 
tea,  which  advanced  from  45,000  poods  in  1914 
to  100,000  poods  during  the  past  year.  This  tablet 
tea,  which  is  compressed  in  China  into  small 
blocks  as  hard  as  stone,  passes  as  currency  in 
some  of  the  remote  districts  of  Russia  and 
Siberia.  The  imports  of  green  tea  also  show  an 
increase,  advancing  from  362,000  poods  in  1914  to 
457,000  poods  in  1915. 

Tea  Likely  to  Become  National  Drink 
Russia  has  always  been  a nation  of  tea  drinkers, 
but  the  abolition  of  vodka  is  making  tea  still 
more  of  a national  drink.  The  Zemstvos,  or 
County  Councils,  acting  with  the  Co-operative 
Societies  and  with  private  citizens,  have  organ- 
ized People’s  Palaces  in  most  of  the  large  towns. 
These  gathering  places  provide  healthy  and  varied 
amusement  and  form  an  efficient  substitute  for 
the  dram  shop.  Chains  of  these  People’s  Palaces 
are  being  organized  in  the  villages,  where  the 
former  inns  are  already  being  utilized  as  tea 
rooms,  where  the  moujiks  gather  after  the  work 
of  the  day,  drinking  weak  Russian  tea  in  glasses 
in  place  of  the  fiery  vodka.  Russia’s  demand  for 
tea,  therefore,  is  steadily  becoming  a more  pow- 
erful factor  in  the  world’s  trade. 

Although  coffee  is  not  consumed  in  Russia  to 
the  same  extent  as  tea,  the  figures  of  imports  are 
significant  in  their  increase.  During  the  year 
1914  the  figures  show  an  importation  of  504,000 
poods,  as  against  574,000  poods  in  1915.  This 
tremendous  increase  is  largely  due  to  its  use  in 
military  service.  ^ 

. CACAO  IN  CHOCO  INTENDENCY 
The  Intendency  of  the  Choco  is  situated  in  the 
northwestern  part  of  Colombia,  between  3 de- 
grees 58  minutes  and  8 degrees  45  minutes  north 
latitude  and  76  degrees  14  minutes  and  77  degrees 
51  minutes  west  longitude.  In  writing  of  its 
agricultural  development  Consular  Agent  Louis 
G.  Dreyfus,  Jr.,  of  Quibdo,  Colombia,  says: 

“The  number  of  cacao  trees  (Theobroma 
cacao)  in  this  region  is  about  600,000,  of  which 
over  400,000  are  around  Pizarro,  40  miles  south- 
west of  Quibdo.  The  trees  are  usually  18  to  20 
feet  in  height  with  a trunk  8 or  9 inches  in  diam- 
eter, covered  with  a cinnamon-colored  bark.  The 
leaves  are  large  and  oval.  The  flowers  are  red- 
dish, odorless,  and  usually  clustered  in  groups 
attached  directly  to  the  trunk  or  the  large 
branches  of  the  tree,  where  the  reddish  or  brown- 
ish oval  fruit,  4 or  5 inches  in  length,  also  forms. 


A LABRADOR  COFFEE  HOUSE 


The  Northermost  Establishment  of  its  Kind  in  the 
Western  World,  where  Natives  Foregather 
Daily  for  Rest  and  Refreshment. 


/^OZY?  Of  course  it  is  cozy!  It’s  cozy  in  the 
brief,  north-land  summer,  when  the  little 
windows  are  opened  and  the  breeze  comes  in 
straight  off  the  icebergs,  and  you  get  the  notes  of 
tumbling,  crashing  ice  rising  over  and  above  the 


A Garden  Coffee  House  in  the  Northland 


break  of  the  sea  on  the  rocks  of  the  coast.  And 
it’s  cozier  still  in  the  winter  time,  when  the  mer- 
cury gets  down  to — well,  unbelievable  points  under 
the  zero  mark,  and  the  little  stove  has  to  be  kept 
at  red-heat  in  order  to  make  the  houselet  warm. 

Just  a Thousand  Miles  North  of  St  John’s 

But,  aside  from  that,  it’s  just  a cozy,  comfort-, 
able  little  garden  coffe-house,  such  as  you’ll  find 
all  over  Germany  and  Austria.  Only  it  is  set  up 
in  the  gardens  of  the  Moravian  Mission  to  the 
Eskimo — just  a thousand  miles  north  of  St.  John’s, 
Newfoundland,  at  Hopedale,  on  the  Labrador 
coast. 

These  missionaries,  the  farthest  north  of  any 
in  the  Western  world,  are  a Teuton  stock — Ger- 
man in  language  and  manners  and  customs 
throughout.  Wherefore,  away  up  there,  on  the  big 
peninsula  of  Labrador,  every  afternoon,  men  and 
women  and  children,  foregather  in  the  little  cof- 
fee-house for  their  cup  of  coffee,  the  cinnamon 
cake  or  the  bunt-kuchen,  and  the  little  session  of 
good  fellowship  and  gossip,  after  which  they  re- 
turn to  their  several  duties,  all  the  better  for  the 
rest  and  the  exhilaration  of  the  coffee. 


THE  PRACTICAL  COFFEE  ROASTER 

If  A department  discussing  coffee-roasting  problems  and  matters  of  timely 
interest  to  wholesale  coffee  roasters,  with  all  the  news  of  the  field.  Subscribers’ 
questions  of  general  trade  interest  will  be  answered  here  free  of  charge, 


TALKS  TO  COFFEE  BUYERS 


Suggestions  for  Wholesale  and  Retail  Dealers  on  Buy- 
ing, Testing,  Roasting,  Blending  and  Marketing 


By  William  B.  Harris 

Coffee  Expert,  U.  S.  Department  of  Agriculture, 

New  York 

No.  11— BLENDING  FOR  WHOLESALERS 

Blending  coffees  for  the  wholesale  trade  is 
a somewhat  different  proposition  than  blend- 
ing for  the  retail  dealer.  The  wholesale  house 
has  usually  a large  territory  to  cover,  with  many 
salesmen  carrying  a line  of  coffees  together  with 
other  merchandise.  The  blends,  therefore,  must 
be  those  that  will  give  general  satisfaction  and 
not  cater  to  simply  one  location.  For  this  reason 
price  and  style  enter  very  largely  into  the  ques- 
tion of  blending  for  the  wholesale  trade,  and  it 
is  necessary  to  have  each  shipment  sent  forward 
compare  as  closely  as  possible  with  the  preceding 
shipments  as  to  appearance,  with  not  tco  great  a 
fluctuation  as  to  price. 

Brand  Blends  Must  be  Kept  Uniform 
Wholesale  dealers  putting  out  their  own  blends 
and  having  them  packed  in  a large  way,  expect 
their  shipments  to  follow  so  that  there  will  be 
no  come  back  either  from  the  salesmen  or  cus- 
tomers. It  is  therefore  about  as  difficut  a matter 
to  cater  to  this  line  of  trade  as  it  is  for  the 
average  retail  dealer  to  prepare  blends  for  his 
regular  patrons.  So  far  as  possible,  where  brands 
are  being  packed  for  the  wholesale  trade,  lines  of 
green  coffees  should  be  secured  some  little  time 
in  advance  and  similar  coffees  added  to  the  lines, 
as  it  may  be  found  possible  to  select  them  so  that 
there  will  always  be  stock  ahead  for  fillling  orders 
as  they  come  forward. 

A sudden  change  in  the  style  and  character  of 
a brand  that  the  wholesale  dealer  is  using  will 
be  found  to  be  very  disastrous.  It  is  not  policy 
to  advance  prices  too  rapidly,  as  the  wholesaler 
may  not  find  it  possible  to  reach  salesmen 
promptly,  or  to  change  his  prices  without  some 
little  notice,  therefore  the  packer  of  such  brands 


will  have  to  watch  the  market  conditions  closely. 
Any  difference  in  the  style  of  a brand  is  quickly 
noted  by  the  salesman  and  commented  upon,  even 
though  the  shipment  may  be  fully  equal  on  a price 
basis  to  any  previous  order. 

If  the  brand  packed  is  simply  a straight  cof- 
fee, as,  for  example,  a certain  grade  and  char- 
acter of  Santos,  it  is  an  easy  matter  to  keep  the 
grade  running  absolutely  uniform,  provided  a 
supply  is  kept  for  future  orders  and  the  market 
is  carefully  watched.  Medium  to  low-grade 
blends,  of  course,  are  affected  by  an  advance  in 
the  market  more  quickly  than  higher  grade- 
blends. 

Close  Profits  Necessitate  Careful  Buying 

The  profits  figured  in  connection  with  private 
brands  or  blends  for  the  wholesale  trade  are  very 
close,  as  naturally  they  would  have  to  be-  in  order 
to  do  the  business  at  all.  It  requires,  conse- 
quently, careful  buying  and  close  watching  of  the 
market  in  order  that  the  profits  may  not  be  en- 
tirely wiped  out  on  a decline.  The  wholesale 
dealer,  although  he  is  usually  rather  loath  to  have 
prices  advance,  owing  to  the-  difficulty  he  has  in 
securing  this  advance  from  his  own  trade,  na- 
turally expects  to  take  advantage  of  any  reaction 
in  the  market. 

Where  blends  are  packed,  particularly  the  better 
class,  the  Idending  should  he  carefully  attended  to. 
Many  blends  are  composed  principally  of  a single 
coffee  with  the  addition  of  small  quantities  of  one 
or  another  of  the  fancy  growths.  In  order  to 
have  the  higher-priced  coffee  distributed  uni- 
formly through  the  blend,  care  must  be  taken  that 
the  coffees  are  properly  put  together. 

Package  Brand.s  Should  be  Attractive 

The  wholesale  dealer  will,  in  many  cases,  for- 
ward his  order  for  shipment  partly  in  bulk  and 
partly  in  package  brands,  as  in  some  sections  the 
demand  will  he  greatest  for  bulk  coffees,  while  in 
other  directions  package  coffees  will  be  desired. 
Package  brands  should  be  attractive,  and  the 
labels  should  correspond  to  those  used  in  connec- 
tion with  other  merchandise  the  dealer  is  hand- 
ling. Bulk  coffees  should  he  proiierly  branded 
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and  carefully  packed,  so  that  they  can  be  re- 
shipped as  received  and  so  avoid  the  necessity  of 
additional  labor,  all  of  which  adds  to  the  cost. 


ROASTERS  FOR  PURLICITY 


N.  C.  R.  A.  Members  Endorse  Plans  for  National 
Coffee  Campaign  at  a Special  Meeting  Held 
at  Chicago  May  4 

The  National  Coffee  Roasters’  Association,  at 
a special  meeting  held  at  Hotel  La  Salle, 
Chicago,  May  4,  endorsed  the  recommendation  of 
the  joint  publicity  committee  providing  for  a na- 
tional coffee  advertising  campaign.  The  endorse- 
ment took  the  form  of  a resolution  worded  as 
follows : 

Resolved,  That  we  unqualifiedly  endorse  the  ’ 
recommendations  and  plans  of  the  joint  trade 
committee  in  charge  of  the  pro-coffee  national 
advertising  campaign. 

The  meeting  was  held  behind  closed  doors,  a 
brief  statement  to  the  press  being  issued  at  the 
close  of  the  sessions,  to  the  effect  that  the  mem- 
bership was  in  favor  of  the ‘publicity  plan  as  out- 
lined in  the  committee’s  report,  and  that  steps 
would  be  immediately  taken  to  raise  funds,  and 
that  the  campaign  would  probably  begin  in  the 
fall.  Just  what  action  will  be  taken  to  raise  the 
necessary  funds  was  not  stated,  but  it  is  believed 
that  all  the  coffee  distributing  factors,  including 
wagon  route  concerns,  chain  stores  and  mail- 
order houses,  will  be  invited  to  contribute. 

It  is  understood  that  the  advertising  plans  con- 
template the  4ise  of  space  in  national  periodicals, 
daily  newspapers  and’  trade  papers,  the  aim  being 
to  popularize  coffee. 

Ross  W.  Weir,  president  of  the  association, 
presided  at  the  all-day  session.  Addresses  were 
made  by  F.  J.  Ach,  William  Bayne,  Jr.,  George  S. 
Wright,  Garl  H,  Stoffregen,  A.  S.  Brasen,  presi- 
dent of  the  Chicago  association ; Oscar  Remmer, 
Chicago : F.  T.  Fishback,  Indianapolis ; B.  C. 
Casanas,  New  Orleans,  and  others.  N.  W.  Ayer 
•Sr  Son,  the  advertising  agency  which  has  been 
selected  to  conduct  the  campaign,  was  represented 
by  Vice-President  E.  J.  Ryan  and  R.  T.  Snod- 
grass. 

To  Co-OPERATE  WITH  GrOCERS 
A resolution  was  adopted  recommending  that 
a committee  of  five  be  appointed  by  the  president 
“to  investigate  and  report  the  best  method  to 
overcome  the  difficulties  encountered  by  the  retail 
grocer  in  building  up  and  holding  his  coffee  busi- 
ness.” President  Weir  named  the  following 
members  to  serve  on  this  committee : F.  R, 


Seelye,  Sherman  Bros.  Company,  Chicago;  C.  W. 
Brand,  The  Wicllar  Company,  Cleveland;  E.  G. 
Beeson,  National  Grocer  Company,  Detroit;  S.  H. 
Holstad,  S.  H.  Holstad  & Co.,  Minneapolis,  and 
W.  T.  Jones,  New  Orleans  Coffee  Company,  New 
Orleans. 

In  connection  with  the  matter  of  contributions 
to  the  publicity  fund  the  following  resolution  was 
adopted : 

Resolved,  That^  subject  to  approval  of  and  ac- 
ceptance by  the  joint  trade  committee,  all  firms 
interested  in  increasing  coffee  consumption  in  the 
United  States  be  invited  to  join  in  the  coffee  ad- 
vertising propaganda  now  being  instituted  by  the 
allied  coffee  interests  of  the  United  States. 

Van  Loan  & Co.  and  Koenig  & Schuster,  New 
York,  were  elected  to  membership  in  the  asso- 
ciation. 

The  executive  committee  of  the  association,  at 
a meeting  in  Chicago  on  May  3,  selected  Novem- 
ber 14-17  as  the  dates  for  the  next  annual  con- 
vention, to  be  held  in  Atlantic  City. 

NEW  YORK  COFFEE  ROASTERS  ELECT 

At  the  regular  monthly  meeting  and  annual 
election  of  the  New  York  branch  of  the  National 
Coffee  R’oasters’  Association,  April  13,  Carl 
Stoffregen  and  William  Bayne,  Jr.,  were  guests 
and  took  part,  discussing  the  publicity  campaign 
about  to  be  launched  by  the  national  association. 
Coffee  culture  and  preparation  were  shown  in 
moving  pictures.  The  officers  elected  for  the  en- 
suing year  are:  President,  Frank  C.  Russell, 

Russell  & Co. ; secretary,  A.  J.  Dannemiller,  Dan- 
nemiller  Coffee  Company;  treasurer,  H.  N. 
Simons,  Bleecker  & Simons.  The  annual  clam- 
bake of  the  New  York  and  New  England  coffee 
roasters  will  be  held  at  Providence,  R.  I.,  June  23. 


COFFEE  PRODUCTION  IN  BRAZIL 
There  are  about  1,000,000  people  in  Brazil  en- 
gaged in  the  coffee  industry,  and  there  are  about 
15,000,000  acres  under  coffee.  Approximate  fig- 
ures on  the  production  in  bags  and  the  value  of 
the  crops  during  the  past  four  years  are  as 
follows : 


Year  Bags  Value 

1912  15,500,000  $400,000,000 

1913  17,000,000  440,000,000 

1914  14,000,000  280,000,000 

1915  15,500,000  400,000,000 


THE  DUTCH  FORBID  COCOA  EXPORTS 
According  to  advices  from  The  Hague,  a Royal 
proclamation  was  issued  April  14,  forbidding  the 
exportation  of  cocoa  beans  or  any  of  the  products 
of  them. 


THE  PRACTICAL  TEA  MAN 

^ A Department  devoted  to  the  discussion  of  tea  problems  of  importance 
to  the  trade,  with  the  news  of  the  tea  packing  and  jobbing  field.  ^ Subscribers’ 
questions  of  general  trade  interest  will  be  answered  here  free  of  charge. 


TALKS  TO  TEA  BUYERS 

Suggestions  for  Students,  Young  and  Old,  on  Buying, 
Testing,  Blending  and  Selling  Teas 

By  S.  Livingston  Davis 
New  York 

No.  12— FOUNDATION  TEAS  FOR  BLENDING 
AND  EXPERIMENTING 
'^HE  writer  is  convinced  by  his  experience  that 
^ the  tea  most  suitable  for  general  consumption 
in  this  country,  and  the  one  that  will  give  the 
most  universal  satisfaction,  is  Formosa  Oolong, 
and,  therefore,  as  a foundation  for  blending  he 
considers  it  by  far  the  most  useful  of  all  teas. 

There  is  such  a wide  range  in  character  and 
value  in  Formosas  that  it  is  possible  to  make  use 
of  them  in  almost  any  combination  the  dealer 
may  require. 

On  the  present  market  standard  Formosas  may 
be  had  at  i8  cents  per  pound,  and  the  range  goes 
up  to  70  cents  for  fancy  tea,  and  there  is  very 
little  change  in  these  prices  from  year  to  year. 

For  blending  purposes  teas  ranging  from  20 
cents  to  35  cents  are  the  most  useful,  and  may  be 
had  of  very  light,  thin  character  or  full,  heavy 
body  according  to  the  requirements. 

Formosas  Attractive  Blending  Qualities 

The  elements  most  attractive  in  Formosas  are 
fragrance  and  flavor,  and  these  are  the  qualities 
which  make  Formosas  so  desirable  as  compared 
with  other  kinds  of  tea,  so,  in  all  experiments,  it 
is  important  that  these  elements  should  be  re- 
tained and  not  lost  in  the  combination. 

As  a result  of  intelligent  and  persistent  adver- 
tising a large  number  of  tea  drinkers  have  become 
accustomed  to  Ceylon  and  Indian  teas,  and  being 
educated  to  the  strong,  pungent  flavor  natural  to 
these  teas  they  will  not  be  satisfied  with  anything 
else.  This  condition  is  perfectly  right  and  proper, 
and  this  trade  should  be  given  what  it  wants ; but 
in  the  opinion  of  the  writer,  if  the  same  amount 
of  money  and  ability  had  been  expended  in  ex- 
ploiting Formosa  teas,  the  result  would  have 
shown  a greater  increase  in  the  consumption  of 
tea.  The  largest  advertisers  of  Ceylon  and  India 


teas  are  English  houses,  and  it  is  natural  they 
should  advocate  British-grown  teas. 

Other  Teas  that  Are  Useful  for  Blending 

After  Formosa  the  most  useful  teas  for  blend- 
ing are  flavory  Ceylon  Pekoe  and  Assam  or  India 
Pekoe,  and  then  will  come  Moyune  Young  Hyson, 
either  first  or  second,  according  to  grade  of  blend 
required;  then  first-crop  Japan,  either  pan-fired  or 
basket-fired,  o.r  both.  First-crop  Congous  are 
oftentimes  very  useful  for  adding  strength  and 
color  to  liquor,  and  may  frequently  be  used  in 
place  of  the  Ceylon  Pekoe.  In  all  high-class 
blends  some  Darjeeling  should  be  used,  but  unless 
the  result  desired  is  a very  heavy  blend  but  a 
small  proportion  will  be  necessary. 

The  blending  of  teas  is  a very  interesting  study, 
and  may  be  made  quite  profitable  if  only  the  out- 
let can  be  secured.  So  much  tea  is  sold  nowadays 
on  the  appearance  of  the  leaf  that  it  is  refreshing 
to  get  away  from  this  idea  of  style  and  make 
selection  for  cup  quality  only,  and  this  can  be 
done  when  the  selections  are  for  use  in  blends, 
and  it  is  wonderful  what  a really  excellent  result 
can  be  obtained  at  a very  reasonable  cost. 

The  least  profitable  and  least  interesting  of  all 
blends  are  those  to  be  sold  for  the  lowest  price 
and  are  frequently  packed  in  barrels.  Just  now 
with  the  high  prices  for  black  teas  it  is  difficult  to 
keep  costs  down  without  using  too  large  a pro- 
portion of  green.  The  lowest-cost  mixed  tea  may 
be  procured  by  blending  a low-grade  Formosa 
with  a Ping  Suey  Young  Hyson,  and  it  is  aston- 
ishing how  much  of  the  Young  Hyson  will  go  in 
this  blend  without  showing  an  undue  proportion 
of  green.  

THE  CARTER-MACY  TEA  CASE 
[from  a staff  correspondent] 

Washington,  D.  C.,  April  24,  1916. — If  the  Gov- 
ernment desires  to  file  an  appeal  with  the  United 
States  Supreme  Court  in  the  Carter-Macy  tea 
case,  it  will  have  to  be  docketed  with  the  court 
not  later  than  June  18.  A decision  was  rendered 
in  this  case  by  the  United  States  Circuit  Court, 
Second  Circuit,  on  June  18,  1915,  and  just  one 
year  is  allowed  for  the  filing  of  an  appeal. 
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Several  months  ago  Assistant  Attorney-General 
Warren  decided  that  an  appeal  would  he  taken, 
and  he  notified  William  L.  Wemple,  of  New  York, 
who  has  been  maintained  by  the  Government  in 
this  case  as  special  assistant  to  the  Attorney-Gen- 
eral, to  prepare  the  appeal  and  file  it  with  the 
court.  Up  to  the  time  of  this  writing  the  case  has 
not  been  docketed  with  the  court.  When  here  a 
few  days  ago  Mr.  Wemple  said  that  he  would  at- 
tend to  the  case  shortly.  L.  M.  L. 


TEA  EXAMINER’S  ASSISTANT  WANTED 
[from  a staff  correspondent] 

Washington,  D.  C.,  April  29,  1916. — The 

United  States  Civil  Service  Commission  has  just 
announced  that  a competitive  examination  will 
be  held  on  June  7 for  a technical  assistant  to  the 
tea  examiner  at  Tacoma,  Wash.  The  position 
pays  $1,200  per  annum.  The  duties  involve  the 
drawing  of  tea  samples,  performing  the  various 
tests  on  teas  for  purity  in  comparison  with  Gov- 
ernment standards,  keeping  records  of  tea  im- 
portations, compiling  statistical  reports,  filing 
records  and  samples,  and,  in  short,  assisting  the 
tea  examiner  with  all  work  in  connection  with 
his  office.  The  position  leads  up  to  that  of  tea 
examiner. 

The  examination  includes  arithmetic,  report 
writing,  chemistry,  a thesis,  education  and  experi- 
ence. Graduation  from  a college  or  university, 
including  courses  in  chemistry  or  two  years’  spe- 
cialization in  chemistry,  is  a prerequisite  for  the 
position.  Applicants  must  be  between  the  ages 
of  21  and  45.  L.  M.  L. 


CANADA  SETS  TEA  STANDARD 
The  Canadian  Government  has  just  issued  a 
legal  definition  of  tea,  and,  according  to  the 
standard  now  set  up,  tea  shall  be  considered  as 
adulterated  which  contains  leaves  other  than  those 
of  the  tea  plant,  or  previously  infused  leaves,  or 
leaves  of  inferior  quality,  to  such  an  extent  as  to 
reduce  the  amount  of  extract,  or  substances 
soluble  in  hot  water,  to  less  than  30  per  cent 
(method  of  determination  to  be  defined  later), 
or  cause  the  proportion  of  ash  soluble  in  hot  water 
to  be  less  than  2j^  per  cent,  or  any  admixture  of 
chemicals  or  other  deleterious  substances ; or  such 
an  amount  of  mineral  matter  as  will  cause  the 
amount  of  ash  to  exceed  8 per  cent,  reckoned  on 
the  sample  dried  at  100  degrees  C. 


HARD  TO  DO  WITHOUT  THE  “BLUE  BOOK” 
W.  H.  PiLLSBURY,  with  the  George  R.  Newell  Company, 
Minneapolis,  writes:  “Please  renew  my  subscription.  I 

enjoy  reading  your  paper  very  much.  Its  information 
and  helpful  ideas  make  it  hard  to  do  without  the  “Blue 
Book  of  the  Trade.” 


JAVA’S  TEA  AND  COFFEE  EXPORTS 
Recent  advices  from  our  Batavia  correspondent 
contained  the  following  complete  figures  on  the 
exports  of  tea,  coffee,  tapioca,  flour  and  citronella 
oil  from  Java  in  1914  and  1915: 


1914,  Tons*  1915,  Tons* 

Tea  31,159  47,038 

Coffee  19,537  33,691 

Tapioca  flour  48,548  43,848 

Citronella  oil  136,654  233,326 


* One  ton  = 1,000  K.G.  = 2,200  punds. 


THE  VALUE  OF  EFFICIENCY 

The  Waste  of  Mismanagement,  of  Failure  to  Use 
the  Most  Effective  Agencies  and  Methods, 
is  as  Real  a Hindrance  to  Social 
Progress  as  the  Waste 
of  War 

'^HERE  are,  unfortunately,  not  a few  people 
who  have  no  idea  of  the  general  value  to  the 
community  of  efficiency  in  all  private  undertak- 
ings and  affairs.  They  have  no  conception  of  the 
widespread,  indirect,  community  benefits  of 
wealth,  wherever  owned.  Distinguished  men, 
leaders  in  public  life  and  acting  guides  to  social 
progress,  have  been  known  to  declare  that  the 
economies  of  certain  modern  methods  of  produc- 
tion were  of  small  value  because  the  benefits  were 
absorbed  in  a few  large  fortunes.  This  idea  is 
at  the  bottom  of  much  of  the  antagonism  to  large 
organizations;  a belief  that,  even  though  they  are 
more  efficient,  the  efficiency  benefits  only  a few. 

Progress  Made  by  Changes  in  Methods 
But  the  progress  of  the  world  is  made  by  the 
changes  in  methods  which  enable  a given  task 
to  be  performed  in  less  time  than  before,  so  that 
either  the  volume  of  a given  product  may  be 
increased,  or  a portion  of  the  labor  previously 
employed  may  be  transferred  to  other  purposes. 
The  community  is  interested  in  the  multiplication 
of  products ; the  more  there  are  the  greater  the 
general  distribution  will  be,  and  the  more  capital 
is  accumulated  and  used  in  production,  and  the 
more  effective  the  organization  of  industry  is 
made,  the  greater  the  supply  of  products  will  be. 
Every  economic  achievement  has  its  final  result 
in  more  products. 

We  deplore  the  destruction  of  property  and 
waste  of  energy  in  the  war,  because  we  see  it 
putting  a check  upon  production,  raising  the  cost 
of  necessaries,  and  halting  the  progress  of  the 
world.  And  yet  the  waste  of  inefficiency  and  mis- 
management, of  failure  to  use  the  most  effective 
agencies  and  methods,  is  as  real  a hindrance  to 
social  progress  as  the  waste  of  war. 


THE  PRACTICAL  SPICE  MAN 

^ A department  containing  matter  of  special  interest  to  Spice  Importers, 
Spice  Grinders  and  Spice  Dealers;  also  the  news  of  the  Spice  Trade. 


TALKS  ON  SPICES 


Series  of  Articles  Dealing  with  the  Uses  and  Trade 
Characteristics  of  the  Leading  Spices  Coming 
to  the  American  Market 

By  William  Archibald 

New  York  ^ 

No.  6— CLOVES 

^ LOVES  have  been  valued  as  a spice  for  many 
^ centuries.  The  Chinese  seem  to  have  been 
the  first  users  of  the  article,  no  doubt  through 
their  trading  with  the  islands  of  the  East.  From 
about  the  eighth  century  it  has  been  regularly 
imported  into  Europe,  evidently  introduced  orig- 
inally by  the  xVrabs.  The  Dutch  were  the  first  to 
cultivate  the  plant  to  any  extent,  and  they  strove 
to  maintain  a monopoly  of  the  spice  by  confining 
the  cultivation  to  Amboyna,  which  they  succeeded 
in  doing  in  a large  degree  until  the  eighteenth 
century.  About  this  time  the  cultivation  spread 
to  Penang,  Zanzibar  and  other  sections,  breaking 
the  Dutch  monopoly  and  causing  a great  increase 
in  the  production. 

Our  word  cloves  is  derived  from  the  French 
word  for  nail,  clou,  due  to  the  similarity  in  shape 
of  the  clove  bud.  Cloves  consist  of  the  dried, 
unopened  flower  buds  of  the  clove  tree,  the  most 
aromatic  and  valuable  to  commerce  of  the  order 
Myrtaceae,  genus  Eugenia,  which  includes  many 
aromatic  plants.  The  tree  averages  from  twelve 
to  twenty  feet  in  height,  and  in  some  places 
grows  as  tall  as  forty  feet.  It  presents  a some- 
what cone-shaped  appearance  and  is  bushy. 

Sea  Air  Necessary  for  Clove  Plant 
Although  the  spice  has  been  raised  in  the  West 
Indies  and  many  of  the  East  Indian  islands,  the 
supplies  of  Europe  and  America  come  from  Zan- 
zibar— off  the  southeast  coast  of  Africa — and 
from  Penang  and  Amboyna — in  the  Malaysian 
Archipelago.  Sea  air  seems  necessary  to  the 
healthy  growth  of  the  plant,  for  when  cultivated 
a distance  inland  the  plants  succumb  quickly  to 
various  pests  or  diseases,  thus  confining  the  culti- 
vation practically  to  the  islands.  The  tree  is 
raised  usually  from  seed,  and  commences  to  pro- 


duce the  flower  buds  when  from  four  to  eight 
years  old,  according  to  the  condition  of  the  soil, 
etc. 

Picking,  Drying  and  Packing  the  Crop 
The  harvest  is  gathered  during  August  to  De- 
cember or  January.  The  buds  are  picked  before 
they  ripen  and  when  they  are  of  a dull  red  color, 
and  as  they  do  not  all  mature  at  the  same  time, 
it  is  necessary  to  go  over  a plantation  several 
times  during  the  picking  season.  The  work  of 
picking  is  done  by  hand,  and  owing  to  the  brittle- 
ness of  the  branches  care  has  to  be  taken  not  to 
break  them.  The  usual  method  is  the  use  of  a 
hooked  stick  to  pull  down  the  branches  and  when 
necessary  a stepladder  to  reach  the  buds. 

As  the  buds  are  brought  in  each  day  they  are 
either  spread  out  on  mats  to  dry  or  else  dried 
on  a framework  over  a slow  fire,  the  latter 
method  yielding  the  best  results.  After  drying, 
the  buds  are  separated  from  the  stems  and  stalks 
and  packed  for  shipment,  Zanzibar  cloves  being 
packed  in  mat  bales  of  about  135  pounds;  Penang 
cloves  in  large  cases  of  about  300  pounds,  and 
Amboyna  cloves  in  bags  of  about  150  pounds 

Production  and  Consumption 
The  average  yield  per  tree  is  5 pounds  of  clove 
buds.  In  the  initial  drying  there  is  usually  a 50 
per  cent  loss  in  weight  and  another  8 per  cent  or 
so  is  lost  en  route  to  Europe  or  America. 

Fully  two-thirds  of  the  crop  is  produced  at 
Zanzibar  and  its  neighboring  island  of  Pemba, 
but  the  quality  is  much  inferior  to  the  Penang 
and  Amboyna  product.  I'he  most  desirable  clove 
is  the  full-sized,  brown,  plump  bud,  and  the 
Penang  is  considered  the  finest  on  the  market. 
Amlioynas  are  also  of  a high  grade  and  very  de- 
sirable. The  Zanzibars,  owing  probably  to  the 
inferior  methods  of  drying  and  collecting,  are 
often  shriveled  and  black. 

The  Oriental  consumption  of  cloves  is  a large 
one,  thousands  of  liales  going  to  India  alone  each 
year  for  local  consumption.  While  principally 
used  as  a spice  and  preservative,  there  is  also  a 
very  large  consumption  of  the  cheaper  cloves  for 
the  distillation  of  clove  oil,  which  product  is  used 
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in  pcrfiimc'ry,  medicine,  llavoring,  etc.  A con- 
siderable quantity  of  ciove  stems,  which  a)ntain 
about  5 per  cent  volatile  oil,  arc  imported  for  dis- 
tillation. 

Shipments  of  cloves  have  often  been  adulterated 
by  the  addition  of  a proportion  of  clove  stems, 
but  this  practice  has  been  gradually  cut  down 
owing  to  the  vigilance  of  our  Department  of 
Food  and  Drug  Inspection  and  the  insistence  of 
our  importers  on  standard  deliveries.  • 

Mother  cloves  are  the  dried  mature  fruits  of 
the  clove  tree.  They  contain  little  oil  and  are  not 
suitable  for  use  as  a spice.  Planters  further 
hold  that  the  growth  of  the  mother  clove  ex- 
hausts the  tree  so,  therefore,  as  few  as  possible 
are  left  when  the  picking  season  is  over. 


PEPPER  MARKET  OF  HAVRE 


How  the  City  Lost  its  Place  as  the  Center  of  the 

European  Trade  in  this  Spice — Some  Interesting 
Figures  of  Export,  Import,  Stocks  and 
Prices 

P\URING  1915  Havre  lost  its  rank  as  the  princi- 
^ pal  pepper  market  of  Europe.  At  the  end  of 
December,  1914,  its  stocks  amounted  to  109,200 
bags,  while  London  was  second  in  this  respect, 
with  only  34.700  bags.  The  import  trade  was 
lower  than  that  in  1914,  although  that  year  was 
materially  below  the  average,  and  the  deliveries 
were  a little  above  those  of  1914.  The  Havre 
stocks  on  December  31,  1915,  fell  to  38,594  bags, 
as  against  57,200  bags  at  London  and  16,700  bags 
in  the  Netherlands. 

The  accompanying  table  gives  the  imports  and 
exports  of  pepper  at  Havre  during  the  last  three 
years. 

The  decrease  in  imports  in  1915  was  due  to  the 
suppression  of  some  of  the  shipping  lines  to  the 
Far  East.  The  Havre  traders,  being  little  dis- 
posed to  import  in  the  abnormal  situation  thus 
created,  exported  liberally  in  the  course  of  the 
year  until  pepper  was  declared  contraband  of  war 
in  France,  October  14,  1915. 


The  total  arrivals  of  pepper  in  Europe  in  1915 
were  339,000  bags,  as  against  294,700  bags  the 
preceding  year.  The  total  deliveries  in  hmropc  in 
J915  were  385,500  bags,  as  against  451,500  bags 
in  1914, 

Peppek  Stocks  in  European  Markets 
The  pepper  stocks  in  the  great  European  mar- 
kets on  December  31,  1915,  were  as  follows:  In 
l)ags,  London,  57,200;  Havre,  38,594;  the  Nether- 
lands, 16,700;  Marseille,  10,400;  Hamburg,  3,000; 
Bordeaux,  1,300,  and  Trieste,  500. 

The  pepper  stocks  at  Havre  on  December  31, 

1913,  amounted  to  160,158  bags.  On  December  31, 

1914,  they  had  fallen  to  109,164  bags,  while  on 

December  31,  1915,  they  amounted  to  only  38,594 
bags,  made  up  as  follows:  Java,  860  bags; 

Saigon,  36,482  bags;  miscellaneous,  1,252  bags. 

Pepper  prices  at  the  beginning  of  1915  were  64 
francs  ($12.35)  for  Tellicherri  and  78  francs 
($15.05)  for  black  Saigon,  the  type  that  consti- 
tutes the  basis  of  the  French  consumption.  These 
prices  rose  steadily  to  67  francs  ($12.93)  for 
Tellicherri  and  87  francs  ($16.79)  for  Saigon  in 
August  and  to  87  francs  ($16.79)  for  Tellicherri 
and  99  francs  ($19.11)  for  Saigon  in  November, 
and  on  December  31,  1915,  the  quotations  were  84 
francs  ($16.21)  for  Tellicherri  and  lOi  francs 
($19.49)  for  black  Saigon.  Another  kind  of  pep- 
per much  prized,  namely,  the  white  Saigon,  which 
currently  takes  the  place  of  the  white  Singapore 
and  Penang,  was  worth  120  to  153  francs  ($23.20 
to  $29.50)  in  the  course  of  the  year. 

In  February,  1916,  prices  were  continuing  their 
upward  trend,  and  Tellicherri  was  worth  100 
francs  ($19.30),  as  against  67  francs  ($12.93)  in 

1915,  Black  Saigon  was  worth  107  francs  $20.65), 
as  against  78  francs  ($15.05),  while  white  Saigon 
was  worth  170  francs  ($32.81),  as  against  130 
francs  ($25.09).  All  the  foregoing  prices  are  per 
50  kilos  (110.23  pounds). 

CANNOT  DO  BUSINESS  WITHOUT  IT 
R.  IM.  Jorgensen,  311  Walnut  street,  Manistee,  Mich, 
writes:  “Enclosed  find  check  for  $2.00,  renewing  my  sub- 
scription to  Te.\  and  Coffee  Trade  Journal,  I cannot 
get  along  without  it.” 


Table  Showing  Imports  and  Exports  of  Pepper  at  H.vvre  During  1913-1915 


Kinds. 

Imports. 

Exports. 

1913. 

1914. 

1915. 

1913. 

1914. 

1915. 

Java 

Bags. 

3,098 

1,018 

1,648 

14,124 

23,322 

Bags. 

100 

140 

12,893 

5,869 

17,053 

Bags. 

Bags.  - 
39,309 
7,467 
25,820 
3,908 
38,336 

Bags. 

14,658 

5,728 

25,564 

8,129 

32,970 

Bags. 

203 

208 

42,500 

21,154 

34,987 

Singapore 

India  (Tellicherri) 

Saigon ; 

Saigon,  colonial  privilege 

Total « 

47 

4,685 

4,395 

17,515 

43,210 

36,055 

26,642 

114,840 

87,049 

99,052 

THE  PRACTICAL  EXTRACT  MAKER 

^ A department  devoted  to  interests  of  manufacturers  of  Flavoring  Ex- 
tracts, Perfumes  and  Toilet  Preparations. 


EXTRACT  MANUFACTURING 


A Series  of  Articles  Dealing  with  Various  Phases 
of  the  Extract  Business,  Designed  to  Benefit 
Both  Manufacturer  and  Distributor 


By  Henry  I.  Rosner 
New  York 

No.  4— RAW  MATERIAL 

IN  the  previous  issue  the  general  discussion  on 
essential  oils  concluded  with  lemon  oil  and 
lemon  extract. 

For  the  extract  manufacturer  the  oils  consti- 
tuting the  citrus  group,  namely,  lemon,  orange, 
limes,  lemon-grass  and  bergamot,  are  very  im- 
portant, so  that  a general  description  and  a re- 
view of  the  physical  properties  of  those  most 
extensively  used  for  extract  manufacture  should 
be  of  value. 

Oil  of  Orange 

Oil  of  orange  is  obtained  by  expression  in  a 
manner  similar  to  the  production  of  lemon  oil. 
It  is  expressed  from  the  peels  of  sweet  and  bitter 
oranges.  The  bitter  orange  oil  yields  an  extract 
more  adaptable  for  liquor  flavoring,  while  the 
sweet  orange  yields  an  oil  with  a refreshing 
orange  odor  and  a mild  aromatic  taste,  so  that 
this  is  the  oil  usually  employed  in  preparing  ex- 
tract for  general  flavoring  purposes. 

It  should  not,  however,  be  inferred  that  the 
mere  dissolving  of  oils  in  alcohol  constitutes  all 
that  need  be  known  to  the  manufacturer  who  de- 
sires to  market  the  product.  The  basis  for  the 
successful  production  of  extracts  consists  of  a 
knowledge  by  the  manufacturer  of  the  uses  to 
which  the  extracts  will  be  put.  To  briefly  illus- 
trate this;  An  extract  that  is  to  be  employed  for 
beverages  should  be  rendered  soluble,  and  this 
can  be  accomplished  by  the  use  of  terpeneless  oil 
or  by  removing  part  of  the  terpenes  by  thorough 
extraction.  For  example : 


Oil  of  sweet  orange 2 ounces 

Terpeneless  oil  of  orange Vi  ounce 

Cologne  spirits  64  ounces 


After  24  hours  add  distilled  water,  Q.  S.,  1 gallon. 
Subject  this  cloudy  mixture  to  vigorous  agita- 


tion ; an  ice  cream  freezer  or  any  apparatus  that 
can  keep  stirring  for  at  least  one  hour  will  be  far 
more  efficacious  than  hand  agitation.  Filter 
through  magnesia.  In  the  preparation  of  a 
soluble  orange  extract  with  the  addition  of  ter- 
peneless oil,  this  extract  cannot  be  labeled  as 
puie  orange  extract,  but  according  to  law  must 
be  clearly  designated  as  terpeneless  orange  flavor ; 
similarly,  in  the  preparation  of  a soluble  extract 
from  the  oil  without  the  use  of  terpeneless,  this 
also  constitutes  a terpeneless  flavor  and  must  be 
so  labeled.  Example : 

Oil  of  sweet  orange .10  ounces 

Alcohol  ! ...  .64  ounces 

Aqua  O.  S.,  1 gallon 

A Blend  for  General  Baking  Purposes 
Note  that  while  the  straight  solution  of  orange 
oil  and  alcohol  would  be  a legal  pure  extract  with 
but  5 per  cent  oil  (6.4  oz.  oil  to  gallon),  we  here 
attempt  to  obtain  the  equivalent  flavoring  power 
and  require  about  10  ounces  oil.  Reducing  the 
alcohol  content  naturally  requires  increased  oil 
for  flavoring  value.  The  purpose  is  to  remove 
part  of  the  terpenes  by  the  washing  process  so  as 
to  render  the  extract  soluble.  Nor  is  the  ques- 
tion of  solubility  the  only  variation  in  the  pre- 
paration of  orange  extract.  For  general  baking 
purposes  the  manufacturer  should  blend  a quan- 
tity of  the  bitter  orange  with  the  sweet  as 
follows : 

5 ounces  sweet  orange  oil. 
lJ/2  ounces  bitter  orange  oil. 

This  blend  can  be  labeled  pure  orange  extract. 

To  Detect  the  Adultera'nts  of  Orange  Oil 
The  adulterants  of  orange  oil  are  alcohol,  or 
the  inferior  oils  of  the  citrus  species.  The  latter 
is  easily  detected  by  the  different  behaviors  of 
the  oils  towards  alcohol.  Genuine  orange  oil  dis- 
solves with  some  difficulty  with  twelve  times  its 
quantity  of  alcohol,  while  inferior  citrus  oil  re- 
quires only  six  parts.  If,  therefore,  seven  or  nine 
parts  of  alcohol  are  required  for  the  solution  of 
the  oil  under  test,  adulteration  is  proved. 

Oil  of  Limes 

There  are  two  forms  of  oil  of  limes ; one,  the 
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hand-pressed,  obtained  from  the  Italian  limes, 
and  the  other  distilled  from  the  West  Indian 
limes.  They  each  possess  distinctive  odors  and 
taste.  The  expressed  oil  resembles  the  lemon  oil 
hut  with  a much  richer  odor,  while  the  distilled 
oil  is  really  a by-product  obtained  in  the  West 
Indies  by  the  distillation  of  lime  juice.  Distilled 
oil  of  limes  rapidly  decomposes,  yet  the  fresh 
product  has  a piquant  flavor  that  makes  it  valu- 
able as  a blend  for  lemon  or  expressed  limes. 

Lemon-Grass  Oil 

Lemon-grass  oil  is  a distillation  from  a hard, 
coarse  grass  grown  on  the  islands  of  the  West  and 
East  Indies.  In  addition  to  its  extensive  use  in 
perfumeries  and  for  the  manufacture  of  ionone,  it 
is  used  for  the  preparation  of  oil  of  citral,  its 
chief  constituent.  As  previously  stated,  citral 
oil  alone  does  not  constitute  all  the  flavoring 
power  of  lemon  oil,  but  by  the  addition  of 
oil  citral  or  lemon-grass  oil  in  the  preparation 
of  lemon  flavor  for  baking  purposes  the  flavor 
will  have  distinctive  advantages  over  the  straight 
oil  solution;  such  extracts,  however,  can  only  be 
marketed  as  imitation  lemon  flavor. 

The  remaining  members  of  this  group,  berga- 
mot, neroli,  etc.,  are  not  used  extensively  for  ex- 
tract manufacture,  hence  it  will  not  be  necessary 
to  elaborate  upon  them. 


NEWS  OF  THE  EXTRACT  TRADE 

The  annual  convention  of  the  Flavoring  Ex- 
tract Manufacturers’  Association  of  the  United 
States  will  be  held  June  28-30  at  the  Marlborough- 
Blenheim  Hotel  at  Atlantic  City,  N.  J. 

Francis  H.  Sloan,  of  the  Dodge  & Olcott  Com- 
pany, wholesale  drugs.  New  York,  celebrated  the 
fiftieth  anniversary  of  his  connection  with  the 
house  on  April  2.  His  employment  with  the 
company  began  as  a boy  in  1866  and  in  1886  he 
became  a partner.  When  the  company  was  in- 
corporated in  1904  Mr.  Sloan  was  elected  a vice- 
president. 

Alfred  D.  Smack,  formerly  a salesman  repre- 
senting Thurston  & Braidich,  has  begun  business 
on  his  own  account  as  a dealer  in  gums  and 
vanilla  beans,  with  offices  at  80  John  street.  New 
York. 

The  United  Drug  Company  has  taken  out  a 
Massachusetts  charter,  with  a total  authorized 
capital  stock  of  $52,500,000.  This  company  suc- 
ceeds the  recently-dissolved  New  York  corpora- 
tion of  the  same  name.  The  officers  of  the  new 
company  are:  Louis  K.  Liggett,  president;  James 
C.  McCormick,  treasurer,  and  A.  W.  Murray, 
clerk. 


The  Metal  Package  Company,  Brooklyn,  N.  Y., 
has  increased  its  capital  stock  from  $100,000  to 
$200,000,  and  will  use  the  increase  in  enlarging  its 
facilities  and  developing  its  business. 

Fire  in  the  warehouse  of  McKesson  & Robbins, 
New  York,  on  April  14,  did  considerable  damage 
to  goods  awaiting  shipment  to  foreign  customers. 

Charles  V.  Sparhawk,  for  the  past  ten  years 
with  A.  A.  Stillwell  & Co.,  New  York,  has  re- 
cently established  himself  as  importer  and  dealer 
in  essential  oils,  drugs  and  chemicals  at  278 
Pearl  street.  New  York. 

Cultivation  of  the  peppermint  plant  for  the 
production  of  peppermint  oil  has  commenced  in 
Oregon  on  15  acres  of  lowland,  says  the  San 
Francisco  Commercial  News,  and  adds : “A  dis- 

tillery will  be  established  in  connection  with  a 
local  factory  and  peppermint  oil  extracted  from 
the  herb  raised.  If  the  experiment  proves  suc- 
cessful more  acreage  will  be  planted  to  pepper- 
mint and  an  effort  made  to  interest  neighboring 
farmers  in  doing  likewise.” 


ENTHUSIASM  THE  BEST  TONIC 

It  Quickens  Brains  and  Circulations  and  Acts  as  a 
Cheer-Up  Machine  for  Men  and  Business 

By  William  G.  Rose 

Cleveland 

C OMEBODY  has  said : “Enthusiasm  is  the 

^ headlight  on  the  train  of  Progress.”  Emer- 
son said : “Nothing  great  was  ever  achieved 

without  enthusiasm.” 

For  instance,  enthusiasm  discovered  America; 
it  led  to  the  Declaration  of  Independence ; it 
made  the  United  States  the  greatest  Nation  in  the 
world.  Enthusiasm  was  a dominant  quality  in 
Alexander,  Hannibal,  Caesar,  Napoleon,  Wash- 
ington, Lincoln,  and  with  all  leaders  of  men, 
whether  statesmen,  generals  or  merchants. 

Enthusiasm  is  Contagious 
The  success  of  any  project  depends  upon  effi- 
ciency in  planning  and  enthusiasm  in  executing. 
Enthusiasm  is  contagious!  You  know  the  kind 
of  humanity  that  is  immune  to  enthusiasm. 
They’re  human  wet  blankets.  Job’s  comforters, 
the  “cheer-up-the-worst-is-yet-to-come”  crowd. 
Enthusiasm  sells  goods.  An  enthusiastic  sales- 
man can  sell  horse  liniment  to  a man  who  owns  an 
automobile ; an  enthusiastic  real  estate  dealer  can 
sell  a swamp  to  a man  with  inflammatory  rheuma- 
tism ; and  an  enthusiastic  builder  can  sell  a fire- 
proof building  to  a man  who  needs  the  insurance. 
There’s  nothing  like  it  for  a cheer-up  tonic.  It 
quickens  your  brains  and  stirs  your  circulation. 


THE  WHOLESALE  GROCER 

1[  department  devoted  to  matters  of  special  interest  to  wholesale  grocers 
I)acking  cocoa,  rice,  olives,  olive  oil,  preserves,  jams  and  condiments,  in  addition 
to  teas,  coffee  and  spices. 


QUAKER  OATS  CO.  WINS  SUIT 


Court  Holds  That  No  Restraint  of  Trade  Was  Proven 
and  That  Government  Failed  to  Make  Out  a 
Case — Judge  Alschuler  Dissents 


The  United  States  Circuit  Court  of  Appeals  at 
Chicago  decided  on  April  21  that  the  Quaker 
Oats  Company  is  not  operating  in  violation  of  the 
Sherman  Act.  The  finding  came  after  two  days 
of  argument  l)ased  upon  testimony  taken  in  va- 
rious cities  of  the  country  since  the  suit  was  filed 
in  June,  1913. 

The  Charge  Against  the  Cereal  Company 
The  specific  charge  against  the  Quaker  Oats 
Company  was  that  in  buying  two  plants  and  the 
trade  marks  and  good  will  of  the  Great  Western 
Cereal  Company  it  entered  into  a combination 
in  restraint  of  trade  which  put  it  into  control  of 
nearly  90  per  cent  of  the  rolled  oats  business. 
The  Government  contention  was  that  the  Great 
Western  Cereal  Company  was  virtually  the  only 
competitor  of  the  Quaker  Oats  Company. 

The  defendant  company  denied  the  charge,  and 
asserted  that  competition  had  been  more  severe 
since  the  disputed  transaction  than  before. 

In  giving  his  decision.  Judge  Baker  said  that 
he  was  ready  to  dismiss  the  bill  on  the  Govern- 
ment’s own  charge,  .because  no  combination,  con- 
tract or  conspiracy  in  restraint  of  trade  was 
shown. 

A Dissenting  Opinion 
Dissenting  from  his  colleagues,  Judge  Alschuler 
said  he  believed  that  the  combination  brought  to- 
gether about  90  per  cent  of  the  trade.  He  pointed 
out  that  the  evidence  was  that,  although  only  two 
of  the  plants  of  the  Great  Western  were  sold  to 
the  Quaker  Oats  Company,  all  of  their  trade 
marks,  good  will,  advertising  and  trade  secrets 
were  transferred  to  the  Quaker  Oats  Company. 


FAILURE  OF  ECUADOR  RICE  CROP 
The  ])resent  rice  crop  of  hxuador  will,  according 
to  reliable  information,  l)e  a failure  owing  to  the 
limited  rainfall.  The  rice  plants  have  been  so 


badly  burned  that  few  seeds  have  formed,  and  it 
is  feared  that  in  many  localities  no  attempt  will 
be  made  to  harvest  the  crop.  No  wet  season  for 
years  has  furnished  so  little  rain  as  the  present, 
and  all  crops,  including  fruits,  will  suffer.  It  is 
possible  that  another  planting  will  be  made,  but  if 
the  rain  ceases  for  fifteen  consecutive  days  the 
newly-planted  crop  will  also  be  a failure. 

A considerable  portion  of  former  crops  is  stored 
in  the  warehouses,  which  has  kept  the  wholesale 
prices  between  8.40  and  8.80  sucres  per  quintal 
(loi  pounds),  but  the  dealers  and  growers  predict 
that  the  prices  later  will  reach  15  to  16  sucres  per 
quintal.  Sight  drafts  on  New  York  were  quoted 
the  beginning  of  March  at  2.36  sucres  on  the 
dollar. 


PHILIPPINE  SUGAR  INDUSTRY 
[from  a staff  correspondent]  , 

Washington,  D.  C.,  May  i,  1916. — Condi- 
tions in  the  sugar  industry  in  the  Philippine 
Islands  continued  satisfactory,  both  as  to  prices 
and  production,  in  1915,  according  to  an  an- 
nouncement of  the  Bureau  of  Insular  Affairs, 
War  Department, 

The  quantity  of  sugar  exported  amounted  to 
207,679  long  tons,  25,082  tons  below  that  of  1914, 
but  it  was  valued  at  $11,310,215,  or  somewhat 
more  than  the  larger  quantity  of  that  year,  while 
production  estimates  on  the  crop  indicate  that 
some  twenty  or  thirty  thousand  tons  were  still 
unmarketed  at  the  close  of  the  year.  Exports  to 
the  United  States  were  only  81,532  tons,  or  less 
than  half  those  of  the  previous  year.  High  freight 
rates  were  to  the  advantage  of  nearby  marketing, 
and  Hongkong,  China,  and  Japan  took  the  bulk 
of  exports.  In  fact,  in  the  last  month  of  the  year, 
the  Bureau  says,  coincident  with  the  closing  of  the 
Panama  Canal  and  the  highest  freights,  shipments 
to  the  United  States  entirely  ceased.  British  pur- 
chases became  a feature  of  some  importance  with 
the  opening  of  the  war,  and  amounted  to  19,902 
tons  in  1915,  constituting  practically  all  the  residue 
not  finding  an  American  or  Oriental  market.  Im- 
ports of  refined  sugar  continued  to  decline  with 
increasing  production  of  higher  grade  sugar  by 
recently-installed  modern  mills.  L.  M.  L. 


May,  1916 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


457 


THE  CUBAN  SUGAR  CROP 
'fhe  report  of  H.  A.  Himely,  the  expert  on 
Cuban  sugars,  for  the  week  ended  April  8,  1916, 
indicates  that  on  account  of  the  prolonged 
drought  in  Cul)a  during  the  present  sugar  season 
estimates  of  the  total  crop  have  been  reduced 
some  93,000  tons,  making  the  total  crop,  accord- 
ing to  his  present  calculations,  3,080,000  tons.  He 
also  states  that  the  prospects  are  that  the  crop 
will  be  harvested  some  weeks  earlier  than  usual, 
and  the  end  of  April  should  see  many  of  the 
estates  at  the  end  of  their  grinding  season. 

For  the  week  ended  April  8 there  were  i8l 
mills  grinding,  as  compared  with  175  for  the  week 
ended  April  10,  1915.  The  total  arrivals  of 
sugars  to  date  for  the  season  were  1,963,602  tons, 
as  compared  with  1,380,078  tons  for  the  preceding 
year. 


COCOA  BIDS  OPENED 
[from  a staff  correspondent] 
Washington,  D.  C.,  April  18,  1916. — Bids  were 
opened  here  to-day  as  follows  for  10,000  pounds 
of  cocoa  for  the  Mare  Island  navy  yard,  deliv- 
eries to  be  made  in  two  lots  of  5,000  pounds  each : 
Frederick  W.  Lipps  Company,  Baltimore,  at  (a) 
$.18,  (b)  $.24;  Rockwood  & Co.,.  New  York,  at 
$.25;  John  Rothschild  & Co.,  San  Francisco,  at 
(a)  $.2624,  (b)  $.2594;  Blumenthal  Bros.,  Phila- 
delphia, at  $.20  and  f.  o.  b.  at  $.17;  C.  P.  Comer- 
ford  Company,  Lowell,  Mass.,  at  $.285;  Haas 
Bros.,  San  Francisco,  at  (a)  $.2657,  (b)  $.2553; 
Hershey  Chocolate  Company,  Hershey,  Pa.,  at 
$.24;  Hooper  & Jennings,  San  Francisco,  at  • 
$.2589;  Knickerbocker  Chocolate  Company,  Balti- 
more, at  $.25  f.  o.  b.,  and  the  Pacific  Commercial 
Company,  San  Francisco,  at  (a)  $.25919,  (b) 
$.254.  L.  M.  L. 


GROCERY  TRADE  DIGEST 

][  The  most  important  news  hap- 
penings of  the  month  boiled  down 
for  busy  readers. 


Guaranty  Food  Labels  Good  Until  1918 
Labels  of  food  and  drug  products  containing  the 
guaranty  legend  and  serial  number  issued  under 
the  Food  and  Drugs  Act,  which  were  printed 
prior  to  May  5,  1914,  may  be  used  until  May  i, 
1918,  according  to  Food  Inspection  Decision  167, 
issued  at  Washington  last  month.  This  decision, 
which  is  signed  by  the  Acting  Secretary  of  the 
Treasury,  the  Secretary  of  Agriculture  and  the 


Acting  Secretary  of  Commerce,  was  issued  after 
the  United  States  Department  of  Agriculture  had 
held  a hearing  on  the  subject  and  made  an  investi- 
gation of  the  number  of  labels  bearing  the  guar- 
anty legend  and  serial  number  which  remain  un- 
used in  the  hands  of  the  various  branches  of  the 
food  and  drug  industries. 


Free  Sugar  Clause  Repealed 
By  a vote  of  59  to  10,  the  United  States  Senate 
on  April  22  voted  to  repeal  the  free  sugar  provis- 
ion of  the  Underwood  tariff  act  without  qualifi- 
cation. The  bill  was  signed  by  the  President  and 
the  measure  became  effective  May  i. 


Welch  Grape  Juice  Co.  Wins  Against  Frey 
The  suit  of  Frey  & Co.,  wholesale  grocers,  Bal- 
timore, against  the  Welch  Grape  Juice  Company, 
brought  under,  the  Clayton  Act  and  the  Sherman 
Anti-Trust  Law,  based  on  the  refusal  of  the 
Grape  Juice  Company  to  supply  its  product  to  the 
jobbing  house,  which  had  cut  prices  from  the 
Welch  list,  was  tried  a second  time  in  Baltimore 
last  month,  and  resulted  in  a complete  victory 
for  the  Welch  Company.  On  the  first  trial  the 
jury  disagreed. 

Investigator  for  Fancy  Grocery  Markets 
The  Bureau  of  Foreigh  and  Domestic  Com- 
merce, Department  of  Commerce,  Washington, 
plans  to  hold  an  examination  some  time  this 
month  for  the  position  of  special  agent  to  investi- 
gate markets  for  fancy  groceries  in  South 
America.  The  salary  of  the  successful  candidate 
will  not  exceed  $10  a day  for  each  day  in  the 
year ; actual  transportation  expenses  and  an  al- 
lowance for  actual  subsistence  expenses  not  to 
exceed  $5  a day  will  be  allowed. 


To  Help  Grocers  in  Accounting  Methods 
The  Wholesale  Grocers’  Association  is  negotiat- 
ing with  the  Federal  Trade  Commission  on  ac- 
counting methods  for  their  lines.  Vice-Chairman 
Hurley  is  giving  personal  attention  to  every  busi- 
ness man  applying  for  help  in  this  direction,  and 
he  says  that  the  smallest  grocer  or  other  retailer 
will  be  given  the  same  assistance  as  is  extended  to 
the  largest  industries.  Commissioner  Hurley 
thinks  that  it  is  only  through  co-operation  and 
combination  in  buying  and  selling  that  American 
business  can  survive  in  post-war  competition  with 
the  nations  of  Europe.  Industries  are  being 
urged  by  the  Commission,  through  their  trade 
associations,  to  prepare  a- uniform  plan  of  account 
keeping.  Once  uniform  systems  of  accounting 
are  established  the  Commission,  through  its 


458 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


May,  1916 


powers  of  examination  and  securing  information, 
will  have  subject  to  its  call  detailed  facts  avail- 
able for  ready  analysis  by  its  economists  on  any 
line  of  industry  in  the  United  Spates.  It  is  to  this 
objective  that  the  Commission  is  largely  directing 
its  efforts. 

Ross  Food  Company  vs.  Shredded  Wheat 
The  Shredded  Wheat  Company  has  been  sum- 
moned to  appear  before  the  Federal  Trade  Com- 
mission on  June  i to  answer  charges  of  unfair 
competition  preferred  by  the  Ross  Food  Company, 
which  last  fall  was  sued  by  the  Shredded  Wheat 
Company,  the  latter  alleging  that  its  package, 
carton  and  trade  mark  were  being  imitated.  The 
complaint  recites  that  the  Shredded  Wheat  Com- 
])any  prevented  the  Brown  & Sharpe  Manufactur- 
ing Company  from  selling  the  Ross  Company 
shredding  roils  to  make  its  whole-wheat  biscuit ; 
that  its  business  was  spied  upon,’ its  customers 
intimidated,  a vexatious  suit  brought  based  on 
patent  claims  which  expired  in  1912,  and  that 
libelous  references  to  the  Ross  Company  were 
made  by  the  Shredded  Wheat  Company  in  news- 
papers and  trade  journals  in  connection  with  the 
suit,  the  respondent  even  endeavoring  “to  prevent 
the  Ross  Company  from  securing  advertising 
space  and  publicity  by  threatening  to  withdraw 
its  advertisements  from  such  papers  as  published 
the  advertisements  of  the  Ross  Food  Company.” 


PURE  FOOD  DIGEST 

Notices  of  Judgments  Issued  During  the  Month  by 
the  Department  of  Agriculture 

Washington,  D.  C.,  May  i,  1916. 
*^HE  United  States  Department  of  Agriculture 
^ has  recently  issued  the  following  notices  of 
judgment : 

Misbranding  of  Imitation  Vanilla  Extract 
4118.  U.  S.  V.  one  barrel  of  imitation  vanilla 
extract.  Default  decree  of  condemnation  and 
forfeiture.  Product  ordered  sold. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation of  one  barrel  of  imitation  vanilla  ex- 
tract at  Nashville,  which  had  been  shipped  from 
New  York.  The  produet  was  labeled  “Compound 
Vanilla,”  “Absolutely  the  best  article  made  for 
flavoring  Caramels,  Chocolate  Syrups,  Cakes, 
Crackers,  etc.  Contains  Vanillin  and  Burnt  Sugar. 
Guaranteed  under  Food  and  Drug  Act,  June  30, 
1906.  Serial  No.  2691.”  Substances  had  been 
mixed  with  the  produet  to  reduee  its.qnality  and 
coumarin  had  been  substituted  in  part  for  the 
article.  The  court  ordered  that  the  barrel  be 


labeled  to  correctly  designate  its  contents  and  that 
it  be  sold  by  the  United  States  Marshal. 


Adulteration  and  Misbranding  of  Coffee 

4182.  U.  S.  V.  William  H.  Fischer  et  al.  (B. 
Fischer  & Co.).  Plea  of  guilty.  Fine,  $15. 

On  September  21,  1915,  the  United  States  at- 
torney for  the  Southern  District  of  New  York, 
acting  upon  a report  by  the  Secretary  of  Agri- 
culture, filed  in  the  District  Court  of  the  United 
States  for  said  district  an  information  against 
William  H.  Fischer,  Charles  E.  Diefenthaler, 
Frederick  I.  Bushnell,  George  E.  Diefenthaler  and 
Theodore  O.  Budenbach,  trading  under  the  firm 
name  of  B.  Fischer  & Co.,  New  York,  alleging 
shipment  by  the  defendants,  in  violation  of  the 
Food  and  Drugs  Act,  on  July  18,  1913,  from  the 
State  of  New  York  into  the  State  of  Ohio,  of  a 
quantity  of  coffee  which  was  adulterated  and 
misbranded.  The  product  was  labeled  (on  can) 
“Java  & Mocha  Coffee  (picture  of  man  drinking). 
Roasted  and  Packed  Expressly  for  George 
Stuhldreheh  & Son,  18  Park  Avenue,  Mansfield, 
Ohio.” 

Examination  of  a sample  of  the  product  by  the 
Bureau  of  Chemistry  showed  it  to  be  a mixture 
of  coffees  containing  approximately  30  per  cent 
of  Santos.  Adulteration  of  the  article  was  al- 
leged in  the  information  for  the  reason  that  San- 
tos coffee  had  been  mixed  and  packed  with  the 
articles  so  as  to  reduce,  lower  and  injuriously 
affect  its  quality  and  strength,  and  had  been  sub- 
stituted wholly  or  in  part  for  Java  and  Mocha 
.coffee,  which  it  purported  to  be. 

Misbranding  was  alleged  for  the  reason  that 
the  statement  on  the  label,  “Java  & Mocha 
Coffee,”  was  false  and  misleading,  in  that  it  in- 
dicated to  the  purchasers  that  the  article  consisted 
wholly  of  a mixture  of  Java  and  Mocha  coffee, 
when  it  was  in  truth  a mixture  composed  in  part 
of  Santos  coffee.  Misbranding  was  alleged  for 
the  further  reason  that  the  article  was  a mixture 
composed  in  part  of  Santos  coffee,  and  was  sold 
under  the  distinctive  name  of  another  article, 
Java  and  Mocha  coffee.  Misbranding  was  alleged 
for  the  further  reason  that  the  article  was  labeled 
“Java  & Mocha  Coffee”  so  as  to  deceive  and  mis- 
lead the  purchasers  into  the  belief  that  it  con- 
sisted wholly  of  a mixture  of  Java  and  Mocha 
coffee.  On  September  28,  1915,  a plea  of  guilty 
was  entered  on  behalf  of  the  defendant  co- 
partnership, and  the  court  imposed  a fine  of  $I5- 


Barbadoes  exported  to  the  United  States  last 
year  834,907  gallons  of  molasses,  valued  at 
$200,928. 
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PATENT  OFFICE  RECORD 


Patents  Granted,  Applications  Made  for  Trade- 
Mark  Registration,  Certificates  Issued, 
Labels  and  Prints  Registered,  Re- 
newals and  Cancellations  of 
the  Month 


[special  correspondence] 
Washington^  D.  C.,  May  i,  1916. 
If  ERE  follows  a complete  record  of  the  activi- 
^ ^ ties  of  the  United  States  Patent  office  during 
the  month  of  April,  in  so  far  as  they  apply  to  the 
tea,  coffee,  spice  and  general  grocery  trades  : 

Patents  Granted 

1,179,046.  Process  of  Cooking  Coffee  and  Chic- 
ory. Adolph  Sherer,  New  York. — Process  of 
cooking  coffee  and  chicory  which  consists  in  Im- 
mersing the  same  in  a hydrogenated  oil  heated  to 
a temperature  between  300  degrees  and  450  de- 
grees F.,  maintaining  the  oil  at  such  temperature 
until  a uniform  and  complete  cooking  has  been 
effected,  removing  the  cooked  material  from  the 
oil,  and  separating  therefrom  any  excess  oil. 


Patents  Recently  Granted  of  Interest  to  the 
Tea  and  Coffee  Trade 


1,179,011.  Coffee  Urn.  Otis  A.  Kittinger  and 
Thomas  J.  Topper,  San  Francisco. — A coffee  urn 
comprising  a coffee  chamber,  a water  chamber 
surrounding  the  coffee  chamber,  a conduit  in  the 
water  chamber  leading  from  the  lower  part  of  the 
coffee  chamber  and  discharging  into  an  upper  part 
thereof,  and  having  an  intermediate  enlarged 
part  below  the  level  of  the  top  of  the  coffee  cham- 
ber, a steam  pipe  leading  from  the  upper  portion 
of  the  water  chamber  through  said  chamber,  and 
a nozzle  communicating  with  the  free  end  of  the 
pipe  and  contained  in  the  enlarged  intermediate 
part  of  the  conduit  and  discharging  into  a con- 
tracted portion  thereof.  (Illustrated.) 

1,180,150.  Coffee  Roasting  and  Grinding  Ma- 
chine. Robert  Herndon,  Houston,  Tex. — In  com- 
bination, a support,  a casing  mounted  in  the  sup- 
port, a heater  arranged  in  the  lower  portion  of  the 
casing,  a conveyer  arranged  centrally  within  said 
casing,  and  a curved  perforate  plate  arranged  be- 
tween the  heater  and  the  conveyor  and  having  its 


concaved  face  disposed  adjacent  the  conveyor. 
(Illustrated,)  April  11,  1916. 

1,180,291.  Percolator  Pump.  John  B.  Griffin, 
Plymouth,  Mich.,  assignor  to  Landers,  F'rary  & 
Clark,  New  Britain,  Conn. — In  a percolator  pump, 
the  combination  of  a vertical  hollow  member  pro- 
vided with  an  orifice  in  its  side,  a valve  arranged 
to  swing  close^  by  gravity  and  guard  the  orifice, 
and  two  pairs~~of  studs  protruding  through  the 
walls  of  the  vertical  hollow  member,  the  upper 
pair  for  limiting  the  opening  movement  and  dis- 
placement of  the  valve,  and  the  lower  pair  to  pro- 
vide a support  upon  which  the  valve  may  loosely 
swing,  the  studs  engaging  the  outer  edges  of  the 
valve.  (Illustrated.) 

1,180,881.  Percolator  Support.  Fiore  Ricciar- 
delli,  Jersey  City,  N.  J.  — The  combination  with  a 
kettle  having  a neck  provided  with  a shoulder 
around  its  upper  end ; of  a base,  an  upright  rising 
from  the  base,  a handle  having  a hand  grip  at  one 
end  and  a collar  at  its  other  end  adapted  to  en- 
circle the  neck  beneath  its  shoulder,  and  a pivotal 
support  between  the  upright  and  an  intermediate 
point  on  the  handle  whereby  the  latter  may  be 
moved  to  swing  the  kettle  horizontally  into  and 
out  of  position  above  the  base  at  will,  for  the 
purpose  set  forth.  April  25,  1916. 

Trade  Marks  Registered 

Here  is  a list  of  trade  marks  which  have  been 
registered  and  for  which  certificates  have  been 
issued : 

“White  Birch”  and  representation  of  an  Indian 
girl  in  a canoe.  Trade  Mark  No.  109,353.  Owner, 
Leach  & Gamble  Co.,  Wahpeton,  N.  D.  Used  on 
tea,  coffee,  spices,  catsup,  olives,  olive  oil  and 
other  food  products.  First  use,  April  18,  1912. 

“Trojan.”  Trade  Mark  No.  109,357.  Owner, 
E.  B.  Millar  & Co.,  Chicago.  Used  on  coffee. 
First  use,  1897. 

“Stellar.”  Serial  No.  109,358.  Owner,  E.  B. 
Millar  & Co.,  Chicago.  Used  on  tea.  First  use, 
1901. 

“Bull  Dog”  and  head  of  a bull  dog.  Trade 
Mark  No.  109,430.  Owner,  The  Union  Salt  Co., 
Cleveland.  Used  on  salt.  First  use,  July  i,  1915. 

“Weiser’s  Chiko”  and  design.  Trade  Mark  No. 
109,431.  Owner,  David  Weiser,  Philadelphia. 
Used  on  canned  compound  of  sugar  cane,  caramel 
and  cereal  to  be  added  to  coffee.  First  use,  Feb- 
ruary I,  1915.  Registered  April  4,  1916. 


“16  to  I.”  Trade  Mark  No.  109,456.  Owner, 
Gulf  City  Coffee  Co.,  Pensacola,  Fla.  Used  on 
coffee.  First  use,  January  i,  1902. 

“Heirloom.”  Trade  Mark  No.  109,461.  Owner, 
Kansas  City  Wholesale  Grocery  Co.,  Kansas  City, 
Mo.  Used  on  coffee.  First  use.  May  i,  1915. 

“School  Boy.”  Trade  Mark  No.  109,481.  Owner, 
The  Rogers  Co.,  Tacoma.  Used  on  peanut  butter. 
First  use.  May,  1914. 

“Hoffman  House.”  Trade  Mark  No.  109,498. 
Owner,  The  J.  Weller  Co.,  Oak  Harbor,  Ohio. 
Used  on  catsup  and  other  food  products.  First 
use,  January  i,  1903. 

“Quint-Ex.”  Trade  Mark  No.  109,565.  Owner, 
Lamont,  Corliss  & Co.,  New  York.  Used  on 
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llavoriii”'  extracts  for  foods.  First  use,  August 
JO,  1915. 

“.Moiiograin”  aud  letters  1"'  W VV  & CO  cn- 
eloscd  ill  a lualtese  cross,  d'rade  Mark  No.  109,- 
5<)o.  Owner,  J'.  VV.  Wagener  & Co.,  Charleston, 
S.  C.  Used  on  roasted  coffee.  I'irst  use,  January, 
1897. 

“'rriangle"  and  triangular-shaped  hgure.  Trade 
Mark  No.  109,594.  Owner,  Morgan  W.  Wicker- 
sham,  Washington,  13.  C.  Used  on  food  flavoring 
extracts.  First  use,  April  i,  1915. 

“Owl  Brand”  and  representation  of  an  owl  and 
the  words  From  the  Home  of  Lake’s  Owl.  Trade 
Mark  No.  109,602.  Owner,  Arthur  L.  Lake,  Dan- 
hury.  Conn.  Used  on  peanut  butter  and  salted 
peanuts. 

Representation  of  a hell,  on  which  there  ap- 
pears a picture  of  a camp  with  the  word  Campbell 
on  roof  of  tent.  Trade  Mark  No.  109,605.  Owner, 
E.  C.  Campbell,  Boston.  Used  on  cream  of  tartar 
substitutes  and  baking  powder.  First  use,  1911. 

“Midway.”  Trade  Mark  No.  109,610.  Owner, 
Hanley  & Kinsella  Coffee  & Spice  Co.,  St.  Louis. 
Used  on  roasted  coffee.  First  use,  1897. 

“J.  R.  Hayes”  and  shield,  on  which  appears  the 
letter  W,  with  rampant  lion  on  either  side  of  said 
shield.  Trade  Mark  No.  109,661.  Owner,  James 
R.  Hayes,  Detroit.  Used  on  mineral  waters.  First 
use,  May  i,  1915. 

“Top  Notch.”  Trade  Mark  No.  109,665.  Owner, 
Holcomh  & Hoke  Manufacturing  Co.,  Indian- 
apolis. Used  on  popcorn.  First  use,  September 

15,  1915- 

“Gold  Mine.”  Trade  Mark  No.  109,666. 
Owner,  Holcomb  & Hoke  Manufacturing  Co.,  In- 
dianapolis. Used  on  popcorn.  First  use,  Septem- 
ber 15,  1915. 

“Colombo”  and  representation  of  the  statue  of 
Christopher  Columbus.  Trade  Mark  No.  109,690. 
Owner,  Rome  Importing  Co.,  New  York.  Used 
on  cotton  seed  salad  oil  slightly  flavored  with 
pure  olive  oil.  First  use,  April  i,  1912. 

Registered  April  ii,  1916. 


“Mount  Cross”  and  picture  of  the  mountain 
known  by  that  name.  Trade  Mark  No.  109.712. 
Owner,  The  J.  S.  Brown  Mer.  Co.,  Denver.  Used 
on  popcorn,  coffee,  prepared  mustard,  vinegar, 
chilli  and  other  food  products.  First  use,  1908. 

“Delf.”  Trade  Mark  No.  109,723.  Owner, 
Frick  & Kaupke,  Cedar  Rapids,  Iowa.  Used  on 
coffee.  First  use.  August,  1915. 

“Moo-Moo.”  Trade  Mark  No.  109,770.  Owner, 
National  Biscuit  Co.,  Jersey  City,  N.  J.,  and  New 
York,  N.  Y.  Used  on  popcorn,  peanuts  and  candy. 
First  use,  July  21,  1915. 

“Preferred  Stock.”  Trade  Mark  No.  109,811. 
Owner,  Allen  & Lewis,  Portland  Ore.  Used  on 
coffee,  cider  vinegar,  mustard,  table  sauces,  rolled 
oats  and  dried  fruits.  First  use,  February  i.  1915. 

“Chopoliv.”  Trade  Mark  No.  109,812.  Owner, 
Ralph  B.  Annis  Co.,  Inc.,  New  York.  Used  on  a 
relish  composed  of  celery,  pimentos  and  olives. 
First  use,  February  17,  1914. 

“Auto  Cluh.”  Trade  Mark  No.  109,845.  Owner, 
The  Rogers  Co.,  Tacoma.  Used  on  coffee  and 
flavoring  exfracts  for  foods.  First  use,  1909. 

“Vintage.”  Trade  Mark  No.  109,879,  Owner, 


Strohmeyer  & Ar])e  Co.,  New  York.  Used  on 
olive,  sesame  and  cotton  seed  oil,  peanut  oil  and 
other  food  i)roducts.  First  use,  1910. 

“Van  Duzer’s”  and  representation  of  a woman 
taking  fruit  from  a fruit  dish.  Trade  Mark  No. 
109,884.  Owner,  Van  Duzer  Extract  Co.,  Spring- 
field,  Mass.  Used  on  food  flavoring  extracts. 
First  use,  1850.  Registered  April  18,  1916. 


“Zanzibar”  and  representation  ’ of  colored 
women  picking  fruit.  Trade  Vlark  No.  109,938. 
Owner,  B.  Heller  & Co.,  Chicago.  Used  on  seas- 
onings for  meat,  flavors  for  foods,  flavoring  paste 
for  food,  flavoring  extracts  for  foods,  cocoa  and 
pie  fillings.  First  use,  December,  1893. 

“Oriole”  and  representation  of  bird.  Trade 
Mark  No.  109,941.  Owner,  Johnson  & Alexander 
Co.,  Chicago.  Used  on  peanuts  and  peanut  candy. 
First  use,  July  i,  1913. 

“Welch’s.”  Trade  Mark  No.  109,970.  Owner, 
The  Welch  Grape  Juice  Co.,  Westfield,  N.  Y. 
Used  on  grape  juice.  First  use,  1892. 

“Arkoma.”  Trade  Mark  No.  109,980.  Owner, 
J.  Foster  & Co.,  Fort  Smith,  Ark.  Used  on  baking 
soda.  First  use,  August  11,  1915- 

“W.  T.  R.  Miller”  (signature).  Trade  Mark 
No.  109,987.  Owner,  The  Miller  Manufacturing 
Co.,  Springfield,  Mass.  Used  on  extracts  for  food 
flavoring  purposes.  First  use,  1894. 

“Red  Tag.”  Trade  Mark  No.  110,002.  Owner, 
Mutual  Coffee  Co.,  Montgomery,  Ala.  Used  on 
coffee.  First  use,  January  5,  1910. 

“Red  Feather”  and  representation  of  a feather. 
Trade  Mark  No.  110,007.  Owner,  Saville,  Somes 
& Co.,  Boston.  Used  on  queen  olives,  spaghetti 
and  cocoa.  First  use,  June  i,  1904. 

Registered  April  25,  1916. 


Labels  Registered 

This  is  a record  of  labels  which  have  been 
registered  and  for  which  certificates  have  been 
issued : 

“Bluhill  Chiles.”  Label  No.  19.195.  Owner, 
Martin  Bros.  & Co.,  Denver.  Used  on  chillies. 

Registered  April  4,  1916. 


“C.  F.  H.”  Label  No.  19,206.  Owner,  City 
Federation  Hotel  Association,  New  York.  Used 
on  roasted  coffee. 

'“Richum.”  Label  No.  19,217.  Owner,  H.  Han- 
son & Co.,  Duluth.  Used  on  a substitute  for  tea 
and  coffee. 

“Royal  Purple  Grape  Juice.”  Label  No.  19,219. 
Owner,  J.  Hungerford  Smith  Grape  Juice  Co., 
Rochester,  N.  Y.  Used  on  grape  juice. 

“Welch’s,  ‘The  National  Drink.’”  Label  No. 
19,237.  Owner,  The  Welch  Grape  Juice  Co.. 
VVestfield,  N.  Y.  Used  on  unfermented  grape 
juice.  Registered  April  ii,  1916. 


“Newmark’s  Royal  Blend  Coffee.”  Label  No. 
19,244.  Owner,  Newmark  Bros.,  Los  Angeles. 
Used  on  coffee.  Registered  April  18,  1916. 


“King  Othon  Coffee  Label.”  Label  No.  19,272. 
Owner,  Christos  Nicholoiilias,  New  York.  Used 
on  coffee. 

“Rely.”  Label  No.  19,273.  Owner,  J.  F.  Pyle 
& Son,  San  Jose,  Cal.  Ibsed  on  tomafo  seasonin,g. 
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“Kanreli.”  Label  No.  19, 274-  Owner,  J.  F. 
Pyle  & Son,  San  Jose,  Cal.  Used  on  hot  sauce. 

] Registered  April  25,  1916. 


Trade  Mark  Renewals 
There  were  no  trade  marks  renewed  covering 
coffee,  tea,  spices,  etc.,  during  the  month  of  April, 
1916. 


Trade  Mark  Cancellations 
There  were  no  trade  marks  canceled  covering 
coffee,  tea,  spices,  etc.,  during  the  month  of  April, 
1916. 


Prints  Registered 

There  were  no  prints  registered  covering  coffee, 
tea,  spices,  etc.,  during  the  month  of  April,  1916. 


TRADE  MARKS  PENDING 

The  following  trade  marks  have  been  favorably 
acted  upon.  Any  person  who  believes  he  would 
be  damaged  by  the  registration  of  a trade  mark, 
may  within  thirty  days  enter  opposition  to  pre- 
vent the  proposed  registration.  All  inquiries  per- 
taining to  these  marks  should  be  addressed  to 
The  Tea  and  Coffee  Trade  Journal,  79  Wall 
street,  New  York  City: 

Week  Ending  April  ,4,  1916 

“Vertex”  and  P C CO  in  monogram  form. 
Serial  No.  85,263.  Owner,  The  Portland  Cheese 
Co.,  Portland,  Ore.  Used  on  olive  oil. 

“Silver.”  Serial  No.  87,098.  Owner,  Grand 
Union  Tea  Co.,  Brooklyn,  N.  Y.  Used  on  coffee. 

“Mocco”  and  representation  of  an  Arabian  pre- 
paring coffee.  Serial  No.  90,704.  Owner,  Mocco 
Coffee  Co.,  Washington,  D.  C.  Used  on  coffee. 

“Kellogg’s  Drinket.”  Serial  No.  91,575.  Owner, 
Kellogg  Toasted  Corn  Flake  Co.,  Battle  Creek. 
Used  on  a food  beverage. 

“Pop  Welch”  and  representation  of  a bunch  of 
grapes.  Serial  No.  92,316.  Owner,  The  Welch 
Grape  Juice  Co.,  Westfield,  N.  Y.  Used  on  a 
non-alcoholic  beverage,  viz. : a soft  drink  and 
syrup  for  making  the  same. 

“Adruco”  and  design.  Serial  No.  92,460. 
Owner,  Alexander  Drug  Co.,  Oklahoma,  Okla. 
Used  on  flavoring  extracts  for  foods,  spices,  cocoa 
and  bird  seed. 

“Big  4.”  Serial  No.  92,464.  Owner,  Big  4 Pea- 
nut Products  Co.,  Atlanta.  LTsed  on  peanut  but- 
ter, peanut  butter  chili,  peanut  bouillon,  peanut 
butter  sandwiches,  peptpnized  salted  peanuts  and 
Virginia  non-splits. 

“Paprimus.”  Serial  No.  92,511.  Owner,  S.  J. 
Valk  & Bro.,  New  York.  Used  on  mustard. 

“Bull  Dog”  and  figure  of.  Serial  No.  92,629. 
Owner,  The  Rogers  Co.,  Tacoma.  Used  on  coffee. 

“Red  Top”  and  representation  of  a top.  Serial 
No.  92,630.  Owner,  The  Rogers  Co.,  Tacoma. 
LTsed  on  coffee. 

“Black  Cat”  and  representation  of  a black  cat. 
Serial  No.  92,741.  Owner,  Austin  & Raup  Co., 
Detroit.  Used  on  coffee. 

“Sacco.”  Serial  No.  92,760.  Owner,  South 
American  Coffee  Co.,  Inc.,  New  York.  Used  on 
coffee. 

“Sensation”  and  representation  of  an  old  man 
reading  a newspaper.  Serial  No.  93,019.  Owner, 


The  If.  D.  Lee  Mercantile  Co.,  Salina,  Kan.  Used 
on  tea  and  other  food  products. 

“Ilal.”  Serial  No.  93,125.  Owner,  Alex  Lunc- 
schloss.  New  Rochelle,  N.  Y.  Used  on  olive  oil. 

“Table  Queen.”  Serial  No.  93,252.  Owner, 
M.  J.  Brandenstein  & Co.,  San  Francisco.  Used 
on  rice. 

“M.  J.  B.”  Serial  No.  93,256.  Owner,  M.  J. 
Brandenstein  & Co.,  San  Francisco.  Used  on  rice. 

“Banzai.”  Serial  No.  93,257.  Owner,  M.  J. 
Brandenstein  ' & Co.,  San  Francisco.  Used  on 
rice. 


Week  Ending  April  ii,  1916 

“Mokasan”  and  water  scene.  Serial  No.  75,011. 
Owner,  Mokasan  Werke  Curt  Hugo  Heinig, 
Cassel,  Germany.  Used  on  coffee  and  imitation 
coffee. 

“Yamata.”  Serial  No.  83,322.  Owner,  Gristede 
Bros.,  Inc.,  New  York.  Used  on  tea,  coffee  and 
spices. 

“Riviere”  and  representation  of  a winged 
anchor  with  spake  coiled  around  shaft  of  same. 
Serial  No.  91,320.  Owner,  J.  Byard  Marter,  New 
York.  Used  on  olive  oil. 

“Victor”  and  monogram  formed  of  the  letters 
H W M & CO.  Serial  No.  93,106.  Owner,  Michi- 
gan Salt  Works,  Marine  City,  Mich.  Used  on 

salt.  ' 

Week  Ending  April  18,  1916 

Representation  of  a bell  with  the  picture  of  a 
camp  appearing  thereon  with  the  word  Campbell 
printed  on  the  roof  of  the  tent.  Serial  No.  90,595. 
Owner,  E.  C.  Campbell,  Boston.  Used  on  flavor- 
ing extracts  for  foods,  cocoanut,  chocolate,  des- 
sicated  eggs,  dried  eggs,  spices,  essential  oils  for 
foods. 

“Vegetone.”  Serial  No.  90,813.  Owner, 

Bishop-Gifford  Co.,  Inc.,  Baldwin,  N.  Y.  Used 
on  a vegetable  salt. 

“M.  & J.”  Serial  No.  91,962.  Owner,  E.  E. 
Gray  Co.,  Boston.  Used  on  coffee. 

“Rock  Dell.”  Serial  No.  92,144.  Owner, 
Younglove  Grocery  Co.,  Tacoma.  Used  on  olive 
oil,  sage,  paprika,  mustard,  mace,  ginger,  cloves, 
cinnamon,  cayenne  pepper,  allspice,  white  pepper, 
black  pepper,  nutmeg,  curry  powder,  savory, 
thyme,  cardamom,  marjaram,  red  salad  peppers, 
pickled  table  beets,  vanilla  and  lemon  food  flavor- 
ing extracts,  malt  vinegar,  cider  vinegar,  chow- 
chow,  prepared  mustard,  honey,  ceylon  tea,  seed- 
less raisins,  seeded  raisins,  currants,  coffee,  mo- 
lasses, catsup  and  other  food  products. 

“No.  i”  and  winged  wheel.  Serial  No.  92,471. 
Owner,  Andrew  Kuehn  Co.,  Sioux  Falls,  S.  D. 
Used  on  mustard,  seeded  raisins,  tomato  catsup, 
tea,  flavoring  extracts  for  foods,  pepper,  allspice, 
cloves,  ginger,  cinnamon,  cleaned  currants  and 
other  food  products. 

“American  Beauty”  and  representation  of  a 
rose.  Serial  No.  92,576.  Owner,  Standard  Mill- 
ing Co.,  Houston,  Tex.  Used  on  rice. 

“Pleaz-All.”  Serial  No.  93,253.  Owner,  M.  J. 
Brandenstein  & Co.,  San  Francisco.  Used  on 
coft’ee. 

“Butter  Cup”  and  representation  of  the  flower 
known  by  that  name.  Serial  No.  93,286.  Owner, 
Tindall,  Kolbe  & McDowell  Co.,  Milwaukee. 
Used  on  coffee. 
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Trade  Marks  Pending  in  th-e  United  States  Patent  Office 


“Badger”  and  picture  of.  Serial  No.  93,287. 
Owner,  Tindall,  Kolbe  & McDowell  Co.,  Milwau- 
kee. Used  on  coffee. 


Week  Ending  April  25,  1916 

“Hatchet”  and  representation  of  a hatchet. 
Serial  No.  83,635.  Owner,  The  Twitchell- 
Champlin  Co.,  Portland,  Me.,  and  Boston,  Mass. 
Used  on  tea,  coffee,  tapioca,  spices,  sauces,  rice, 
flavoring  extracts  for  foods,  catsups,  vinegar  and 
other  food  products. 

“Howco.”  Serial  No.  93,232.  Owner,  The 
Howland  Dry  Goods  Co.,  Bridgeport,  Conn.  Used 
on  tea,  coffee,  chocolate,  cocoa,  spices,  food 
flavoring  extracts  and  olive  oil. 

“Campfire.”  Serial  No.  93,589.  Owner,  Stein- 
wender-Stoffregen  Coffee  Co.,  St.  Louis.  Used 
on  roasted  coffee. 

“Buster.”  Serial  No.  93,620.  Owner,  American 
Peanut  Corporation,- Norfolk,  Va.  Used  on  pea- 
nuts. 

“Mascot.”  Serial  No.  93,622.  Owner,  Ameri- 


can Peanut  Corporation,  Norfolk,  Va.  LTsed  on 
peanuts. 

“Belle  of  W'^akefield.”  Serial  No.  93,625. 
Owner,  The  Bain  Peanut  Co.,  Inc.,  Wakefield, 
Va.  Used  on  peanuts. 

“Raths-Keller.”  Serial  No.  93,629.  Owner,  The 
Bour  Co.,  Toledo.  Used  on  blended  coffee. 

“Crater.”  Serial  No.  93,637.  Owner,  Dixie 
Peanut  Co.,  Inc.,  Petersburg,  Va.  Used  on  pea- 
nuts. 

"Monarch.”  Serial  No.  93,639.  Owner,  Dixie 
Peanut  Co.,  Inc.,  Petersburg,  Va.  Used  on  pea- 
nuts. 

“Cheerful  Cup.”  Serial  No.  93,654.  Owner. 
J.  M.  Keily  Co.,  Lexington,  Ky.  Used  on  coffexA 

“Full  Pay”  and  picture  of  woman.  Serial  No. 
93,655.  Owner,  J.  M.  Kelly  Co.,  L exington,  Ky. 
Used  on  lilended  coffee. 

“Midco.”  Serial  No.  93,657.  Owner,  Jos.  Kid- 
dleby,  Jr.,  Inc.,  Boston.  Used  on  flavoring  ex- 
tracts for  foods,  peanut  butter  and  other  food 
products. 


TEA  AND  COFFEE  RESEARCH  BUREAU 

department  of  scientific  research  under  the  editors’  direction  in  which 
will  be  found  short,  popularized  reviews  of  current  and  older  works  of  a phy- 
siological-chemical character,  fugitive  paragraphs,  references  and  articles  dealing 
with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices. 


CONDIMENTS  AND  NUTRITION 


Their  Invaluable  Work  in  the  Nourishment  of  Man 
and  Their  Influence  in  the  Process  of  Digestion 

CARL  VOIT,  perhaps  the  world’s  most  emi- 
nent student  of  nutrition,  in  discussing  condi- 
ments and  their  relation  to  the  diet  of  man 
writes  : 

“The  action  of  condiments  has  been  compared 
to  the  oil  of  a machine,  from  which  neither  the 
parts  of  the  machine  nor  its  energy  are  derived 
but  which ‘facilitates  its  working.  Or,  again,  they 
may  be  likened  to  the  whip  which  spurs  the  work 
horse  to  greater  effort  without  giving  him  any 
more  energy.  As  such,  the  condiments  do  in- 
valuable work  in  the  nutrition  and  other  processes 
of  the  animal  body,  despite  the  fact  that  they  are 
of  no  value  in  preventing  the  loss  of  any  body 
constituents  or  of  themselves  energy  yielding. 
They  do  not  give  us  true  strength,  but  rather  the 
feeling  of  strength,  because  of  their  peculiar  ac- 
tion on  the  nervous  system. 

Condiments  Give  Food  a Touch  of  Delight 
“The  most  important  of  the  condiments  are 
coffee,  tea,  alcoholic  liquors,  tobacco,  spices,  and 
those  constituents  to  which  foods  owe  their  par- 
ticular flavors.  In  contrast  to  the  food  materials, 
condiments  are  not  an  essential  part  of  the  diet 
of  man,  but  belong  rather  to  a group  of  sub- 
stances that  give  our  meals  that  touch  of  delight 
which  we  associate  with  good  living.  A food 
without  condiments,  a tasteless  or  unpleasant  dish, 
is  often  not  tolerated,  causing  either  vomiting  or 
diarrhoea.  The  condiments  convert  the  food  prin- 
ciples— proteins,  carbohydrates  and  fats — into 
food. 

Digestion  Influenced  by  Condiments 
“The  condiments  influence  the  process  of  di- 
gestion by  their  action  on  the  nervous  system. 
Only  in  cases  of  intense  Hjmger  is  food  without 
spices  palatable.  Tasty  food  materials,  after  they 
have  aroused  a feeling  of  well  being  by  stimulat- 
ing the  senses  of  taste  and  smell,  act  upon  the 
parts  of  the  body,  notably  the  alimentary  canal, 
and  prepare  it  for  the  work  of  digestion.  The 


secretion  of  saliva  is  increased,  giving  the  basis 
for  the  familiar  expression  of  making  one’s  mouth 
water.  In  similar  fashion  the  digestive  juices  of 
the  stomach  -are  called  forth.  Experimental 
studies  have  demonstrated  the  effectiveness  of 
tasty  foods  in  increasing  gastric  secretion. 

“Other  substances  such  as  tea,  coffee,  tobacco 
and  alcoholic  liquors  have  an  effect  on  the*  diges- 
tive organs  as  a result  of  their  stimulating  powers 
on  the  body  as  a whole. 

No  Diet  is  Wholly  Free  from  Condiments 

“No  human  being  or  animal  takes  a diet  that 
is  wholly  free  of  condiments.  Even  the  simplest 
vegetable  diets  contain  enough  of  these  principles 
to  make  them  palatable.  The  fruits  are  agreeable 
to  the  taste  on  account  of  their  acids  and  ethereal 
oils.  In  fact,  most  of  the  condiments  come  from 
the  plant  world.  We  do  not  eat  sugar  because  of 
its  nutritive  value,  but  rather  because  of  its  taste. 
In  the  same  sense  spring  water  is  more  desirable 
than  distilled  water  by  virtue  of  the  taste  imparted 
to  it  by  its  impurities.  Salt  is  one  of  our  most 
important  condiments.  In  times  of  stringency 
it  often  acquires  great  value.  Too  much  condi- 
ments, however,  cannot  be  used.  Our  daily  bread 
cannot  be  replaced  by  the  more  highly  flavored 
cakes,  etc.,  despite  the  fact  that  the  latter  have 
as  great  a food  value. 

Condiments  Often  Necessary  Part  of  Food 

“Not  all  condiments  play  the  role  of  stimulants 
alone.  Thus  sugar,  which  we  consume  for  its 
flavor,  has  a definite  food  value.  Salt  is  necessary 
for  the  upkeep  of  the  body.  The  oil  that  we  add 
to  our  salads  contributes  to  the  fuel  supply  of  the 
human  machine.  The  cheeses  which  are  used  for 
their  tastiness  supply  protein  to  the  diet. 

“On  the  other  hand,  spices  containing  aromatic 
substances  or  irritant  principles  of  various  kinds, 
are  taken  in  such  small  quantities  that  they  can- 
hot  be  regarded  as  having  a direct  food  value. 
In  this  group  we  include  pepper,  mustard,  cinna- 
mon, vanilla,  nutmeg,  flavoring  extracts,  ginger, 
anis  seed,  caraway  seed  and  herbs  used  in  the 
kitchen. 

“Each  people  has  its  own  spices  which  appeal 
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lo  ihcir  peculiar  tastes,  and  it  is  this  which  dis- 
tinguishes the  cooking  of  the  different  parts  of 
the  world. — Translation  from  Voit’s  Physiologic 
des  /lllgoncineh  Stoffzvcchscls^  Leipzig,  1881,  p. 
4JO  ff.,  hy  E.  M.  F. 


CAFFEJN  AND  THEINE 
The  caffein  of  coffee  and  the  theine  of  tea  have 
the  same  therapeutic  effect.  Damaged  tea  is  a 
good  source  for  this  alkaloid,  being  comparatively 
easy  to  extract. — A.  G. 


MICROSCOPY  OF  VEGETABLE  FOODS 

The  Microscopy  of  Vegetable  Foods,  with  special 
reference  to  the  detection  of  adulteration  and 
the  diagnosis  of  mixtures.  By  Andrew  L. 
Winton,  Ph.  D.,  with  the  collaboration  of  Dr. 
Josef  Miller  and  Kate  Barber  Winton,  Ph.  D. 
New  York,  John  Wiley  & Sons,  Inc.  Cloth, 
$6.50  net. 

QINCE  the  publication  of  the  first  edition  of 
this  book,  microscopical  methods  have  come 
into  more  general  use  throughout  the  United 
States  in  the  examination  of  human  and  cattle 
foods,  and  as  a consequence  certain  fraudulent 
practices  have  been  suppressed  or  much  restricted. 

Additions  have  been  made  to  the  sections  on 
wheat  and  flour,  a complete  revision  of  such  parts 
of  the  chapter  on  oil  seeds  as  treat  on  mustards, 
rapes,  cruciferous  weed  seeds  and  linseed,  a de- 
scription of  the  histology  of  alfalfa,  with  dis- 
tinctions from  red  and  alsike  clover,  a revision  of 
the  sections  on  pomes  and  drupes,  with  practical 
hints  on  the  examination  of  almond  pastes,  jams, 
preserves  and  other  fruit  products,  and  rewritten 
descriptions  of  the  cucurbitaceous  fruits  used  as 
foods  and  adulterants. 

The  application  of  the  microscopy  of  foods  is 
by  no  means  limited  to  the  detection  of  adultera- 
tion and  the  identification  of  unknown  materials. 
The  miller,  the  brewer,  the  oil- presser,  the  feed 
manufacturer,  the  canner,  and  the  coffee  and  spice 
grinder  should  be  conversant  with  the  structure 
as  well  as  the  chemical  composition  of  their  raw 
materials,  and  the  student  in  the  school  of  tech- 
nology should  follow  both  lines  of  study  in  order 
that  he  may  be  prepared  to  attack  the  complicated 
problems  of  the  industries. 

The  preliminary  chapter  of  the  book  discusses 
equipment,  methods  and  general  principles ; other 
chapter  headings  embrace  grain,  its  products  and 
impurities;  oil  seeds  and  oil  cakes;  legumes;  nuts; 
fruit  and  fruit  products;  vegetables;  alkaloidal 
products  and  their  substitutes,  including  tea,  cof- 
fee, cocoa,  chicory  and  mate ; spice  and  condi- 
ments ; commercial  starches. 


IN  THE  EDITOR’S  MAIL  BAG 


Here  Will  Be  Found  Letters  from  Readers  Who  Say 
Something  Worth  While 

/^NLY  letters  are  published  in  this  column 
which  deal  with  subjects  of  general  trade  in- 
terest. Readers  should  remember  whenever  they 
write  us  they  can  best  serve  themselves  and  us 
by  being  brief.  We  find  it  impossible  to  print 
many  letters  because  of  their  length. 

About  the  Rat-Eaten  “Mosorro”  Cargo 

The  writer  of  the  following  communication 
takes  exception  to  the  report  in  the  New  Orleans 
news  letter  in  our  April  issue  concerning  the  re- 
conditioning of  the  rat-eaten  cargo  on  the  steam- 
ship Mosorro,  which  arrived  in  New  Orleans  from 
Brazil  in  March,  and  explains  the  matter,  that  the 
trade  may  not  have  an  erroneous  impression ; 

New  Orleans,  La.,  April  25,  1916. 
W.  H.  Ukers,  Editor,  Tea  and  Coffee  Trade 
Journal,  New  York. 

Dear  Sir  : — In  your  issue  for  this  month  I note 
an  article  under  the  New  Orleans  letter  which  I 
wish  to  correct.  This  is  with  reference  to  the 
cargo  of  the  steamship  Mosorro.  This  states  that 
“a  number  of  consignments  to  local  importers 
were  rejected  and  turned  over  to  the  insurance 
’companies.” 

Apparently,  the  party  who  received  this  infor- 
mation was  misinformed,  as  the  reconditioning 
of  this  cargo  was  attended  to  entirely  by  the 
agents  of  the  steamer.  There  was  no  liability  on 
the  part  of  the  insurance  companies,  as  an  insur- 
ance company  is  not  liable  for  rat-eaten  coffee. 
Further,  still,  there  was  no  liability  on  the  part 
of  the  insurance  companies  on  this  steamer,  be- 
cause the  only  way  that  the  cargo  could  be  in- 
sured was  under  the  “free  from  particular 
average  clause,”  which  means  that  the  vessel 
must  be  sunk,  burnt,  stranded  or  in  collision  be- 
fore the  assured  can  begin  to  collect  any  loss. 

I assure  you  there  is  no  feeling  on  my  part  to 
criticise  the  writer  o'f  the  article,  but  I would 
merely  want  to  put  this  correctly  before  the  trade, 
as  it  might  create  an  erroneous  impression. 

Thanking  you  for  your  attention. 

Yours  very  truly, 

Charles  Dittmann  Co. 


MAINLY  ABOUT  PEOPLE 

News  About  Men  in  the  Trade  at  Work  and 
at  Play 

S.  V.  PRADOS,  for  the  past  fifteen  years  con- 
nected with  the  Avery  Company,  of  plow  fame, 
has  liecome  a prominent  figure  in  the  roasted  cof- 
fee trade  of  New  Orleans,  having  been  elected 
secretary  and  treasurer  of  the  American  Coffee 
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Company  of  that  city,  succeeding  R.  G.  Drown, 
who  now  has  taken  entire  charge  of  the  publicity 
department  of  the  concern,  a jol)  quite  Ijig  enough 
to  keep  his  time  fully  occupied. 

PRESIDENT  FRANK  B.  CONNOLLY,  of 
the  National  Retail  Grocers’  Association,  accom- 
panied by  his  brother  Clarence,  spent  several  days 
in  New  York  while  en  route  to  the  New  Orleans 
convention  of  the  association. 

G.  MONTEALEGRE,  of  the  Costa  Rica  Trad- 
ing Company,  New  York,  recently  arrived  in  New 
York  from  San  Jose,  Costa  Rica. 

W.  T.  MORLEY,  of  the  E.  T.  Smith  Company, 
Worcester,  Mass.,  and  treasurer  of  the  National 
Coffee  Roasters’  Association,  was  a New  York 
visitor  during  the  month. 


WHO’S  WHO  IN  THE  TRADE 


An  Appreciation  of  Frank  L.  Beggs,  President 
the  Styron-Beggs  Company,  Newark,  Ohio 

•^HERE  is  a saying  that  if  you  want  to  get  a 
thing  done  and  well  done,  ask  a busy  man  to 
do  it.  The  busy  man  can  always  make  the  time 
to  do  a little  more  and  so  continues  to  do  things 
and  to  add  to  those  he  is  already  accomplishing. 

The  members  of  the  Flavoring  Extract  Manu- 
facturers’ Association  of  the  United  States  knew 
all  this  when  they  elected  Frank  L.  Beggs  to  the 
presidency  of  their  organization,  and  they  “knew 
him  by  his  works,”  for  he  had  previously  been  a 
member  of  the  executive  committee,  secretary 
and  vice-president  of  the  association. 

For  the  past  twenty  years  Mr.  Beggs  has  lived 
in  Newark,  Ohio,  where  he  established  the 
Styron-Beggs  Company,  manufacturer  of  ex- 
tracts, etc.,  and  of  which  company  he  is  the  presi- 
dent. The  house  does  a national  business,  em- 
ploys fifteen  salesmen  and  keeps  from  fifty  to 
sixty  people  constantly  at  work  in  the  home  es- 
tablishment. Besides  his  activities  in  connection 
with  his  business  and  the  Flavoring  Extract 
Manufacturers’  Association,  Mr.  Beggs  finds 
time  to  interest  himself  in  various  projects  which 
have  to  do  with  the  promotion  of  the  welfare 
and  prosperity  of  his  city.  He  is  president  of  the 
Newark  Masonic  Temple  Association,  a director 
of  the  Canal  Land  Company,  a trustee  of  the 
Young  Women’s  Christian  Association,  and  a 
member  of  the  official  board  of  the  Methodist 
Church.  For  several  years  Mr.  Beggs  was  presi- 
dent of  the  Newark  Business  Men’s  Association 
and  a director  of  the  Newark  Board  of  Trade; 
for  eight  years  he  was  a member  of  the  Board 
of  Education  of  Newark,  and  for  a term  of  five 


years  served  as  president  of  the  local  school 
hoard.  Surely  it  ma,y  be  said  of  Mr.  Beggs  that 
he  is  “a  workman  that  needeth  not  to  be 
ashamed.” 

Mr.  Beggs  is  a thirty-third  degree  Mason,  and 
is  an  officer  of  the  Grand  Chapter,  Royal  Arch 
Masons  of  Ohio.  He  is  progressive  in  his 
politics. 


THE  UPLIFT  CORNER 


Helpful  Thoughts  and  Verses  that  Make  for 
Self-Reliance  and  Freedom,  in  Blending 
Sentiment  with  Business 


PREPAREDNESS 

Were  half  the  power  that  fills  the  world  with 
terror. 

Were  half  the  wealth  bestowed  on  camps  and 
courts. 

Given  to  redeem  the  human  mind  from  error. 
There  were  no  need  of  arsenals  and  forts. 

— Henry  W adszvorth  Longfellow. 


REGRET 

For  who,  alas ! has  lived  nor  in  the  watches  of 
the  night  recalled  words  he  has  wished  unsaid 
and  deeds  undone. — Rogers. 


THOUGHTS 

Thoughts  are  real  forces,  living  messengers  of 
power.  Love  thoughts,  even  when  brought  to 
bear  upon  our  pains  and  trials,  transform  them 
and  make  them  educational. — Henry  Wood. 


DO  ONE  THING  WELL 
The  chief  reason  that  everybody  is  not  success- 
ful is  the  fact  that  they  have  not  enough  per- 
sistency. Do  one  thing  well,  throwing  all  your 
energies  into  it.  The  successful  man,  unlike  the 
poet,  is  made,  not  born. — John  Wananiaker. 


THE  RULE  OF  REASON 
^ The  true  rule,  in  determining  to  embrace  or 
reject  anything,  is  not  whether  it  have  any  evil 
in  it,  but  whether  it  have  more  of  evil  than  of 
good.  There  are  few  things  wholly  evil  or  wholly 
good.  Almost  everything,  especially  of  govern- 
ment policy,  is  an  inseparable  compound  of  the 
two,  so  that  our  best  judgment  of  the  preponder- 
ance between  them  is  continually  demanded. — 
Abraham  Lincoln. 
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OUR  BUSINESS  CREED 

We  believe  the  basic  principle  on  which  a trade  paper  should  build  is  SERVICE — service  to  readers  and  service  to  advertisers,  in  a 
way  to  promote  the  welfare  of  the  general  public. 

We  believe  in  the  application  of  the  TRUTH  to  the  editorial,  news  and  advertising  columns. 

We  believe  in  the  utmost  frankness  regarding  circulation. 

We  believe  the  highest  efficiency  can  be  secured  through  a CIRCULATION  OF  QUALITY  rather  than  of  quantity— that  character, 
and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should  be  judged. 

We  do  not  publish  free  reading  notices  or  paid  “writs  ups.” 
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A GET-TOGETHER  COFFEE  PUBLICITY  SLOGAN 

Assuming,  for  the  sake  of  argument,  that  there  is  much  to  be  said  for  coffee  that 
will  increase  its  consumption  in  America,  we  haven’t  any  sympathy  with  those  short- 
sighted individuals  who  refuse  to  contribute  to  an  advertising  fund  on  the  ground  that  the 
publicity  will  also  help  non-contributors  like  the  chain  store,  wagon  route  and  mail-order 
interests,  coffee  roasters  not  members  of  the  National  Association,  wholesale  grocers  and 
green  coffee  jobbers.  , 

Coffee  needs  advertising,  and  everyone  connected  with  the  business,  big  and  little, 
should  contribute  his  proportionate  share  of  the  expense.  How  this  should  be  apportioned 
is  a question,  but  that  there  should  be  a disposition  on  the  part  of  any  to  shirk  his  respon- 
sibility is  regrettable,  to  say  the  least. 

President  Weir’s  attitude  on  the  advertising  propaganda  has  been,  “Let  whosoever  will, 
help!”  There  may  be  differences  of  opinion  as  to  merchandising  methods,  jealousies  and 
Inisiness  rivalries,  but  it  does  seem  that  men  in  all  branches  of  the  coffee  trade  should  get 
together  on  some  i)lan  to  advertise  coffee  for  the  common  good.  And  if  there  he  such  as 
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do  not  approve,  tlie  least  they  can  do  is  to  refrain  from  throwing  monkey-wrenches  into 
the  machinery. 

Nothing  is  known  as  yet  about  the  plan  of  campaign  except  that  it  is  ‘‘pro-coffee” — what- 
ever that  may  mean.  However,  it  can’t  be  altogether  bad,  and  it  may  be  surprisingly  good. 
Let  ns  wait  and  see.  Any  plan  is  better  than  none  at  all.  When  disclosed  it  may  not  be 
found  perfect,  but  we  all  of  us  learn  by  doing.  Why  can’t  ad  the  friends  of  coffee  meet 
on  this  platform:  Tell  the  American  People  the  Truth  About  Coffee! 


COFFEE  PROPAGANDA  INCONSISTENCIES 

From  the  brief  “official”  statements  given  out  after  the  special  convention  of  the  Na- 
tional Coffee  Roasters’  Association,  held  behind  closed  doors  in  Chicago  early  this  month, 
it  would  appear  that  the  meeting  sanctioned  acceptance  of  propaganda  contributions  from 
all  classes  of  coffee  distributors,  including  the  mail-order  and  chain  store  interests  and 
the  muchly  maligned  wagon  route  concerns. 

It  is  not  explained  just  how  the  association  officials  reconcile  this  new  attitude  with 
their  former  one,  which  was  dedicated  to  helping  the  grocer  regain  his  lost  coffee  trade, 
or  how  it  will  help  solve  the  distributing  problems  of  the  wholesale  specialty  coffee  houses, 
unless  they  they,  too,  are  ready  to  turn  about  and  sell  the  “chains,”  the  mail-order  houses 
and  the  peddlers. 

. Three  conventions  have  been  largely  devoted  to  discussions  of  distributing  problems, 
and  running  through  all  there  appeared  to  be  a sincere  desire  to  equip  the  grocer  to  better 
combat  mail-order,  chain-store  and  peddler  competition.  Nay,  more,  it  became  evident  in 
these  discussions  that  the  salvation  of  the  wholesale  specialty  houses  depended  upon  the 
successful  working  out  of  the  problem.  At  the  end  the  grocer  was  told  that  he  was  the 
logical  coffee  distributor,  and  that  advertising  plus  closer  co-operation  was  the  panacea  for 
all  his  coffee  ills.  The  coffee  roasters  themselves  would  supply  the  funds,  with,  perhaps, 
some  aid  from  the  producing  countries.  First,  there  was  to  be  scientific  research  work  to 
unearth  some  incontrovertible  facts  about  coffee  and  then  the  merits  of  coffee  were  to  be 
advertised  to  the  consumer  and  practical  dealer  helps  supplied  the  grocers.  Apparently 
something  happened  to  change  this  plan.  Gradually  the  research  idea  faded.  Next  the 
green  coffee  men,  all  along  unwelcome  as  members  of  the  Coffee  Roasters’  Association, 
were  invited  to  a conference,  and  the  result  was  the  joint-trade  committee  which  is  now 
soliciting  funds  from  green  and  roasted  coffee  men  alike.  It  is  easy  to  see  how  the  introduc- 
tion of  the  green  coffee  interests  into  the  equation  changed  its  complexion.  The  green  cof- 
fee men  are  not  too  proud  to  sell  the  chain  stores  and  the  wagon  routes.  Doesn’t  this 
mean  that  contributions  must  be  accepted  from  the  very  people  whose  methods  of  trading 
are  obnoxious  to  grocers,  and  who,  moreover,  are  said  to  be  mainly  responsible  for  the  gro- 
cer’s disappearing  coffee  trade?  To  refuse  to  accept  their  money  and  deny  them  a^  say  in 
the  propaganda  would  be  to  antagonize  the  green  coffee  contributors,  who  are  likely  to 
supply  most  of  the  sinews  of  war. 

True,  the  Chicago  meeting,  as  if  scenting  trouble  in  this  quarter,  resolved  that  all  firms 
invited  to  contribute  should  be  approved  by  the  joint  trade  committee,  composed  of  three 
roasters  and  two  green  coffee  men,  but  it  is  doubtful  if  this  precautionary  measure  will  pre- 
vent complications. 

Of  course,  if  the  N.  C.  R.  A.  has  revised  its  ideas  and  now  merely  seeks  to  increase 
coffee  consumption,  it  might  properly  accept  contributions  from  all  factors  in  the  trade.  In 
that  event  it  might  altogether  ignore  distributing  problems.  But  it  should  be  consistent.  It 
has  professed  to  be  deeply  concerned  about  helping  the  grocer  regain  his  lost  coffee  trade. 
It  has  acclaimed  him  the  one  and  only  natural  outlet  for  coffee.  If  it  is  really  his  friend, 
it  seems  inconsistent  to  treat  with  his  dread  competitors.  Either  the  association  should  re- 
fuse to  accept  money  directly,  or  indirectly,  from  the  mail-order  houses,  the  chains  and  the 
peddlers,  and  have  this  thoroughly  understood  by  green  coffee  contributors,  or  else  it  should 
make  no  pretense  of  helping  the  grocer  solve  his  problems,  but  confine  itself  to  preaching 
the  gospel  of  coffee  publicity,  and  that  only. 


THE  MARKETS  OF  THE  WORLD 

If  Latest  News  Letters  from  Staff  and  Special  Correspondents  in  the  Countries 
of  Production  and  the  Leading  Foreign  and  Domestic  Trade  Centres. 


OUR  LONDON  LETTER 


The  Latest  News  from  Mincing  Lane  and  the 
Continental  Trades  Centers 


Office  of  The  Tea  and  Coffee  Trade  Journal, 
Goschen  Buildings,  Henrietta  Street 

London,  April  25,  1916. 

*^EA  escaped  any  fresh  taxation  in  the  latest 
^ Budget  night  in  the  House  of  Commons,  but 
sugar,  coffee  and  cocoa  came  in  for  it.  The  rate- 
on  cocoa  was  increased  from  3 cents  to  12  cents 
per  pound,  and  that  on  coffee  and  chicory  from  6 
to  12  cents  per  pound.  The  total  estimated  yield 
is  $8,250,000  for  cocoa  and  $1,750,000  for  coffee 
and  chicory.  On  these  two  items  forestalments 
will  reduce  the  return  in  the  current  year  by  about 
$1,750,000.  Chancellor  of  the  Exchequer  McKenna 
mentioned,  in  bringing  forward  these  duties,  that 
they  had  been  increased  in  order  to  make  the 
charge  upon  the  products  bear  a better  relation  to 
the  present  charge  on  tea. 

The  tax  on  cocoa  is  on  the  cocoa  bean,  which, 
therefore,  means  the  equivalent  of  12  cents  per 
pound  on  cocoa  powder.  The  import  duty  on 
cocoa  will  be  16  cents  per  pound  instead  of  4 
cents,  one  leading  cocoa-selling  retail  firm  here 
announcing  that  it  would,  in  future,  sell  one  pound 
of  cocoa  powder  at  52  cents  instead  of  40  cents, 
thus  passing  on  the  whole  tax  to  the  public.  Gen- 
erally, the  whole  of  the  new  taxes  in  the  Budget 
have  been  based  mainly  on  Continental  models, 
and  show  very  little  originality.  Sugar  has  to 
bear  an  additional  duty  of  t cent  per  pound. 

In  Mincing  Lane  the  tea  dealers  expect  to  get  a 
little  of  their  own  back  now  at  the-  expense  of 
coffee  and  cocoa.  The  increased  prices  of  these 
latter  articles  consequent  upon  the  new  duty  will 
certainly  swing  some  trade  hack  to  tea. 

Public  Will  Resent  Duty  Speculation 
Owing  to  duty  siieculation  the  amount  of  tea 
entered  for  home  consumption  this  year  was  much 


higher  than  usual.  I hear  that  upwards  of  20,- 
000,000  pounds  of  tea  were-  recently  cleared  from 
bond  in  excess  of  normal  requirements.  Usually 
nobody  finds  much  fault  with  the  action  of  firms 
who  indulge  in  a more  or  less  intelligent  antici- 
pation of  what  is  coming  along  in  the  Budget ; 
but  these  are  not  ordinary  times,  and  the  duty 
speculator  this  year  has  been  getting  it  thick,  not 
only  from  all  the  ordinary  attacking  forces  but 
from  his  own  friends  in  his  own  press.  Should 
there  be  any  attempt  to  clear  out  stuff  in  view  of 
the  extra  duty  next  July,  the-  gentlemen  who  try 
it  on  must  expect  a scarifying  that  will  leave  a 
mark. 

Since  the  Budget  was  announced,  deliveries  of 
tea  have  fallen  much  below  the  average.  The 
market  is  a very  nervous  one,  however,  and  the 
reason  is  not  clear. 

How  Tea  Shortage  Has  Affected  the  Market 

Despite  difficulties  of  shipment  and  occasional 
loss  the  amount  of  tea  that  has  reached  here 
safely  is  very  large.  However,  losses  have  helped 
to  diminish  available  supplies  and  have  influenced 
the  market  rather  erratically.  The  present  out- 
look may  appear  favorable  from  the  sellers’  point 
of  view,  hut,  as  one  expert  authority  here  points 
out,  we  must  not  lose  sight  of  the  fact  that  the 
number  of  official  invoices  of  the  Indian  crop  so 
far  sold  is  very  much  less  than  last  season — forty, 
against  162  last  year.  Ceylon  tea  has  been  in 
short  supply  this  year  owing  to  severe  drought  in 
the  island,  hut  rains  have  lately  fallen  and  greatly 
helped  prospects.  The  drought  is  also  reported 
in  Java. 

Sensational  juinps  have  recently  been  recorded 
in  the  prices  of  British-grown  and  Java  teas,  and 
these  raises  are  said  to  have  made  some  of  the 
big  blenders  look  into  the  supplies  and  price  of 
low-priced  China  kinds.  The  result  appears  to 
have  been  the  taking  up  of  several  thousand  half- 
chests  of  common  Monings  and  dusts,  thus  leav- 
ing the  market  very  hare  of  any  common  leaf 
tea  up  to  16  cents,  and,  in  fact,  a still  greater 
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FOR  JAVA  TEAS 
OF  DIRECT  IMPORT 

WRITE  TO 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 

OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET,  LONDON,  E.  C. 


SUMATRA  COFFEE 


The  stock  of  Sumatra  Coffee  in  New 
York  is  running  low.  We  still  have  a 
few  sailing  vessel  and  steamer  lots  to 
offer. 


EPPENS,  SMITH  COMPANY 

Washington  and  Warren  Streets  Also  124  Front  Street 

NEW  YORK 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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scarcity  of  fair  grade  up  to  20  cents.  Whether 
this  common  tea  is  being  bought  for  immediate 
use  or  as  a hedge,  is  douljtful,  l)ut  it  has  cer- 
tainly gone  into  hands  that  can  use  it,  and  not 
for  speculation  only.  Generally  the  market  de- 
mand for  China  tea  is  very  small,  although  Lon- 
don is  notv  the  market  for  the  world  for  this 
beverage,  barring  direct  shipments. 

Demand  for  India,  Ceylon  and  Java  Teas 

Indian  tea  prices  have  lately  shown  a general 
advance  of  from  i to  2 cents  per  pound.  At  one 
time  the  market  was  quite  excited  and  animated 
at  auctions.  Ceylon  teas  are  also  about  the  same 
figures  dearer,  and  an  unusually  strong  demand 
is  presenting  itself,  the  finer  liquoring  teas  com- 
ing in  for  special  attention.  Java  teas  have  also 
l)een  in  very  good  demand  of  late  at  rises  equal 
to  India  and  Ceylon. 

Smaller  Coffee  Supplies  Anticipated 

The  coffee  position  is  not  very  striking.  Mod- 
erate supplies  are  being  put  forward  at  the  va- 
rious sales,  and  are  well  competed  for  at  steady 
prices.  There  is  no  expectation  that  values  will 
re-cede,  because  it  is  clear  that  supplies  from  the 
producing  countries,  anyway,  so  far  as  fine  de- 
scriptions are  concerned,  must  be  smaller  than 
usual.  Although  total  stocks  in  this  country  are 
heavy  the.  proportion  of  fine  coffee  is  small.  The 
terminal  market  is  also  reported  to  be  firmer,  with 
total  visible  supplies  at  8,934,000  bags,  against 
9^665.000  bags  last  year  and  12,617,000  bags  in  1914. 
Brazilian  receipts  since  July  i,  I hear,  are  13,770,- 
000  bags,  against  11,495,000  bags  for  the  cor- 
responding period  of  last  year.  There  is  no 
change  in  the  chicory  market. 

Comment  on  the  Increased  Duties 

With  reference  to  the  proposed  increased  duties 
on  sugar,  coffee,  cocoa  and  chicory,  a leading 
member  of  the  wholesale  trade  informed  your 
correspondent  that  in  his  opinion  the  proposals 
were  very  reasonable.  He  thought  that,  generally, 
it  would  be  held  that  the  best  articles  had  been 
selected  to  bear  the  increases,  and  the  best  article 
to  be  left  alone — tea — was  not  to  be  interfered 
with.  The  tea  industry  was  of  vital  interest  to 
India  and  other  parts  of  the  Empire,  one  of  the 
most  important  considerations  being  the  large 
number  of  British  subjects  it  employed  in  their 
native  lands. 

Commenting  on  the  rise  in  duty  on  coffee,  a 
London  city  merchant  stated  that  the  price  was  so 
well  defined  throughout  the  country — the  figure 
being  40  cents  and  44  cents  per  pound — that  prob- 
ably no  attempt  would  be  made  by  the  grocer  to 


alter  it.  What  he  would  probably  do  would  be 
to  lower  the  quality  in  order  to  retain  the  stand- 
ard price.  The  present  increase  in  the  duty  was 
a record  one.  At  the  beginning  of  the  war  it  was 
$3-50  per  112  pounds  on  raw  coffee.  That  was 
increased  by  the  last  Budget  to  $5.25,  and  had 
now  been  raised  to  $14.  Thomas  Reece. 


FAR  EASTERN  TEA  PROBLEM 


Very  Little  Green  Tea  on  the  Market  and  Cost  Has 
Doubled  in  Three  Months — Impossible  to  Predict 
Prices,  Though  Weakness  is  Expected  to 
Follow 


[from  a staff  correspondent] 

Petrograd,  Feb.  29,  1916. 

A N interesting  advice  from  the  Chobdo-Ulyasi- 
taisky  (Far  East)  district  states  that  at  pres- 
ent, thanks  to  the  mobilization  movement  in  the 
locality,  very  few  Russians  have  been  left,  and 
the  usual  business  done  in  the  winter  time  in 
Russian  goods  is  dying  down.  Certain  raw  ma- 
terials are  being  bought  and  high  prices  being 
paid.  At  the  present  moment  on  the  market  there 
is  very  little  green  tea,  and  in  a short  period  (in 
three  months)  it  has  risen  from  27r.  ($13.50)  per 
chest  to  54r.  ($27)  per  chest;  that  is,  instead  of 
ir.  (50  cents)  per  brick  it  is  now  2r.  ($1). 

No  one-  can  tell  on  the  market  what  is  to  be  the 
course  of  tea  prices.  There  is  reason  to  believe 
that  weakness,  however,  will  follow.  Owing  to 
the  appearance  of  brigand  bands  on  the  Kalgan- 
Urgin  road,  the  transport  of  tea  and  other  goods 
from  China  has  for  a time  been  stopped,  and  thi<? 
fact  has  lent  considerable  assistance  to  the  upward 
movements  in  prices.  At  present  they  have  begun 
to  bring  China  tea,  etc.,  from  Urga. 

Tea  Trade  Conditions  in- Ulyasitai 
There  are  no  stocks  of  tea  left  with  the  large 
Russian  firms  of  Ulyasitai.  The  correspondent 
says  that  there  is  a strong  desire  for  the  tea 
dealers  there  to  begin  again  importing  large  quan- 
tities of  green  tea  through  Dalny-Vostok  by  rail 
from  Kyachta.  The  result  would  certainly  be  a 
lowering  of  the  price  of-  tea  in  Ulyasitai,  and 
would  strengthen  the  exchange  value  of  the 
rouble.  When  at  Ulyasitai  earlier  in  December 
the  price  was  47r.  ($23.50)  per  chest  of  27  bricks, 
Bogau  in  Kyachta  offered  45  bricks  at  5ir. 
($25.50),  Russian  pressed;  but  chests  of  45  bricks 
cost  lor.  ($5)  to  carry  from  Kyachta  to  Ulyasitai. 
The  difference  is  40  copecks  (20  cents)  per  brick. 
If  Bogau  did  not  raise  his  prices  then  the  dif- 
ference would  be  65c.  (32^2  cents)  per  brick. 
Probaldy,  however,  Bogau  is  not  selling  at  this 
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Tea,  Coffee,  Spice, 

Baking  Powder 


Cans 


Tin  or  Composite  (Fibre  body 
and  Tin  ends) 


Plain  or  Decorated 


The  most  complete  line  in  the  world 


American  Can  Company 

New  York  Chicago  San  Francisco 

Local  offices  in  all  large  cities 
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rate  for  a satisfactory  reason.  “Consequently,  in 
Ulyasitai  tlic'  price  of  tea  is  not  steady,  l)iit  rather 
artilicial.  In  order  to  struggle  with  it  wc  must 
have  importations  of  tea  through  Russia.” 

Volga. 


THE  INDIAN  TEA  TRADE 

Large  Increase  in  Shipments  to  Russia,  Persia  and 

America — Native  Indians  to  be  Taught  How  to 
Use  the  Beverage 

[from  a staff  CORRESPONDEtSiT] 

Calcutta^  March  i,  1916. 

A T the  moment  the  Tea  Cess  are  giving  con- 
siderable  attention  to  the  possibilities  of 
increased  te-a  consumption  in  India,  where,  with  a 
population  running  up  to  300,000,000  or  more 
the  consumption  of  tea  is  but  in  its  infancy.  This 
is  not  because  the  native  does  not  like  tea,  for 
they  nearly  all  take  to  it  when  once  they  have 
drunk  it.  Hitherto  the  difficulty  has  been 
lack  of  facilities  to  get  it,  but  the  Tea  Cess  are- 
now  helping  the  natives  to  open  tea  shops  where 
the  tea  can  be  had  (liquid)  at  a pice  per  cup,  and 
this  will  undoubtedly  increase  consumption  in 
time. 

With  practically  all  Europe  at  war,  the  expen- 
diture of  Cess  funds  for  furthering  tea  con- 
sumption on  the  Continent  is  naturally  in  abey- 
ance, but  the  commissariat  of  every  army  includes 
“tea,”  which,  when  peace  eventually  comes,  will 
insure  a great  increase  in  consumers,  because 
millions  of  men  will  have  grown  accustomed  to 
a drink  that  they  had  never  tried  before,  and 
the  days  of  “alcohol,’  as  the  world’s  premier 
liquid  refreshment  in  some  form  or  other  are 
gone  for  generations.  There  is  significance  in 
these  figures  of  Indian  tea  exports  since  April 
last : 

Season  1915-16  Season  1914-15 
Pounds  Pounds 

America  12,403,941  8,255,543 

Russia  46,000,000  23,760,000 

Bombay  and  Persia 16,000,000  7,837,688 

The  Russian  increase  is,  of  course,  largely  due 
to  the  outbreak  of  the  war  in  1914  having  stopped 
all  Russian  buying  for  three  solid  months,  but 
even  so  the  difficulties  that  these  Moscow  opera- 
tors have-  had  to  contend  with  in  the  way  of 
finance  have  been  enormous,  from  which  I con- 
clude that  under  normal  financial  conditions  there 
will  be  a great  increase  in  Russian  demand. 

Persia  Paying  Fancy  Prices  for  Pekoes 

The  Persian  and  Bombay  figures  are  extra- 
ordinary, and  they  cannot  be  dismissed  by  at- 
tributing the  increase  to  solely  military  require- 
ments up  the  Persian  Gulf,  due  to  the  war.  There 


has  throughout  this  season  been  a truly  wonder- 
ful market  for  tippy  Orange  Pekoe-s  and  well-made 
Pekoes  for  Persia,  and  even  now  at  the  end  of  the 
season  the  demand  is  as  great  as  ever,  and  fancy 
prices  are  being  paid  for  tippy  Orange  Pekoes. 
It  is,  I think,  fairly  obvious  that  high-priced  tea 
of  this  description  is  not  being  bought  for  mili- 
tary purposes.  Where  it  eventually  goes  is  some- 
what of  a mystery,  but  there  are  various  possi- 
bilities. One  is  that  owing  to  the  war  breaking 
out  in  1914  shipments  of  tea  up  the  Gulf  ceased 
for  several  months,  and,  therefore,  stocks  in 
Persia,  Asia  Minor,  Turkestan  and  Mesopotamia 
were  run  down  to  practically  nothing  by  June, 
1915.  Southern  Russia  must  also  have  been  un- 
a1)le  to  get  any  supplies,  as,  knowing  the  Russian 
railways,  I imagine  that  not  much  rolling  stock 
was  left  for  other  than  purely  military  purposes 
when  war  broke  out.  Then,  too,  the  scarcity  of 
freight  from  everywhere  has  compelled  buyers 
up  the  Persian  Gulf  to  rely  entirely  on  India  for 
tea,  instead  of  also  buying  from  Ceylon,  China 
and  Java.  The  ill-wind  has  wafted  the  trade  our 
way,  and  it  looks  as  if  India  will  see  a permanent 
increase  in  demand  from  this  quarter. 

How  to  account  for  America  having  taken 
some  4,000,000  pounds  more  tea  to  date  this 
season  than  last  I know  not,  unless  it  be-  that  the 
people  of  North  America  are  beginning  to  see 
what  the  rest  of  the  world  is  also  rapidly  discov- 
ering, viz. : that  there  is  no  drink  like  it ! I know 
that  the  bulk  of  the  increase  referred  to  in 
direct  shipments  from  India  to  America  has  gone 
to  Canada  and  not  to  the  United  States,  so  per- 
haps Canadian  military  requirements  may  explain 
the-  increase,  but  knowing  that  some  of  the  largest 
Canadian  tea  importers  are  doing  much  of  their 
trade  “over  the  border”  it  is  possible  that  the 
U.  S.  A.  is  drinking  more  of  our  tea.  S.  K.  R. 


CAMEROON  COCOA  IN  LONDON 


First  Cargo  Reaches  England  from  the  Conquered 
German  Colony  in  West  Africa 

London,  March  29,  1916. 

IN  connection  with  the  arrival  in  this  country 
of  the  first  cargo  of  cocoa  from  the  conquered 
colony  of  the  Cameroons,  a statement  that  the 
German  Cameroons  was  the  first  colony  in  West 
Africa  to  produce  cultivated  cocoa  has  received 
considerable  publicity.  The  statement  is,  as  a 
matter  of  fact,  incorrect.  Germany  did  not  ac- 
quire the  Cameroons  till  1884,  and  five  years  jire- 
vious  to  that  date  the  cultivation  of  cocoa  had 
begun  in  the  British  colony  of  the  Gold  Coast. 
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'WHAT  EXPERIENCE  HAVE  YOU  HAD?  ” 


Isn’t  that  a most  important  question? 

Have  you  asked  it  of  yourself? 

Can  you  confidently  answer  that  you  are  experienced  enough 
to  determine  you  are  using  or  considering  the  BEST  packaging 
methods? 

You  can’t  do  so.  Unless,  you  INVESTIGATE  carefully  “all” 
claims  for  automatic  weighing  machines  and  when  we  say 
“all,”  we  assume  and  welcome  comparison. 

A “Scott”  Automatic  Net  Weigher  and  Auxiliary  Packaging 
Equipment,  combined  with  our  facilities  for  service,  means  far 
more  than  ordinary  use  of  a weighing  machine. 

Automatic  Weighing  and  Packaging  of  nearly  “all”  dry 
materials  handled  at  LOWEST  COST  with  MAXIMUM 
EFFCIENCY.  Let  us  prove  it  to  you  through  FREE  TRIAL 
WITHOUT  OBLIGATION. 

NATIONAL  PACKAGING  MACHINERY  COMPANY 

172-186  Green  Street  Jamaica  Plain,  Boston,  Mass. 


Straining  Your 
Imagination 
At  Your  Own 
Expense 

Value  that  can’t  be  shown  and 
proved,  but  has  to  be  imagined  is 
a delusion.  You  can  see  physical 
value  equal  to  the  price  in  COLES’ 
ELECTRIC  MILLS  AND  CHOPPERS. 
You  don’t  have  to  stretch  and 
strain  your  imagination  to  re- 
alize that  they  lack  nothing  in 
appearance  or  performance. 

Our  New  Catalog  913-T  shows 
the  full  line 

Your  Grandfathers  used  our  hand  mills  and 
we  still  make  them 

Coles 

Manufacturing  Co. 

23d  &Tnrner  Sts.,  Philadelphia,  Pa. 
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The  cocoa  industry  of  the  Gold  Coast  was 
founded  in  1879  a native  of  Accra,  who 
brought  some  cocoa  plants  and  pods  from  the 
Spanish  African  island  Fernando  Po,  made  a 
small  plantation,  and  four  years  later  sold  the 
cocoa  pods  in  the  neighboring  villages. 

Gold  Coast  Leads  in  Cocoa  Production 
The  first  shipment  of  Gold  Coast  cocoa,  con- 
sisting of  80  pounds,  was  made  in  1891  to  the 
United  Kingdom.  From  the  first  the  Gold  Coast 
Government  gave  practical  encouragement  to  the 
development  of  the  industry,  and  as  early  as  1894 
the  Curator  of  the  first  botanical  station  in  the 
colony  was  giving  instruction  .to  the  native 
planters  in  the  proper  method  of  curing. 

In  1905  the  advice  of  the  Imperial  Institute 
with  regard  to  the  preparation  and  marketing  of 
Gold  Coast  cocoa  was  obtained,  and  the  scientific 
knowledge  thus  brought  to  bear,  combined  with 
the  strong  interest  of  the  Gold  Coast  Government 
in  the  industry,  led  immediately  to  an  enormous 
and  continuous  increase  in  the  cultivation  and 
export,  which  has  had  no  parallel  elsewhere. 

Last  year  (1915),  indeed,  the  export  of  cocoa 
from  the  Gold  Coast  reached  a total  value  of 
^3>65i>34I>  an  increase  in  value  of  £1,457,592  over 
the  figures  for  the  previous  year.  •’ 

The  Gold  Coast  is  now  the  most  important 
cocoa-producing  country  in  the  world.  G.  T. 


SAN  FRANCISCO  LETTER 


News  of  the  Trade  on  the  Pacific  Coast  Gathered 
by  Our  Own  Correspondent 


A San  Francisco,  April  29,  1916. 

The  general  business  activity  noted  earlier  in 
the  season  is  well  maintained.  Some  of  the 
local  restaurant  trade  fell  off  a little  after  the 
Exposition,  but  is  now  picking  up  again,,  while 
shipments  to  Alaska  and  to  outside  points  where 
men  are  getting  to  work  have  been  exceptionally 
large,  and  there  is  no  curtailment  in  sight.  In 
fact,  it  looks  as  if  the  trade  o.ver  the  entire  Pacific 
Coast  is  starting  on  a period  of  great  expansion. _ 
Aside  from  the  trade  in  this  immediate  vicinity, 
the  shipping  business  in  coffee,  due  to  more  fa- 
vorable freight  rates,  is  assuming  large  propor- 
tions. Arrivals  last  month  were  about  twice  as 
large  as  for  the  corresponding  period  last  year, 
but  until  recently  the  coffee  has  gone  out  almost 
as  fast  as  it  arrived,  and  is  still  moving  well.  The 
largest  West  Coast  shipment  in  many  years  ar- 
rived April  20  on  the  Peru.  The  Pacific  Mail  ser- 
vice is  improving,  and  the  company  has  just  sent 
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a fast  launch  and  two  coffee  lighters  to  hasten 
loading  at  Guatemala. 

News  Notes 

The  last  crowd  of  tea  buyers  for  Japan  passed 
through  here  a couple  of  weeks  ago. — Geo.  W. 
Caswell  returned  from  the  East  early  in  April. — 
The  Kona  coffee  crop  will  be  much  larger  than 
last  year,  the  trees  having  recovered  from  the 
blight,  and  show  a fine  set  of  berries. — McCarron, 
the  Oakland  tea  and  coffee  dealer,  is  now  well 
settled  in  his  new  quarters  at  Thirty-fourth  and 
Chestnut  streets,  where  he  has  a complete  and 
well-arranged  manufacturing  department,  having 
installed  a new  coffee  sifting  and  chaffing  ma- 
chine.— The  Monarch  Coffee  Company,  Fifth  and 
Clay  streets,  Oakland,  has  been  making  a number 
of  improvements  in  its  establishment. — M.  Brand- 
enstein,  of  M.  J.  Brandenstein  & Co.,  has  just  re- 
turned from  his  Eastern  trip. — R.  Hills,  of  Hills 
Bros.,  is  back  from  the  East. — E.  H.  O’Brien,  of 
C.  E.  Bickford  & Co.,  has  just  left  for  the  East, 
after  spending  about  three  weeks  at  his  local 
office. — The  California  Cafe,  on  Powell  street, 
operating  a chain  of  restaurants,  has  put  in  a No. 
5 Royal  roaster  and  double  mill  in  its  window, 
which  is  drawing  a great  deal  of  attention,  be- 
sides turning  out  coffee  for  the  company’s  estab- 
lishment.— The  Progress  Importing  Company, 
starting  in  the  tea  and  coffee  business  at  Sacra- 
mento, is  putting  in  a complete’  Royal  outfit. — 
M.  C.  Dunne,  a tea  and  coffee  dealer,  Spokane, 
Wash.,  died  recently.^ — Rudolph  Schilling,  of  A. 
Schilling  & Co.,  has  been  making  a motor  trip 
through  Southern  California. — J.  A.  Folger  has 
closed'  his  local  home  and  gone  to  his  country 
place  at  Woodside  for  the  summer. — The  largest 
pepper  shipment  in  several  years  arrived  here 
April  16  on  the  Kaimoren.—A  new  Dutch  com- 
pany is  starting  a regular  line  of  steamers  be- 
tween San  Francisco  and  Java. — Plans  have  been 
completed  and  bids  are  being  taken  for  a Class  A 
office  building  and  power  house  for  the  big  choco- 
late plant  of  "D.  Ghirardelli  & Co.  at  Beach  and 
Polk  streets. — The  R.  E;  Cochran  • Company  is 
now  getting  out  baking  powder  under  its  own 
brand,  and  has  added  a new  baking  powder  ma- 
chine, It  is  also  putting  up  its  best  coffee  in 
lithographed  vacuum  cans,  and  is  covering  both 
the  local  and  country  trade  with  automobiles. — 
John  A.  Lombard,  a local  coffee  jobber,  has  a new 
auto  that  is  quite  an  advertisement  in  itself.  In 
color  it  is  sui  generis — lemon  yellow  is  about  as 
near  as  one  could  describe  it,  G.  P.  M, 


Ecuador  sold  $30,096,613  worth  of  cocoa  to  the 
United  States  in  1915. 
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IRWIN-HARRISONS  & CROSFIELD,  Inc. 

Importers  and  Jobbers  of  Teas 

PHILADELPHIA  NEW  YORK  BOSTON  CHICAGO 

50  So.  Front  St.  96  Wall  St.  144  State  St.  183  N.  Wabash  Ave. 

London  Colombo  Calcutta  Batavia  Shanghai  Hankow  Foochow 

Shidzuoka  Daitotei 


COFFEE  MILL 


ONE  POUND 
“Sanitary” 
Glass  Canister 
Mill 

Bach  Mill  is  packed 
separately  in  a corrugated 
cardboard  carton  (in  ex- 
celsior) convenien  hD  r 
shipping,  handlingt 
and  re-shipping  by 
Parcel  Post,  with- 
out extra  packing. 

One  Dozen  Mills 
to  Case 

Write  for  Special  Prices 
and  our  “PREMIUM 
SUGGESTION”  Catalog. 

STEINFELD  BROS. 

116  W.  32nd  Street 
New  York 

“Pioneers  in  Premium 
Specialties" 


No.  11 


ALL  DIRECT  TO 
WOMEN  SALES 

We  sell  tea,  coffee,  cocoa  and  allied 
grocery  products  with 

MOTION  PICTURES  AND 
DEMONSTRATORS 

This  Work  is  most  unique;  we  have  a 
circuit  at  the  present  time  of  more  than  35 
pure  food  exhibitions.  We  go  direct  to 
12,000,000  women. 

We  supply  films  on  tea,  coffee,  cocoa, 
cocoanut  cultivation. 

Write  us  for  additional  Information  on 
this  combination  plan  of  ACTUAL  SELL- 
ING. Costs  are  so  low  that  the  smallest 
packer  can  take  advantage  of  it. 

STANDARD  NEWSFILM,  Inc. 

706  Times  Bldg.  New  York  City 
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BRAUNLING  COFFEE  COM  RAN  Y 

Importers  ancl  ^Jobbers  Specialists  In  Bourbons 

132  FRONT  STREET  NEW  YORK 

Members  of  the  Coffee  Exchange  of  the  City  of  New  York 
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NEW  ORLEANS  LETTER 


News  of  the  Trade  in  the  “Logical  Port/’  Gathered 
by  Our  Own  Correspondent 

New  Orleans,  May  i,  1916. 

A FAIR  volume  of  trade  in  the  local  market 
for  green  coffees  has  been  noted  during  the 
past  month.  Supplies  have  been  more  than  ample 
for  all  purposes  and  peculiarly  well  assorted,  due 
to  the  arrival  of  three  cargoes  aggregating  216,813 
bags  since  the  date  of  my  last  letter,  at  which  time 
stocks  on  hand  footed  up  222,181  bags.  These 
attractive  offerings  had  the  effect  of  drawing  out 
buyers,  so  that  the  movement  out  of  stock  has 
been  upon  a more  than  usually  liberal  scale. 

Lack  of  Tonnage  Now  a Serious  Problem 
Though  stocks  held  here  are  presently  ample, 
the  trade  is  seeing  trouble  ahead  because  of  the 
increasing  scarcity  of  tonnage  available  between 
Brazil  and  this  country.  Indeed,  except  for  one 
cargo  of  36,000  bags  now  afloat  for  this  port  on 
the  steamship  Mercury^  which  cleared  for  New 
Orleans  on  April  ii,  there  is  nothing  in  sight  with 
which  to  replenish  local  stocks.  Apart  from  the 
fact  that  freights  and  insurance  have  soared,  until 
prices  at  this  end  of  the  line  have  been  forced 
entirely  out  of  parity  with  those  ruling  in  the 
Brazilian  market,  there  are  now  no  bottoms  avail- 
able, and  it  is  very  generally  conceded  that  the 
Mercury’s  cargo  will  be  the  last  to  clear  for  this 
port  for  some  time  to  come. 

Roasters  Working  to  Capacity  Limit 
Roasters  continue  to  enjoy  an  excellent  business, 
with  the  movement  largely  in  the  higher  grade 
package  goods.  Most  of  them  appear  to  be  work- 
ing to  capacity  limit,  and  report  the  constant  open- 
ing up  of  new  fields  of  distribution  as  vvell  as  an 
increased  demand  from  immediately  con4;iguous 
territory. 

Ceylon  and  India  Tea  Most  in  Demand 
A feature  worth  mentioning  in  connection  with 
the  Southern  tea  trade  has  been,  latterly,  the 
gradual  drift  in  the  demand  toward  Ceylon  and 
India  grades.  Almost  without  ostensible  reason 
there  has  developed  an  added  interest  in  that 
quarter,  and  the  purchasing  element  is  now  al- 
most neglectful  of  Chinese  and  Japanese  offer- 
ings. There  has  been  on  the  whole,  however,  a 
very  good  business  doing,  thanks  to  the  fact  that 
wanted  styles  have  been  in  adequate  supply,  with 
a good  assortment,  up  to  the  present  time.  The 
stocks  are  small,  however,  with  nothing  coming 
in,  and  indications  point  strongly  to  a condition 


of  serious  depletion  by  the  end  of  the  current 
season.  Prices  have  held  firmly  at  a moderately 
high  level. 

Small  Stock  of  Spices  on  Hand 
The  market  on  crude  spices  continues  in  an 
upset  condition.  Values  are  ruling  irregularly 
high,  and  although  there  is  a moderately  good 
assortment  in  the  hands  of  local  importers,  the 
stocks  held  here  are  small  and  there  is  a poor 
outlook  for  early  replenishments. 

In  our  letter  last  month  it  was  an  error  to 
state  that  the  Importers  Coffee  Company  was  an 
offshoot  of  the  late  firm  of  Smith  Bros.  Company; 
the  two  concerns  have  not  been  connected  in  any 
way.  Jas.  J.  Lea. 


THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  and  Coffee 
Trade  Journal** 

Office  of  The  Tea  and  Coffee  Trade  Journal 
New  York,  May  i,  1916. 

The  usual  dullness  noticeable  in  the  trade 
around  the  Easter  season  struck  the  market 
in  full  force,  so  that  business  during  the  month 
has  been  particularly  quiet.  The  visible  supply  is 
only  slightly  less  than  a year  ago  and  crop  pre- 
dictions for  the  fall  are  very  favorable. 

There  is  a very  firm  undertone  so  far  as  Brazil 
coffees  are  concerned,  and  the  holders  at  the 
primary  ports  are  apparently  not  at  all  nervous. 
Freight  rates,  fortunately,  have  reacted  from  the 
high  point,  which  will  tend  to  increase  the  volume 
of  cost  and  freight.  No  concession  is  being  made 
in  quotations  covering  spot  supplies,  as  Brazil 
coffees  held  in  this  country  cannot  be  replaced 
excepting  at  a higher  cost. 

May  Reduce  Prices  to  Turn  Mild  Coffees 
Mild  coffees  are  quiet  but  very  steady.  Ap- 
parently, there  is  not  a very  large  supply  of  low 
grades,  and  full  prices  are  being  paid  at  present 
for  high-grade  marks.  In  this  connection  it 
should  be  noted  that  warehouse  stocks  are  in- 
creasing, and  should  the  dull  spot  in  the  trade 
continue  for  any  length  of  time  it  is  quite  likely 
that  prices  will  be  reduced  in  order  to  turn  mer- 
chandise. Coffees  from  the  Dutch  East  Indies 
are  higher.  Java'  coffees  are  practically  off  of 
the  market,  and  as  there  are  no  shipments  of 
Sumatras  coming  forward  jobbers  are  fixing 
their  own  values  covering  the  light  supplies  in  the 
warehouses. 

Indications  Point  to  Higher  Tea  Prices 
The  tea  market  has  been  dull,  and  as  supplies 
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PREPAREDNESS 

in 

LITHOGRAPHED 

Coffee 
ans 


AT  THE  COST  OF  PLAIN  TIN  CANS  PAPER- 
LABELED. 

Fortify  yourself  with  OUR  Quotations 
WE  SPECIALIZE  in  LITHOGRAPHED  Tin  Cans. 
OUR  system  of  production  has  attained  the  height 
of  PERFECTION  where  OUR  PRICES  FOR 
LITHOGRAPHED  tin  Cans  are  on  a Par  with  plain 
Cans. 

WE  MEET  ANY  LEGITIMATE  COMPETITION 
ANYWHERE. 

With  our  staff  of  ARTISTS,  we  are  in  a position  to 
furnish  DESIGNS,  to  meet  any  demand— ORIGI- 
NAL, UNIQUE.  ARTISTIC. 

We  make  NO  CHARGE  for  Plates 

For  quick  ACTION  in  quotations  STATE  SIZES, 

and  QUANTITIES.  Samples  upon  request. 


New  Orleans  Can  Co. 

Makers  of  LITHOGRAPHED  and  PLAIN  TIN 
CANS  and  PAILS  of  the  BETTER  KIND  for  the 
COFFEE  TRADE 

NEW  ORLEANS  U.  S.  A. 


Harry  C.  Danaher 

Coffee 

Commission 

New  Orleans,  La. 

Member  New  Orleans  Board  of  Trade 


Chas.  Dittmann  F.  V.  Allain  Chas.  S.  Dittmann  Jr. 
Member  N.  Y.  Coffee  Ezchansre 

CHARLES  DITTMANN  CO. 

Coffee  Commission 

New  Orleans — 501  Gravier  St.,  P.  O.  Box  747 
Chicago,  326  River  St.,  Rooms,  203-204 
AGENTS  FOR: 

Messrs.  Ed.  Johnston  Son  & Co.,  London 
Messrs.  E.  Johnston  & Co.,  Ltd.,  Santos 
Messrs.  Atlas  Coffee  Co.,  Ltd.,  Rio-de-Janeiro 
Messrs.  Norton  Megaw  & Co.,  Ltd.,  London 
Messrs.  Norton  Megaw  & Co.,  Ltd.,  Rio-de-Janeiro 
Messrs.  Arbuthnot,  Latham  & Co.,  Bankers,  London 
Messrs.  Fred’k.  Huth  & Co.,  Bankers,  London 
U.  S.  Branch  of  Thames  & Mersey  Marine  Insurance 
Co.  Ltd.,  of  London  & Manchester 
London  Assurance  Corporation  (Fire  Insurance) 
Commercial  Cetters  of  Credit  Issued 
Our  spot  department  makes  a specialty  of  selecting 
and  purchasing  coffees  for  the  interior  trade. 


What  are\bur 

COCOA 

PROFITS 

Small  or  Large? 


WHY  sell  cocoa  at  a very 
small  profit  when  you 
can  sell  one  that  will  allow  you 
a bigger  slice  of  every  dollar 
you  take  in.f^ 

We  will  put  up  under  your  own 
label  a cocoa  you  can  recommend 
to  your  best  customers.  Then 
every  can  you  sell  not  only  gives 
you  more  profit,  but  also  adver- 
tises your  store. 

Write  for  samples,  prices  and 
assortment  of  labels. 

PENNSYLVANIA  CHOCOLATE 
COMPANY  Pittsburgh,  U.  S.  A. 

Branch  Offices; — Philadelphia,  Chicago, 

New  York,  Cleveland,  St.  Louis 


% 


VANILLA 

BEANS 


THURSTON  & BRAIDICH 

128  WILLIAM  STREET 
NEW  YORK 
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in  first  hands  are  very  small  no  great  amount  of 
activity  is  to  be  expected.  Jobbers  are,  ap- 
parently, indifferent,  excepting  where  full  prices 
are  offered,  and  the  general  tendency  covering  all 
lines  is  toward  higher  values.  There  is  a disposi- 
tion to  wait  the  opening  of  the  foreign  markets, 
which  will  occur  very  shortly.  It  is  expected  that 
prices  will  rule  higher  than  a year  ago. 

The  disturbance  taking  place  in  China  has  in- 
volved portions  of  the  Congou  and  green  tea  dis- 
tricts, and  may  affect  the  production  of  tea  for 
the  coming  year.  There  is  not  very  much  likeli- 
hood of  a lower  market,  at  least  for  the  present. 

Pepper  and  Cassia  Arrivals  Ease  Prices 

The  spice  market  has  quieted  down,  as  is 
usually  the  case  at  this  time  of  the  year,  but 
there  is  still  a very  fair  volume  of  business  being 
done.  There  is  still  great  difficulty  in  securing 
supplies  from  abroad,  although  the  arrivals  of 
pepper  and  cassia  have  been  larger.  In  conse- 
quence the  prices  of  these  supplies  have  been 
somewhat  easier. 

Pepper — Quotations  abroad  are  high,  but  prices 
for  spot  supplies  are  a little  low  and  demand  very 
good. 

Cloves — Slightly  higher  prices  are  noted,  with 
the  market  abroad  firm.  Demand  from  now  on 
is  expected  to  be  particularly  good. 

Cassias — All  grades  are  slightly  easier,  as 
larger  importations  arrived  recently.  The  situa- 
tion in  China  is  unsettled  and,  therefore,  the  mar- 
ket uncertain. 

Pimento — The  market  unchanged,  with  the 
tendency  toward  lower  quotations. 

Mace — Spot  supplies  are  scarce.  Demand  has 
been  moderate  and  prices  rule  steady. 

Nutmegs — Demand  for  this  spice  has  been  par- 
ticularly good.  Prices  rule  very  much  higher 
than  was  the  case  a few  months  ago,  and  they  are 
likely  to  remain  fairly  steady  during  the  summer 
months. 


COCOA  IN  THE  UNITED  STATES 
One-fourth  of  all  the  cocoa  produced  in  the 
world  finds  its  way  to  the  United  States.  Imports 
show  that  the  approximate  per  capita  consump- 
tion in  this  country  is  one  and  two-thirds  pounds. 
The  Dominican  Republic  leads  all  countries  as  a 
seller  of  cocoa  to  the  United  States. 


INFORMATION  FOR  BUYERS 


Pithy  Suggestions  as  to  Where  to  Buy  to  the 
Best  Advantange — News  of  the  Manu- 
facturing Field. 


Shrinkage  Schedule  and  Percentage  Table 
Every  once  in  a while  R.  C.  Wilhelm  & Co., 
green  coffee  importers,  New  York,  favor  their 
friends  and  patrons  with,  a souvenir,  and  v/hat- 
ever  it  may  be  it  is  always  useful  and  unique. 
Recently  this  firm  distributed  celluloid  tablets  con- 
taining a shrinkage  schedule,  and  on  the  reverse 
side  a percentage  table.  Taken  together  the  exact 
cost  of  any  roast  may  be  determined  at  a glance. 


A New  Automatic  Carton  Feeder 
A carton  feeder  which  automatically  feeds 
knocked-down  cartons  from  the  supply  stack  to 
the  bottom  sealing  machine,  and  entirely  dis- 


No.  I, — The  Pneumatic  Carton  Feed  Operating 
WITH  THE  Bottom  Sealer 

penses  with  the  necessity  of  an  operator  on  any 
part  of  the  carton  work,  has  recently  been  per- 
fected by  the  Pneumatic  Scale  Corporation,  Nor- 
folk Downs,  Mass. 


Attractive — Tastefully  Decorated — Well  Arranged  PREMIUM  COFFEE  ASSORTMENTS 
For  THE  WHOLESALE  GROCER  or  THE  COFFEE  ROASTER 
Our^Years^of  Experience  Count  for  Much  in  Giving  You  Real  Service 
W.  I.  GAHRIS,  President  THE  LIMOGES  CHINA  COMPANY,  Sebrin^.  Ohio 
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SPICES 

FOR 

TBE  JOBBING  TRABE 

When  you  are  in  the  market  for 
spices,  whole  or  ground,  it  will  pay 
you  to  get  in  touch  with  us. 

Our  spices  are  high  grade ; 
ground  and  packed  in  accordance 
with  national  and  state  food  law 
requirements,  by  experienced 
millers,  in  a fully  equipped 
modern  plant. 

Price  list  and  samples  on  re- 
quest. 

ARCHIBALD  &^LEWIS  CO. 

Importers  and  grinders  of  Tapioca.  Spices, 
Drugs,  Chemicals,  Seeds  and  East  India  Goods 

80  Wall  Street  87-93  Forman  Street 

New  York  City  Brooklyn,  N Y. 


The  Laurel  Improved 
Coffee  Granulator 
and  Chaff  Remover 

Cheapest  and  best  machine 
on  the  market.  Capacity 
300  lbs.  steel  cut  per  hour. 
The  machine  you  will  want 
to  increase  your  sales  of 
clean  ground  coffee.  Write 
for  photo,  information,  and 
sample  of  the  work  of  ma- 
chine. 

The  Laurel  lifg.Co. 

627N.3dSt.,Phila.,Pa. 


E.  B.  MULLER  & CO. 

Importers,  Growers  and  Manufacturers  of 

CHICORY  AND 
COFFEE  SUBSTITUTES 

OF  EVERY  GRADE 

211  FRANKLIN  STREET.  NEW  YORK 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

777777  77  MilUng,  Cleaning,  Hulling, 

Separating  and  Picking 

Packers  of  Teas 

Storage  and  Weighing 

^-48-49  WATER  ST.,  NEW  YORK 


Transportation 

Facilities 

for  the  importation  of 

Coffee  from  Brazii  to 

New  York 

and 

New  Orleans 

Attention  of  coffee  importers 
is  urgently  called  to  the  continu- 
ed and  enlarged  services  being 
provided  in  this  connection  by 
the  neutral  vessels  operated 
under  the  flag  of 

Lloyd 

Brazileiro 

We  are  prepared  to  carry  at 
the  competitive  rates  any  and 
all  cargo  offered  at  the  above 
named  ports  and  will  guarantee 
satisfactory  service. 

For  further  information  com- 
municate with 

JOSEPH  J.  SLECHTA 

General  Agent 

17  State  St.  New  York  City 
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No.  3. — Carton  Entirely  Open  for  the  Forming 
Block 

the  feeder  have  already  been  taken,  and  indica- 
tions point  to  a large  demand  for  this  new  and 
important  machine. 


John  W.  Haulenbeek  Company  Expands 
The  Germanian  Mills,  John  W.  Haulenbeek 
Company,  170  Duane  street.  New  York,  will 
move  on  or  about  July  i to  393  Greenwich  street, 
where  it  will  occupy  a five-story  and  basement 
building  which  is  now  being  remodeled.  Com- 
plete coffee  roasting  and  milling  equipment  will 
be  installed,  including  twelve  7-foot  Burns 
roasters. 

This  firm  makes  a specialty  of  roasting  and 
milling  coffees  for  the  trade,  and  does  not  sell 
coffee  or  other  products.  The  acquisition  of 
larger  and  more  modern  quarters  will  enable  the 
company  to  take  even  better  care  of  its  growing 
business.  The  John  W.  Haulenbeek  Company  is 
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The  company  claims  that  the  certainty  with 
which  the  feeder  will  mount  the  carton  on  the 
sealing  machine  at  every  presentation  of  the 
block  greatly  increases  the  efficiency  over  the  best 
possible  hand  feeding,  which  must,  of  necessity, 
fail  now  and  then  in  meeting  the  block  with  a 
ready  carton.  Doing  away  with  the  operator 
materially  reduces  the  cost  of  operation,  simplifies 
the  labor  problem,  and  makes  night  work,  when 
that  is  necessary,  easy,  especially  in  those  States 
where  minors  are  forbidden  to  do  such  work. 

The  accompanying  illustrations  are  of  an  instal- 
lation at  the  Boston  refinery  of  the  American 
Sugar  Refining  Company.  Cut  No.  i shows  the 
feeder  operating  with  the  bottom  sealer,  to  which 
it  is  readily  attached,  without  displacing  any- 
thing. The  other  two  illustrations  are  interesting 
detail  views,  one  (No.  2)  showing  the  carton 
being  opened  by  the  knife  blade,  and  the  other 
(No.  3)  the  carton  entirely  open. 

The  Pneumatic  management  says  that  a several 
weeks’  run  under  ordinary  conditions  and  close 


conviction  that  it  will  revolutionize  the  packaging 
and  sealing  of  cartons. 

The  company  reports  itself  to  be  three  to  four 
months  behind  on  orders,  and  it  will,  therefore, 
be  September,  or  later,  before  this  type  of  ma- 
chine can  be  delivered.  A number  of  orders  for 


observations  at  the  plant  have  failed  to  disclose 
any  essential  weakness  in  the  device,  but  rather 
has  served  to  strengthen  the  belief  in  its  large 
possibilities  of  service  and  economy,  and  the 


Being  Opened  by  Knife  Blade 


RHOSPHAXE 

For  Baking  Powder  and  Prepared  Flour 

RROVIDEINJX  CHEMICAL  WORKS 

Main  Office  and  Works:  8011  IDAHO  AVENUE,  ST.  LOUIS  Branch  Offices:  NEW  YORK,  CHICAGO 
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PLANNING 

ADVERTISING 


requiries  experience — Advertisements 
either  make  money  rapidly  or  lose 
it  still  more  quickly.  One  of  the 
chief  parts  of  an  advertisement  is 
the  Engraving.  Let  us  help  you 
with  that.  Write  us  freely  about 
your  problems.  We  can  help  you. 

Established  1889 

GATCHEL  & MANNING 

DESIGNERS  and  PHOTO-ENGRAVERS 

in  ONE  or  MORE  COLORS 
for  Catalogs,  Advertisements  or  any  other  purpose 

PHILADELPHIA 

Opposite  Old  Independence  Hall 


Heekin’s 
Heavy 
Duty 
Steel 
Cans 

may  be  relied 
upon  to  meet 
all  requisites 
in  a most 
satisfact  o r y 
manner. 

They  are 
supreme  for 
strength,  duraj^jij^y  ^nd  staunchness. 

Coffee  packed  in  Heekin  Cans  will 
surely  reach  the  consumer  in  perfect 
condition— full  in  aroma,  full  in 
strength,  free  from  dust  and  exces- 
sive moisture. 

Of  fine  polished  steel,  either  painted 
or  stenciled.  Size  153^  in.  x 20^  in. 
— capacity,  50  lbs.  Send  for  sample 
and  see  the  quality. 


The  Heekin  Can  Co. 

Culvert  and  New  Sts.,  Cincinnati,  0. 
“Heekin  Can  Since  1901“ 


Ukers’  Tea  and  Coffee  Boyer’s  Qnlde 

To  first  hands  in  the  Tea,  Coffee,  Spice  and 
Fine  Grocery  Trades. 

Being  a carefully  compiled  list  of  the  leading  supply  houses 
in  the  United  States  and  Foreign  Countries. 

This  year’s  Guide  contains  over 
700  classifications,  including  Tea  and 
CoEEEE'Dictionaries,  carefully  se- 
lected list  of  the  leading  importers 
and  jobbers  of  teas,  coffees,  cocoas, 
and  spices,  coffee  roasters,  baking 
powder  manufacturers,  chocolate  man- 
ufacturers, extract  makers,  whole- 
sale grocers,  and  TEA,  COFFEE, 
SPICE  AND  COCOA  EXPORTERS 
in  Foreign  countries;  a complete 
Premium  Buyer’s  Guide  and  the 
source  of  supplies  for  everything 
needed  in  tea,  coffee  and  spice  fac- 
tories; and  in  the  manufacturing 
wholesale  and  retail  grocery  business. 

Price  $1.00  a copy  postpaid 

Cash  Must  Accompany  Orders 

Published  by 

The  Tea  aod  Coffee  Trade  Journal  Co. 

79  Wall  Street,  New  York 


$ $ $ 

FOR  THE  WAOON  and  STORE 
TEA  and  COFFEE  MAN 

Your  customers  all  use  Toilet  Prepara- 
tions, Flavoring  Extracts,  Etc. — they  buy 
from  the  corner  druggist  and  grocery- 
man.  You  have  your  trades  confidence 
and  entre  to  the  homes — get  this  busi- 
ness. A sale  under  your  label  backed  up  by 
convincing  quality  means  repeat 
sales. 

G.  H.  LOWELL  CO.,  Inc. 

MANUFACTURERS 

FLAVORING  EXTRACTS,  TOILET 
REQUISITES  ETC. 

UNDER  BUYERS  LABEL 
64  Reade  Street  New  York 

READE  DEPT. 
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one  of  the  oldest  coffee  roLasting  houses  in  New 
York,  having  been  at  the  Duane  street  address 
for  38  years'.  

“Kellogg's  Krumbles/’  a New  Breakfast  Food 
The  Kellogg  Toasted  Corn  Flake  Company  is 
introducing  a new  breakfast  food  known  as  “Kel- 
logg’s Krumbles.”  It  is  made  from  whole  wheat, 
flavored  and  toasted,  the  manufacturers  say,  so 
as  to  bring  out  the  peculiar  flavor  of  the  natural 
malt  sugars;  the  result  being  a rich,  nutty  flavor. 
The  original  form  of  “Krumbles”  was  made 
from  the  breakage  of  wheat  biscuit,  but  special 
processes  of  manufacture  have  since  been  devised 
and  improvements  made  in  the  product  itself. 


“Safeguarding  Your  Shipments” 

The  above  is  the  title  of  a new  book  published 
by  the  Ideal  Stencil  Machine  Company.  It  is 
designed  to  give  help- 
ful information  con- 
cerning the  proper 
marking  of  shipments. 
It  shows  that  a study 
of ' shipping  depart- 
ment problems  will 
result  in  less  dissatis- 
faction and  more  effi- 
ciency. The  book 
takes  up,  at  some 
length,  the  stencil 
method  of  marking 
shipments,  showing 
how  to  avoid  blurry 
addresses  and  gives 
many  other  points 
useful  to  the  shipper 
of  teas,  coffee,  spices, 
etc.  “Safeguarding 
Your  Shipments”  will  be  mailed  free  to  any  firm 
writing  for  it  on  their  business  letterhead.  The 
address  of  the  company  is  25  Ideal  Block,  Belle- 
ville, 111. 


An  Efficient  Home  Coffee  Mill 
The  Jacobs  Bros.  Company,  Inc.,  78  Warren 
street.  New  York,  is  fea- 
turing a new  one-pound 
glass  canister  home  coffee 
mill.  Hitherto  it  has  been 
difficult  to  pulverize  coffee 
in  this  type  of  mill,  but 
the  Jacob  Bros.  Company 
states  that  because  of  a 
new  patent  grinding  de- 
vice this  mill  will  pulver- 
ize efficiently.  These  mills 
are  being  sold  at  particu- 
larly attractive  prices. 
Each  mill  is  packed  in  a 
carton  so  that  it  can  be 
easily  reshipped,  if  neces- 
sary. 

This  item  should  be  of 
interest  to  the  coffee  trade, 
because  there  is  likely  to 
be  an  increasing  demand 
for  coffee  mills  as  a result 
of  the  publicity  campaign 
which  the  National  Coffee 
Roasters’  Association  plans  to  wage. 


Recent  Buyers  of  Little  Wonder  Scales 
The  following  is  a list  of  some  recent  pur- 
chasers of  the  “Little  Wonder”  gravity  scale, 
manufactured  by  the  American  Machinery  Com- 
pany, Inc.,  Philadelphia : Wilkinson,  Gaddis  & 

Co.,  Newark,  N.  J. ; Dorr  Coffee  Company,  Tren- 
ton, N.  J. ; Mangelsdorf  Bros.,  Atchison,  Kan. ; 
Githens,  Rexsamer  Company,  Philadelphia;  Mil- 
liken,  Tomlinson  Company,  Po'rtland,  Me. ; 
Kroger  Grocery  & Baking  Company,  Cincinnati ; 
United  Coffee  Company,  Cleveland;  Rice  Bros., 
Philadelphia;  Macgowan  Coffee  Company,  Jack- 
son,  Miss.,  and  David  Weiser,  Philadelphia. 


Cover  Design  of  “Safe- 
guarding Your  Ship- 
ments” 


The  “Superior” 
Home  Coffee 
Mill 


TEA  COFFEE  RICE 

Merchandise  of  poor  Quality  is  never  cheap.  It  is  economy 
to  seek  Standards  of  Quality. 

Good  goods  are  an  asset  that  means  Business  Good  Will — an 
asset  built  on  Character  and  fair  price. 

Correspondence  solicited — Wholesalers  and  Jobbers  only. 

M.  J.  BRANDENSTEIN  & CO.,  96  Wall  St,  NewVork 
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PUREST  AND  BEST  BAKING  POWDERS 

Cream  of  Tartar  and  Pure  Phosphate 

Buyers  Private  Brands  at  Attractive  Prices 

Also  High  Grade  Cocoas  under  Private  Brands 

MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York 


Yours  for  Service 

If  you  seek  quality  coffees  at  right  prices 
it  will  pay  you  to  see  our  samples  before 
buying.  You  can  profit  by  our  expert 
service.  Brokers  in  all  large  cities.  In- 
quiries solicited  from  wholesale  trade  only. 

E.  H.  & W.  J.  PECK 

Coffee  Inxportere 

Old  Slip  and  Front  St.  New  York 


We  are  Headquarters  for 

Teas  Of  All  Kinds 

CHINAS— JAPANS-FORHOSAS 
J ARDINE,  H ATHESON  « CO..  LTD. 

Committion  Merchant*  and  importera 


63  WALL  STREET 


NEW  YORK 


YOU  DOUBTLESS  KNOW  THE  EXCELLENT  LINES  WE  MAKE. 
IF  YOU  DON'T,  HERE  THEY  ARE  ; 

Scales,  Coffee  Mills,  Scoops, 
Canisters,  Slicers,  Etc. 

108  Page  Ttie  <Jacobs  Bros  Co.,  Inc. 
Catalogue  | T8  Warren  Street, 

on  request. New  York  City,  N.  y. 


M 1 T S U I & C O . . Ltd. 

Importers  of 

FORMOSA  TEAS,  ETC. 

PLANT  IN  TAIPEH.  FORMOSA 
TEA  DEPARTMENT 

87  Front  St.,  and  25  Madison  Avenue,  New  York 
Branches  All  Over  The  World 


WM.  J.  JAEGER 

Manufacturer  of 

TIN  CANS  AND  BOXES 

390  Hudson  Street  New  York 

Tea,  Coffee  and  Spice  Trade  Our  Specialty 
Confectionery  Cans  and  Boxes 


Protect  Your  Trade 
Marks  and 

Your  Trade  Marks 
will 

Protect  You. 

For  all  information  and  services  relating 
to  Trade  Marks,  Write 

TRADE  MARK  TITLE  CO. 

Ft.  Wayne,  Ind. 


PRESERVE  YOUR  “BLUE  BOOK 

In  The  “A|ax  ” Binder 

It  will  keep  your  copies  of 
THE  TEA  AND  COFFEE  TRADE 
JOURNAL  in  compact  shape 
for  ready  reference  and  will 
make  a permanent  file  of 
from  one  to  twelve  issues. 

The  binder  is  durably  arid 
handsomely  made  and  will 
open  flat  like  an  ordinary 
book.  It  is  covered  with 
green  art  cloth,  with  the 
name  of  THE  TEA  AND  COFFEE  TRADE  JOURNAL  stamped  in  gold  on  the  front 

and  back.  The  Price  ia  $1.00  cash  with  the  Order.  Address 

The  TEA  AND  COFFEE  TRADE  JOURNAL,  79  Wall  St.,  New  York 

When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


THE  PRACTICAL  RETAIL  GROCER 

^1  A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise; how  to  obtain  the  maximum  eflSciency  in  the  grocery  business. 


TRADE  GETTERS 


A Series  of  Business  Winning  Plans  That  Have  Been 
Tried  and  Found  Successful  in  Different  Parts 
of  the  Country* 


By  Frank  Farrington 
Delhi,  N.  Y. 

The  old  scheme  of  offering  a prize  to  the  per- 
son guessing  nearest  to  the  number  of  some 
small  objects  in  some  kind  of  a container  has  been 
presented  with  many  variations  from  time  imme- 
morial, but  one  of  the  best  of  these  plans  is  offer- 
ing the  prize  for  a guess  closest  to  the  number 
of  seeds  in  a big  pumpkin.  There  is  no  way  in 
this  that*  any  one  can  get  an  advantage  over  an- 
other. There  is  no  way  of  determining  the  num- 
ber of  seeds  without  opening  the  pumpkin.  It  is 
on  the  face  of  it  a fair  guessing  game.  Allow  one 
guess  to  a contestant,  but  allow  everybody  a guess 
and  encourage  them  to  do  so.  . Get  the  guesser’s 
name  and  address  on  a little  slip  of  paper  along 
with  the  number  guessed.  From  these  slips  make 
up  a mailing  list,  or  make  additions  to  the  list 
you  ought  already  to  have.  In  one  case  where 
this  plan  was  tried  it  is  reported  that  more  than 
6,000  guesses  were  registered,  and  the  winning 
number  was  11,203. 

Follow  the  Rope 

Take  a length  of  new  clothesline  and  string  it 
from  a point  just  inside  the  store  door,  along 
through  the  room,  up  out  of  the  way,  until  it 
leads  at  last  to  a bargain  counter  in  the  rear.  Put 
a sign  on  the  door  end,-  “Follow  the  rope  to  a 
bargain.”  Put  other  signs  along  the  rope,  “Fol- 
low this  rope  for  bargains.”  Place  a big  sign 
over  the  bargain  table  where  the  end  of  the  rope 
hangs,  reading,  “This  is  it!”  The  bargains  may 
be  a special  line  that  is  advertised  at  the  time, 
or  the  whole  plan  may  be  given  no  outside  pub- 
licity. A more  or  less  extensive  special  sale  might 
be  conducted  on  this  plan,  calling  it  a “Rope 
End  Sale.” 


Welcoming  a Competitor 
Nothing  a merchant  can  do  when  a new  com- 
petitor appears  above  the  horizon  will  go  so  far 
toward  developing  a friendly  relation  with  that 
competitor,  and  at  the  same  time  making  the  pub- 
lic think  well  of  the  old-established  business,  as 
to  give  up  a part  of  the  regular  newspaper  space 
to  a word  of  welcome  to  the  newcomer.  Don’t 
say  too  much  and  don’t  allow  any  undercurrent 
of  jealousy  to  appear.  Simply  say  that  you  ex- 
tend hearty  greetings  to  the  new  store  and  wish 
for  it  success,  along  with  the  hope  that  this  addi- 
tion to  the  business  facilities  of  the  town,  or  to 
its  shopping  advantages,  will  have  the  effect  of 
helping  to  increase  the  amount  of  business  done 
there,  and  will  help  make  it  possible  for  the  public 
to  find  what  it  wants  without  having  to  send  away 
their  orders. 

Your  Telephone  Number 
It  does  not  at  first  seem  like  a very  important 
matter,  the  telephone  number.  Anybody  can  get 
your  store  by  giving  the  right  number,  whether 
it  is  3 or  300.  The  telephone  number,  however, 
may  be  made  into  a valuable  advertising  help  by 
getting  a number  that  will  be  easy  to  remember. 
This  means  a number  with  the  least  possible  to 
remember,  and  that  least  easy  to  recall.  A num- 
ber in  the  even  hundreds  or  thousands  is  easier 
to  remember  than  one  of  mixed  figures.  A num- 
ber all  one  figure  is  easier  to  remember  than  one 
all  different  figures.  Try  remembering  for  a few 
days  7582,  and  then  try  something  like  iiii,  and 
note  the  difference.  You  have  forgotten  the 
former  already  and  you  remember  the  other. 
Don’t  be  satisfied  with  any  old  number  the  ex- 
change gives  you.  Find  out  what  they  can  give 
you,  and  pick  out  something  that  will  be  a help 
rather  than  a hindrance.  Then  hitch  that  number 
to  all  the  advertising  you  do,  and  even  advertise 
the  number  itself  and  the  advantages  it  possesses. 
This  is  one  of  the  smaller  things  that  give  a store 
individuality,  and  it  helps  make  telephone  cus- 
tomers. 


Copyright,  1916,  by  Frank  Farrington. 


(To  be  continued) 
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Do  you  want  a Coffee  that  has  strength  and 
perfect  flavor?  A Coffee  that  is  always  the  same, 
that  is  worth  what  it  costs,  that  you  can  guaran- 
tee to  your  customers  to  give  satisfaction? 

TRY 

WEIR’S 

RED  RIBBON 

COFFEE 


Packed  in  1-lb.  double  foil  interlined  bags;  also  tins. 


ROSS  W.  WEIR  & CO.,  In& 

NEWiYORK 


ROYAL 


BAKING 

POWDER 


ABSOLUTELY-PURE 


Everybody  knows  that  all  the  grocers  in  the  world,  taken  together, 
sell  more  ROYAL  BAKING  POWDER  than  any  other  kind. 
This  proves  that  ANY  grocer  can  do  the  same  thing. 


ROYAL  BAKING  POWDER  properly 
displayed  and  recommended  to  your 
customers  will  pay  you  more  and  surer 
profit  than  any  other  brand  you  can  handle. 


Goniatns  No  Alum 


ROYAL  BAKING  POWDER  CD. 


NEW  YORK 
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FIGHTING  RISING  COSTS 


Coupon  Campaigns  Well  Worth  Attention 


Leaves  from  the  Rock  of  Personal  Experience  of 
Successful  Grocer  Who  Won  in  the  Battle* 

By  Sol  Westerfeld 

Chicago 

I N this,  my  sixth  subject,  I will  tell  how  co-oper- 
* ation  with  manufacturers  and  consumers  aids 
in  keeping  ahead  of  rising  costs  and  how  I found 
it  to  have  a dollars-and-cents  value. 

Retailer  Co-operation  with  Manufacturers 
I think,  that  the  manufacturers’  national  adver- 
tising campaigns  would  be  far  more  effective  if 
the  retailers  co-operated  more  thoroughly  with 
them.  I always  take  a hand  in  the  national 
campaigns  when  there  is  half  a chance  for  do- 
ing so.  I find  that  the  results  please  customers, 
give  the  store  a reputation  for  being  up  to  date, 
mark  you  out  as  a “live  wire,”  and  bring  your 
way  the  respect  of  earnest  manufacturers  who 
spend  a great  deal  of  money  for  national  ad- 
vertising and  “dealer  help.” 

Just  the  other  day,  for  instance,  I joined  hands 
with  the  national  advertising  of  the  California 
Fruit  Growers’  Exchange.  The  current  copy  was 
paying  particular  attention  to  oranges.  So  I sent 
for  the  producer’s  advertising  matter  and  fixed 
up  a “Sunkist  Orange”  display  in  one  of  my  win- 
dows. I also  used  some  counter  space. 

Did  I get  any  more  out  of  it  than  the  pleasure 
of  looking  at  the  window?  I certainly  did.  The 
orange  sales  have  been  considerable  larger  than 
usual  since  the  display  has  had  a chance  at  my 
customers.  It  has  been  particularly  effective  now 
that-I  have  put  price  cards  on  some  of  the  vari- 
ous grades  of  fruit  grouped  in  the  display.  Cus- 
tomers come  in  and  ask  for  oranges  at  the  various 
grade  prices.  Before  the  cards  went  up,  many 
customers  admired  the  display  but  not  as  many 
purchased  as  at  present. 

Not  only  does  this  incident,  and  a number  of 
similar  experiences,  demonstrate  to  me  that  co- 
operation with  manufacturers  aids  in  keeping 
ahead  of  rising  costs,  but  my  contact  with  sev- 
eral coupon  advertising  campaigns  leads  me  to 
the  same  conclusion.  Retailers,  as  a rule,  are 
opposed  to  campaigns  which  embody  a coupon 
redeemable  at  their  stores. 

* From  “System,”  the  Magazine  of  Business.  Re- 
printed by  permission. 


Usually  the  coupon  plan  provides  that  the  con- 
sumer will  be  given  two  articles  on  presenting  the 
coupon  at  a store  and  paying  the  price  of  one 
article.  Sometimes  the  coupons  are  good  at  stores 
for  a part  of  the  standard  selling  price  of  the 
article.  The  method  is  unsatisfactory  to  the  re- 
tailers in  the  majority  of  instances,  because  such 
a small  number  of  coupons  are  redeemed  that  it 
is  hardly  worth  a merchant’s  time  to  send  them 
to  the  manufacturer  for  credit. 

Here  is  a case  in  point.  A nationally  known 
cereal  company  offered  consumers  a package  of 
one  of  its  products  free  if  a coupon  from  ad- 
vertisements was  presented  when  purchasing  an- 
other product.  The  advertisements  ran  in  mag- 
azines enjoying  some  of  the  largest  circulations 
ever  obtained  in  this  country.  I was  called-  upon 
to  honor  but  six  coupons ! 

My  time — and  yours — is  worth  too  much  for 
us  to  spend  it  fiddling  around  with  six  coupons 
for  six  packages  of  cereal.  But  that  is  no  ex- 
cuse for  opposing  these  national  advertising  cam- 
paigns carrying  coupons,  for  I have  found  co- 
operation with  the  jnanufacturers  will  attract 
enough  coupons  to  make  handling  them  profitable. 

I buy  copies  of  the  publications  containing  the 
coupons  and  give  them  to  customers.  I feature 
displays  of  the  advertised  goods  and  use  price 
cards  to  tell  about  the  unusual  coupon  offers. 

By  co-operating  in  this  way  with  manufacturers 
I sold  254  cakes  of  soap  in  a day  at  ten  cents  a 
cake.  One  hundred  and  twenty-seven  coupons 
were  presented.  Consumers  paid  me  for  127 
cakes  and  the  manufacturer  for  an  equal  num- 
ber. 'I  gave  a similar  amount  of  co-operation  to 
a syrup  campaign  and  redeemed  132  coupons,  each 
one  of  which  represented  a sale  of  a can  of 
syrup.  I have- actual,  experiences  like  these  in 
mind  when  I say  coupon  advertising  campaigns 
are  well  worth  bur  attention. 

Backing  Demonstrations  Is  Profitable 

It  is  also  profitable,  I have  found,  to  get  be- 
hind the  demonstrations  which  manufacturers  of- 
fer to  hold  at  our  stores.  I usually  give  the 
clerks  a bonus  on  demonstration  days,  and  some- 
times on  other  occasions  when  I desire  a par- 
ticularly good  sales  record  for  a product.  We 
sold,  for  example,  over  one  thousand  two  hundred 
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IMPORTANT  CHANCES 

TANGLEFOOT 


Improved  Size— Handy  Sealed  Package.  Retails  5 Double  Sheets  for  10c 
Ask  your  Jobber  or  his  Salesman  for  Particulars 
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Twelve  Million  Dollars 

That’s  what  it  cost  The  Shredded  Wheat  Company  to 
build  up  a “good  will  asset”  and  a consumer  demand  for 

Shredded  Wheat 

It  is  now  the  best  known  breakfast  cereal  in  the  world, 
having  a steadily  increasing  sale  from  year  to  year, 
making  satisfied  customers  and  good  profits  for  the 
grocer.  It  is  ready-cooked  and  ready-to-serve. 

t 

The  Biscuit  is  packed  in  odorless  spruce 
wood  cases  which  may  be  easily  sold  for 
10  or  15  cents,  thereby  adding  to  the  grocer’s 
profits. 

IVfade  only  by 

The  Shredded  Wheat  Company 

Niagara  Halls,  N.  Y. 


Why  the  most  exclusive  stores  sell 

Ryzon 

Because  they  can  sell  it  as  the  Perfect  Baking  Powder, 
because  they  can  back  its  effectiveness,  its  economy  and  its 
healthfulness  to  the  limit. 

Because  the  RYZON  advertising  is  truthful  and 
powerful — bringing  trade  to  buy  a product  that 
exceeds  its  advertised  claims. 

Because  RYZON  has  a character  so  high  and  a 
demand  so  strong  that  it  is  a real  business  in- 
fluence. 

Because  the  money-back  guarantee  proves  good 
faith  and  good  baking  powder. 

, GENERALCHEMICAim 

FOOD  DEPARTMENT 

NEW  YORK 
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packages  of  crackers  during  one  demonstration 
which  we  backed  with  a will. 

How  TO  Get  Closer  to  the  Consumer 
Now  a word  about  co-operation  with  con- 
sumers. I have  found  getting  closer  to  the  con- 
sumer not  only  profitable  but  enjoyable.  I am 
always  ready  to  do  what  I can  to  assist  consumers’ 
clubs — “Clean  Food  Clubs,”  “Domestic  Science 
Clubs,”  “Housewives’  Leagues,”  and  the  like. 
If  they  want  me  to  come  to  their  meetings  and 
explain  the  retailers’  side  of  questions,  I do  so. 

The  results  are  worth  my  time.  I discussed 
before  a local  club  the  cost  of  making  haphazard 
deliveries  or  sending  small  packages  to  consumers’ 
homes.  My  ideas  spread  from  this  meeting  to 
other  meetings.  I believe  the  fact  that  I have 
no  serious  delivery  problems  is  a direct  result. 
Customers  no  longer  make  a practice  of  calling 
up  and  asking  us  to  deliver  a cent’s  worth  of 
yeast  or  a loaf  of  bread. 

It  may  be  worth  while  to  show  the  general 
drift  of  my  discussions  before  consumers’  organ- 
izations by  quoting  from  one  of  the  speeches. 
Since  I have  mentioned  the  good  effects  of  tak- 
ing up  the  delivery  problem,  in  order  to  be  con- 
sistent, if  for  no  other  reason,  I will  select  these 
four  paragraphs  that  refer  to  deliveries : 

Explaining  the  Cost  of  Service 
“Permit  me  to  state  that  the  conduct  of  a re- 
tail grocery  store  does  not  consist  merely  of  pur- 
chasing goods  at  wholesale  and  disposing  of  them 
to  the  consumer  at  retail.  Something  else  enters 
into  the  transaction,  and  that  something  is  service. 
Service  is  just  as  costly  as  you  ladies  will  have 
it.  If  you  compel  me  to  send  my  order  clerk  to 
your  home,  there  to  spend  a pleasant  half  hour 
or  so  with  your  cook  until  milady  gives  the  order, 
you  must  expect  to  pay  at  least  the  salary  of  the 
order  clerk,  plus  the  upkeep  of  the  conveyance 
that  takes  him  to  your  home. 

“The  retailer  would  advise  you  to  do  your  mar- 
keting personally  or  to  intrust  it  to  someone  in 
your  household  who  is  competent  to  handle  it. 
We  have  heard  a great  deal  about  the  virtues 
of  the  market  basket.  I fear  that  its  virtues  have 
been  over-rated.  I do  not  expect  you  to  come 
to  my  store,  make  your  selections,  and  carry  home 
with  you  your  purchases  of  potatoes  and  garden 


truck,  meats,  poultry,  butter  and  eggs  and  gro- 
ceries. The  risk  of  spoling  a good  dress  is  too 
great.  We  grocers  are  equipped  to  deliver  pur- 
chases at  a comparatively  small  expense. 

“This,  however,  should  not  convey  the  idea 
that  after  making  your  purchase  and  having  it 
delivered,  you  should  call  up  my  store  and  inform 
my  clerk  that  you  had  forgotten  a loaf  of  bread, 
and  ask  to  have  it  delivered.  Nor  should  you 
call  up  about  noon-time  and  ask  to  have  two 
lamb  chops  for  luncheon  delivered  at  once.  But 
this  frequently  happens.  Also,  quite  frequently 
your  cook,  having  made  all  preparations  for  bak- 
ing, finds  at  the  last  moment  that  she  has  for- 
gotten to  order  yeast.  She  telephones,  ‘Please, 
send  me  a cake  of  yeast  at  once.’ 

“The  grocer,  not  caring  to  incur  the  displeasure 
of  even  your  cook,  has  to  deliver  that  cake  of 
yeast,  the  price  of  which  is  one  cent.  Remember 
that  this  transaction,  or  the  delivery  of  a five- 
cent  loaf  of  bread,  is  just  as  costly  as  the  de- 
livery expenses  arising  from  a five-dollar  order.” 


CITY  GRADES  GROCERY  STORES 

Cleveland  Adopts  a Scoring  System  Designed  to 
Improve  the  Sanitary  Conditions  in  its  Retail 
Establishments — How  an  Inspection  is  Made 
and  the  Results  Tabulated 

*^HE  City  of  Cleveland,  Ohio,  has  recently 
adopted  a sanitary  scoring  system  which  the 
official  food  inspectors  are  now  using  in  grading 
the  retail  grocery  stores  of  that  city.  The  store 
and  its  surroundings  are  divided  into  five  parts, 
namely,  salesrooms,  rear  rooms,  toilet,  cellar  and 
basement,  and  rear  lot  and  buildings,  including 
barn ; each  division  is  allotted  a certain  number 
of  counts  for  sanitary  conditions  and  accessories 
conducive  to  cleanliness,  the  total  number  of 
counts  amounting  to  100.  A perfect  score  is  100 
points ; a score  below  85  is  not  considered  credit- 
able; below  70  is  not  passable.  If  below  60  the 
store  conditions  are  condemned. 

The  Method  of  Inspection 
Going  into  the  store  the  inspector  starts  at  the 
same  place  in  each  store,  which  is  the  top  shelf 
in  the  front  right-hand  corner  of  the  front  room, 
and  goes  around  the  room  clockwise,  inspecting 


Empire  Hardware  Company 
Bluh?/,'  STORE  FURNISHINGS  Restaurants 

SCALES,  CANISTERS,  SHOW  CASES,  REFRIGERATORS,  Etc. 
ELECTRIC  COFFEE  MILLS 

85  Warren  SI.  New  York  City 

Write  for  complete  Catalogue 
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Our  great  National 
Advertising  Cam- 
paign is  teaching 
fifty  million  people 
to  ask  this  question 


And  their  answer 
will  be  the  prompt 
patronage  of  stores 
that  measure  up  to 
the  modern  meth- 
ods indicated. 


“Which  store  will  give  greatest  value?” 


It  is  the  store  that  sells  good  mer- 
chandise at  fair  prices. 

It  is  the  store  where  you  are  waited  on 
promptly. 

It  is  the  store  where  they  do  not  make 
mistakes  in  charges,  nor  ask  you  to 
pay  bills  twice. 

It  is  the  store  where  you  do  not  have 
to  wait  for  change. 

It  is  the  store  where  the  proprietor  has 
time  to  see  that  things  run  smoothly. 

Stores  equipped  with  the  up-to-date 
Cash  Register  give  this  valuable 
service. 

This  machine  furnishes  every  cus- 
tomer with  a receipt  or  sales-slip. 


It  prints  on  this  the  amount  paid 
or  charged. 

On  this  is  also  printed  the  date  of 
sale  and  who  made  it. 

It  forces  a duplicate,  printed  record 
for  the  merchant. 

Such  stores  do  not  have  to  skimp  on 
help  or  delivery  to  make  up  for  losses 
through  errors  or  carelessness  in 
handling  money. 

Such  stores  make  all  their  legitimate 
profit. 

It  pays  to  trade  in  stores  equipped  with 
up-to-date  National  Cash  Registers. 


The  National  Cash  Register  Company,  Dayton,  Ohio 


MR.  MERCHANT:  The  above  advertisement  has  recently  appeared  in  magazines 

and  newspapers  reaching  fifty  million  readers. 

We  are  spending  a vast  sum  of  money  to  teach  the  public  to  co-operate  with  you  in 
your  efforts  to  protect  your  customers,  your  clerks,  and  yourselves  by  the  use  of 
modern  efficiency  methods  in  retail  merchandising  and  accounting. 

Have  YOU  that  kind  of  store?  If  so,  you  will  get  the  full  benefit  of  our 

educational  work  in  your  behalf.  The 

If  only  partly  so,  then  let  us  show  you  how  National 

much  cheaper  and  how  much  safer  it  is  for  y"^  ^o.,  Daytont^Ohio 
you  to  bring  yourself  into  complete 
harmony  with  the  public’s  ideal.  /IX 

One  of  our  new  1916  Model  Multiple-  .XjifT  store?”  and  want  to  *know 
drawer,  Receipt-printing  Cash  y^^  how  you  can  help  me  realize 
will  rlo  this  for  VOU  the  ideal  that  it  describes.  This 

Registers  win  ao  ims  lor  you.  request  in  no  way  obligates  me  to 

Let  us  explain  how  and  why . buy  a New  Cash  Register 

Use  the  coupon.  y'^^  We  now  have  a National  Cash  Register 

Redstration  for  trademark 

anJ  copyright  applied  for.  NATIONAL  CASH  

Look  for  this  sign  REGISTER  COfiVAfiY 

in  store  windows  Dayton,  Ohio  y^jr  store 

Address. 


NCR 

Service 


A printed  receipt  or  sales- 
slip  ■with  every  purchase 
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INSPECTOR’S  SCORE  SHEET 


Man  in  Charge  Name 

inspector  Grade Location  ^ 

Date  Owner 


Salesrooms 

Ventilation 

Perfect 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
• 4 
4 
4 

Toilet. 

Ventilation . 

■Perfect 

4 

2 

4 

4 

1 

1 

2 

1 

1 

Light 

j^looTS,  walls  and  ceiling — matGrial 

Floors — material 

I^loors,  walls  and  ceiling — condition 

Floors — condition 

Location . . . 

Walls  and  ceiling — material 

TTowd-Sp  T^oll r'nnrlitinn 

single  ^ ^ ' 

Soap ' t 

Screens 

Cheese  and  meat  boards,  etc 

Seat  and  bowl 

Care  of  bulk  goods  (fruit-dried) 

Wash  howl . 

Care  of  bread  and  cakes 

Spring  door 

Remarks 

> 

20 

Personnel 

Remarks 

32 

Rear  Rooms 
Ventilation 

2 

2 

4 

4 

2 

4 

2 

8 

4 

4 

Cellar  and  Basement. 

Floors — material 

2 

2 

2 

2 

Light 

Floors — condition 

Floors — material 

Ventilation 

Floors — condition 

Neatne.ss 

CcilincT  3,nH  walls — maf'erial 

Remarks 

Ceiling  and  walls — condition 

8 

1 

1 

2 

Screens  and  flies 

Refrigerator 

Tools — knifes,  etc 

Rear  Lot  and  Buildings,  Barn 
Clean 

Machines  and  instruments 

Remarks 

36 

Tidy 

Surroundings 

Remarks 

4 

GRAND  TOTAL 


No. 

Score 

Perfect 

1 

Salesroom 

32 

2 

Rear  rooms 

36 

3 

Toilet 

20 

4 

Cellar  and  basement  

8 

5 

Rear  lot  and  buildings 

4 

Total 

100 

Form  No.  i,  Showing  Counts  for  Sanitary  Conditions 


shelf  and  counter  at  the  same  time.  Bins,  barrels, 
boxes,  cases  and  sacks  are  all  looked  into.  The 
salesroom  and  rear  room  are  scored  separately. 
In  stores  where  there  is  no  rear  room,  the  rear 
room  section  of  the  score  is  marked  so,  but  is 


scored  according  to  the  score  of  -the  salesroom. 
For  example,  if  the  ventilation  in  the  front  room 
is  perfect  (2  points)  it  is  marked  perfect  in  the 
rear  room;  if  the  light  is  perfect  in  the  front 
room  (2  points)  it  is  marked  perfect  in  the  rear 


H.F.HE:a.COCK,  si  N.  Second  St.,  Ptilladelplila,  F»a. 

Makers  of  Fine  Tea  and  Coffee  Canfsters  - 

The  style  shown  here  holds  50  lbs.  of  Coffee.  We  sell  these  in  lots  of  1 to  50.  Send  for  quotations. 

GROCERS’  AND  BUTCHERS’  FITTINGS  of  All  Styles 

Write  for  Illustrated  Catalogue 


May,  1916 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


491 


The  Reputation  and  Standing  of 

Walter  Baker  & Co/s 
Cocoa  and  Chocolate 
Preparations 

Have  been  built  up  by 
years  of  fair  dealing,  of 
honest  manufacturing, 
an  unwavering  policy 
of  maintaining  the 
high  quality  of  the 
goods  and  by  exten- 
sive and  persistent 
advertising. 

This  means  for  the 
grocer  a steady  and 
increasing  demand 
from  satisfied  customers,  in  the  long 
run  by  far  the  most  profitable  trade. 

The  genuine  Baker* s Cocoa  and  Bakers-- 
Chocolate  have  this  trade-mark  on 
the  package  and  are  made  only  by 

WALTER  BAKER  & CO.  Ltd. 

EstAiiiked  1780  Dorchcster,  Mass. 


Registered, 
U.  S.  Pat.  Off. 


POMPEIAN 

□ LIVE  DIL 


The  belief  that  OHve  Oil  can  be 
packed  like  peas,  com,  tomatoes,  etc., 
, and  kept  indefinitely,  is  wholly  erron- 
eous ^ ^ 

You  will  find  that  there  is  the 
same  marked  difference  between  fresh 
olive  oil  and  olive  oil  packed  months 
ago  as  there  is  between  a newly  Taid 
egg  and  an  egg  months  old. 

Pompeian  Olive  Oil  is  sold  to 
dealers  only  in  such  quantities  as  they 
can  sell  w'ithin  the  prescribed  time 
limit  in  which  olive  oil  remains  -in  a 
perfect  state  of  freshness. 

Full  Measure  Tins: 

H Pint,  is  els. ; Pint,  50  cts. ; 

• Quart,' $1.00.  r-i' 

WriU  joT  our  book  of  $eUcled  talad 
Ttoipu  mailed  free  to  any  addreat. 

POMPEIAN  COMPANY 


Only  Coffee  in  the  United  States,  Roasted,  Ground 
and  Packed  on  piantation  in  native  country. 


The  coffee  that  received  the  FIRST  GRAND 
PRIZE  at  the  International  Exhibition  of  San 
Francisco,  Cal.,  was  the  GUATEMALA  COFFEE. 


Guaranteed  under  the  Pure  Food  and  Drug  Act 


When  Writing  Advertiser's,  Kindly  Mention  The  Tea  and  Coffee  Tease  Journal 
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room,  the  assumption  being  that  if  the  store  did 
have  a rear  room  it  would  be  operated  according 
to  the  standards  of  the  front  room. 

In  cases  where  there  is  no  refrigerator  the  per- 
fect amount  for  this  item,  which  is  8,  is  subtracted 
from  the  perfect  score.  A perfect  score  without 
a refrigerator  is  92,  because,  in  some  cases,  a re- 
frigerator is  not  needed.  The  intention  is  to  re- 
duce all  scores  to  the  basis  of  100  perfect,  so  a 
perfect  store  without  a refrigerator  is  called  100. 
A store  which  scores,  say,  80,  without  a refrigera- 
tor is  reduced  to  100  by  equation  (80/92  X 100), 
which  is  86.9,  or  in  round  numbers  87.  The  same 
method  of  calculation  applies  to  stores  where 
toilets,  cellars,  etc.,  are  absent.  There  is  little 
influence  upon  the  total  score  by  the  omission  of 
even  all  of  these  items. 

In  case  it  is  necessary  to  remedy  conditions, 
regular  sanitary  orders  are  issued  and  a reinspec- 
tion is  made  at  the  limit  of  a certain  time,  given 
in  the  orders.  No  notation  is  made  on  the  scoring 
sheet,  because  the  score  will  not  be  changed 
until  another  complete  inspection  is  made. 

Score  Card  Based  Upon  Inspection 

After  the  visit  of  the  inspector  an  official  score 
card,  of  which  the  accompanying  form  No.  2 is 
a reproduction,  is  mailed  to  the  store  proprietor, 
enclosed  with  the  following  letter : 

City  of  Cleveland 
Department  of  Public  Welfare 
Division  of  Health 

Dear  Sir: 

I am  enclosing  a summarized  score  card  of 
your  place,  which  is  based  upon  the  recent  report 
of  inspection.  If  your  score  is  lower  than  you 
feel  to  be  just,  I shall  be  glad  to  furnish  you 
more  detailed  information  as  to  what  in  our 
judgment  is  the  cause.  If  your  score  is  below 
85  please  be  advised  that  frequent  visits  are  to 
be  made  by  an  inspector  and  that  we  expect  con- 
ditions to  be  adjusted  soon. 

Food  products  must  not  be  exposed  to  animals, 
insects  and  dust.  Cookies,  pastry  and  dried  fruit 
should  be  kept  covered.  Blocks,-  instruments, 
pans,  knives,  tables,  floor,  etc.,  must  be  kept  clean. 
Do  you  know  if  any  one  in  your  employ  has  a 
communicable  disease?  Remember  the  law  makes 
you  responsible  for  this.  Have  you  water  and 
soap  and  clean  towels  near  your  toilet? 

If  yoUr  score  is  high,  post  it.  Get  the  trade  of 
people  who  appreciate  your  kind  of  a store.  Failure 


to  keep  up  your  standard  will  be  sufficient  reason 
for  the  removal  of  the  score  card  by  an  inspector 
until  conditions  again  warrant  its  display. 

By  order  of  the  Commissioner  of  Health. 

Very  truly  yours, 

W.  White,  City  Chemist. 


Sanitary  Score  Card 
Name  of  Company 

City  of  Cleveland 

Proprietor Division  of  Health 

Bureau  of  Laboratories 

Location 

Score  reported  by  Inspector  for  this  Place 


SCORE 

PERFECT 

Front  Shop 

32 

Back  Rooms 

36 

Toilet 

20 

Cellar  and  Basement .... 

8 

Rear  Yard  and  Buildings 

4 

Total 

100 

A Score  below  85  is  not  creditable;  below  70,  not 
passable;  below  60,  condemned. 

This  Card  may  be  posted  W.  White, 

by  Proprietor.  Date City  Chemist 


Form  No.  2.  Official  Sanitary  Score  Card 

The  inspectors  are  trained  to  know  the  various 
brands  of  food  packed  or  sold  in  Cleveland,  and 
new  articles  or  suspicious  goods  are  sampled  and 
taken  to  the  chemical  laboratory  of  the  city  and 
examinations  are  made.  Spoiled  goods  are  con- 
fiscated, and  when  it  is  suspected  that  the  fault 
lies  in  the  methods  of  manufacture  or  handling 
by  the  manufacturer  or  jobber,  a chemist  is  as- 
signed to  investigate. 

The  sanitary  score  card  system  was  compiled 
by  City  Chemist  .Wilbur  White.  When  asked  for 
his  opinion  as  to  what  the  results  of  the  system 
would  be,  Mr.  White  modestly  said:  “It  is 

hardly  desirable  that  I should  comment  on  the 
success  or  failure  of  this  system  until  we  have 
given  it  a more  thorough  trial.  We  are  now  in 
the  midst  of  our  first  inspection,  and  the  real  effi- 
ciency of  such  a system  cannot  be  determined  in 
a day  or  a week.  However,  the  men  doing  the 
grading  and  the  owners  of  the  stores  seem  to  be 
extremely  enthusiastic.  Some  day  I hope  to  se- 
cure legislation  requiring  the  posting  of  scores; 
the  bad  ones  will  be  red,  the  fair  ones  pink,  and 
the  good  ones  white,  or  some  similar  color 
scheme.” 


MCCORMICK  & CO.,  inc. 

BALTIMORE,  MD. 

Bee  Brand  Spices  and  Extracts,  Banquet  Tea 
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Biscuiis 


Have  Grown  from  Nothing  to  National  Prominence 


When  Sunshine  Biscuits  were  first  placed  on  the  market 
many  years  ago,  their  sale  was  very  limited.  But  the  makers 
had  great  faith  in  their  future  success,  for  it  was  based  on 
that  all-important  foundation  — Quality. 


Without  it,  they  could  never  have  won 
the  well-earned  title,  “The  Quality  Bis- 
cuits of  America.”  Without  it  they  could 
never  have  ‘held  their  own”  among  count- 
less competitive  brands,  nor  stood  the  acid- 
test  of  national  advertising. 

Sunshine  Biscuits  will  always  be  good 
sellers,  because  consumers  can  depend  on 
the  quality. 

Take,  for  instance.  Sunshine  "Graham 
Crackers.  Whether  you  handle  them  or 


not,  you  can’t  get  away  from  the  fact  that 
Sunshine  Grahams  are  in  tremendous  de- 
mand and  profitable  to  handle.  Housewives 
prefer  them  because  the  quality  is  better 
and  the  crispness  is  more  pronounced. 

Let  us  explain  our  “Definite  Selling 
Plan” — a plan  whereby  you  will  profit  be- 
yond measure  by  selling  Sunshine  Biscuits. 
Write  today,  while  the  thought  of  increased 
business  and  bigger  profits  is  on  your  mind. 


yOOSE-WlLES  ^ISCUIT  (OMPANY 

Bakers  of  Sunshine  Biscuits  813  Thomson  Avenue,  L.  I.  C.,  New  York 


Whftf*  Writing  Advertisers,  Kindly  Mention  Thb  Tba  and  Coffkb  Tbadb  Joubmal 
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THE  BEAUTY  OF  BUSINESS 


Supplying  the  Wants  of  Those  in  Need,  at  Lowest 
Cost,  is  of  Greater  Importance  to  the  Human 
Race  Than  the  Services  of  the  “Professions” 

By  Truman  A.  De  Weese 
Niagara  Falls,  N.  Y. 

I BELIEVE  in  the  beauty  and  power  of  biisi- 
* ness.  Time  was  when  the  so-called  “learned 
professions”  were  supreme  in  the  affairs  of  men. 
That  was  before  the  day  of  business. 

It  takes  a higher  order  of  genius  to  harness  the 
forces  of  nature  and  make  them  contribute  to 
man’s  needs  than  it  does  to  write  books,  sermons 
or  lawyers’  briefs.  Canning  tomatoes  in  such  a 
way  as  to  give  them  the  widest  distribution  among 
those  who  need  them,  at  lowest  cost,  is  a business 
that  might  excite  the  derision  of  the  man  who 
had  studied  only  the  habits  of  the  trilobite.  But 
if  the  tomatoes  are  real  tomatoes,  free  from  adul- 
teration or  impurities,  the  man  who  founded  and 
organized  the  business  is  of  greater  importance  to 
the  human  race  than  the  man  who  wrote  the  hexa- 
meters of  Iliad. 

Profitable  Hornblowing 
The  Scriptures  tell  us  about  several  notable  per- 
sons who  acquired  the  habit  of  “blowing  their 
horns,”  but  perhaps'  the  most  spectacular  piece  of 
hornblowing  was  pulled  off  by  the  seven  priests 
who  marched  around  the  walls  of  Jericho  seven 
times  and  off  the  seventh  day  the  walls  of  the  city 
fell  and  they  took  everything  in  it. 

An  advertisement  doesn’t  accomplish  anything 
until  it  has  run  at  least  seven  times. 

Time  was  when  the  advertising  in  a newspaper 
consisted  of  a baking  powder  ad  and  four  or  five 
patent  medicine  ads.  Instead  of  being  a pur- 
veyor of  pills,  the  advertising  columns  have  be- 
come evangels  of  merchandising  optimism. 


Sicily  shipped  $2,466,732  worth  of  lemons  to  the 
United  States  in  1915. 


SALIENT  TRADE  NOTES 

The  members  of  the  New  York  Coffee  Ex- 
change voted  on  April  26  to  change  the  name  of 
the  institution  to  the  New  York  Coffee  and  Sugar 
Exchange.  The  Exchange  began  to  deal  in  sugar 
shortly  after  the  outbreak  of  the  European  war. 

Armour  & Co.  was  fined  $200  at  Yonkers,  N.  Y., 
last  month  for  violating  the  Brooks  Net  Container 
law,  which  governs  the  sales  of  wrapped  meats, 
and  forbids  the  dealer  charging  the  same  price  for 
wrapper  as  for  the  meat. 

The  Comstock-Willett  Company,  wholesale 
grocer  and  coffee  roaster,  Bridgeport,  Conn.,  has 
recently  added  an  entirely  new  roasting  outfit  to 
its  coffee  department,  replacing  older  apparatus 
damaged  in  their  fire  last  December.  The  equip- 
ment is  of  Burns  make,  and  includes  a one-bag 
gas-fuel  roaster  with  revolving  cooler  and  stoner. 

Hunt  & Co.,  tea  importers,  formerly  at  183 
North  Wabash  avenue,  Chicago,  announce  their 
removal  to  326  West  Madison  street,  that  city. 

The  Amsterdam  Coffee  Company,  recently  in- 
corporated to  carry  on  a coffee  and  tea  business 
at  114  Water  street.  New  York,  is  installing  a 
Burns  half -bag  roasting  outfit  and  No.  ii  grinding 
mill  for  doing  its  own  coffee  roasting  and 
grinding  work. 

The  executive  committee  of  the  National  Can- 
ners’  Association  will  hold  its  anual  spring  meet- 
ing at  La  Salle  Hotel,  Chicago,  May  17.  The  next 
convention  of  the  association  will  be  held  in 
Cleveland. 

The  Levering  Coffee  Company,  Baltimore,  has 
added  another  No.  5 Burns  granulator  for  pro- 
ducing evenly-cut  coffee  and  mixing  it  completely 
as  discharged.  * 

William  H.  Bird,  a member  of  the  firm  of 
Barclay,  Brown  & Bird,  merchandise  brokers, 
Boston,  died  last  month  at  his  home  in  Brookline, 
Mass. 

The  Club  Coffee  Company,  Toronto,  Can.,  is 
moving  to  new  quarters  on  Church  street,  where 


DANINEMILUER  COFFEE  CO. 

Brooklyn,  N.  Y.  City 

OREEIS  and  ROASTED  Coffee 

In  L,arge  Quantities 


Write  for  samples  and  prices. 
We  solicit  jobbing  trade  only. 
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Over  8000  grocers  in  Greater  New  York  alone 
supply  Yuban  regularly  to  their  trade.  Do  you? 


ARBUCKLE  BROTHERS  co/fk  NEW  YORK  CITY 


American  SttgarRefining  Company 


Do  you  realize  that  the  American  Sugar  Refining  Company 
puts  out  nearly  fifty  varieties  and  grades  of  cane  sugar? 
Every  possible  sugar  demand  is  met  by  this  great  line.  Have 
you  just  the  varieties  that  your  trade  wants  ? If  not,  we 
can  supply  you.  Whatever  your  class  of  trade,  you  should 
sell  Domino  Cane  Sugar. 

Domino  Tablet  Sugeur.  Full-size  tablets  in  2 and  5 pound 
packages.  Half-size  tablets  in  2 pound  and  10c  packages. 

Domino  Gremulated  Sugar.  In  2 and  5 pound  packages. 

Domino  Powdered  Sugar  and  Domino  Confectioners  Sugar. 

In  1 pound  packages,  24  to  container. 


American  SugarRefiniiig  Company 

Most  Complete  Line  of  Sugar  in  the  World 
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it  has  acquired  a 2-story  building,  which  will  serve 
for  offices,  sales  rooms,  etc.  In  the  rear  of  this 
building  the  company  has  erected  a i -story  and 
basement  warehouse,  in  which  their  Burns  roast- 
ing plant  is  being  reset  with  the  addition  of  a 
No.  II  grinding  mill  and  other  improvements. 

Mrs.  Lelia  Y.  Post,  widow  of  the  late  C.  W. 
Post,  of  Battle  Creek,  Mich.,  was  married  last 
month  to  L.  J.  Montgomery,  manager  of  the 
Post  Tavern,  owned  by  Mrs.  Post. 

The  C.  E.  Coe  Coffee  Company  has  recently 
been  organized  in  Memphis,  Tenn.,  to  conduct  a 
coffee  roasting  and  importing  business.  The  cof- 
fee department  will  be  under  the  management  of 
C.  W.  Brunner,  a Memphis  broker,  who  has  sold 
his  business  to  take  up  his  new  duties.  The  busi- 
ness is  located  at  589-597  South  Front  street, 
where  the  company  will  soon  install  a roasting 
plant  of  the  latest  Bruns  production. 

One  hundred  retail  grocers  of  Newark,  N.  J., 
arranged  last  month  to  draft  incorporation  papers 
for  a central  purchasing  agency  to  be  known  as 
the  Independent  Grocers’  Purchasing  Company, 
through  which  the  local  grocers  expect  to  buy 
goods  at  prices  that  will  meet  competition. 

The  Spencer-Hogin  Grocery  & Fruit  Com- 
pany, Marion,  Ind.,  has  improved  its  facilities  for 
blending  ground  coffees  by  the  addition  of  a 
Burns  No.  21  mixer  of  150  pounds  capacity. 

The  Berry-Dodge  Company,  successor  to  the 
Thomas  Wood  Company,  Boston,  is  planning  for 
the  largest  party  on  its  annual  Washington  trip 
this  year  that  it  has  ever  entertained.  The  com- 
pany expects  about  125  of  the  leading  retail 
grocers  from  all  parts  of  New  England,  New 
York  State,  Delaware  and  Pennsylvania.  The  in- 
crease in  numbers  is  due  to  the  extensive  growth 
in  the  .sale  of  Wood’s  teas  and  coffee,  especially 
the  “Gilt  Edge”  and  “Primrose”  brands.  The 
party  will  be  en  route  one  week  as  usual,  visiting 
places  of  interest  in  Philadelphia,  Washington, 
Mt.  Vernon,  Arlington  and  New  York  City. 


The  coffee  roasting  department  of  the  Harnit  & 
I lewitt  Company,  wholesale  grocer,  Toledo,  is  to 
be  improved  by  replacing  present  apparatus' with 
the  latest  Burns  equipment,  which  will  include  a 
four-bag  Jubilee  roaster  with  tiptop  cooler  and 
Stoner,  green  coffee  milling  machine,  etc. 

The  Southern  Wholesale  Grocers’  Association 
will  hold  its  annual  convention  in  Memphis,  May 
24-26.  Among  the  distinguished  men  who 'will 
address  the  meeting  are  Hon.  W.  P.  G.  Harding, 
of  the  Federal  Reserve  Board ; Dr.  Carl  L.  Als- 
berg,  chief  chemist  of  the  Department  of  Agri- 
culture; Dr.  E.  E.  Pratt,  chief  of  the  Bureau  of 
Foreign  and  Domestic  Commerce,  and  Hon.  E.  N. 
Hurley,  vice-chairman  of  the  Federal  Trade  Com- 
mission. 

J.  Jos.  Wolff,  who  has  been  district  manager  of 
Van  Dyk’s  at  Paterson,  N.  J.,  since  the  first  of 
the  year,  has  been  connected  with  the  firm  as 
manager  of  stores  for  the  past  nine  years. 

The  Dana  Company,  wholesale  grocer,  Parkers- 
burg, W.  Va.,  has  recently  installed  complete  cof- 
fee roasting  and  grinding  machinery,  consisting 
of  a Burns  No.  6 roasting  outfit  and  No.  i granu- 
lator with  chaff  remover,  also  a tilting  outfit  for 
sample  roasting  work. 

Edric  Eldridge,  of  the  Eldridge,  Baker  Com- 
pany, wholesale  grocer,  Boston,  has  been  elected 
president  of  the  Jamaica  Plain  Trust  Company  of 
Boston. 

William  S.  Scull  & Co.,  tea  and  spice  dealers, 
Camden,  N.  J.,  have  recently  installed  a number 
of  large-capacity  bins  in  the  fourth  story  of  their 
building  for  the  convenient  storage  of  roasted 
coffees.  Branch  piping  from  these  bins  connect 
with  an  automatic  weighing  machine  in  the  second 
story  and  with  bins  and  bagging  pipes  in  the  first 
story.  The  installation  was  made  by  Jabez  Burns 
& Sons. 

The  sudden  death  of  W.  B.  A.  Jurgens,  whole- 
sale grocer,  Brooklyn,  N.  Y.,  on  April  ii,  has 
been  announced  by  his  estate,  which  also  states 


GOLD  1VIEDA.LS 

were  awarded  to 

G.  Wastiingtoii’s  Refined  Coffee 

and 

G.  Wastiington’s  Refined  Tea 

at  the 

F*ananna-California  Exposition 

All  the  crystalized  goodness  that  is  in  the  coffee  berry  and  tea  leaf  that  is  good  to  use. 

Quality — Convenience — Healthfulness 
Every  can  guaranteed  to  give  satisfaction. 
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How  to  Save  Money  in 

Buying  an  Electric  Coffee  Mill 

Buy  from  your  Jobber  and  save  25% — the  Specialty 
Salesman's  commission. 

“ UNIVERSAL” 

Electric  Coffee  Mills 

are  now  sold  exclusively  through  Jobbers,  cutting  out 
selling  expense,  which  saving  goes  directly  to  you. 

“Universal”  Electric  Coffee  Mills  grind  coffee  in  uniform  sharpr 
cut  grains,  quietly  and  quickly,  a pound  in  20  seconds.  Have  an 
accurate  granulation  Indicator,  and  an  Automatic  Release  that 
really  works  and  is  easily  reset. 

Graceful  lines,  beautiful  long  wearing  finish.  Easily  kept  clean. 

Manufactured  by  a concern  that  has  made  coffee  mills  for  half  a 
century. 


Direct  Drive  Counter  Type 
Granulation  Capacity  per 
minute  3 lbs.  We  have  a mill 
that  will  just  fit  your  need. 


Write  for  the  name  of  your  nearest  Jobber 


Universal  Stores  Specialties  Co. 


New  Britain,  Conn. 


FRANKLIN  CARTON  SUGAR  is  not  only  the  most  convenient  to  sell  be- 
cause it  is  packed  in  sealed,  ready-weighed  cartons,  but  the  weight  per  container 
has  also  been  arranged  with  thought  for  the  grocer’s  buying  requirements.  We 
pack  Franklin  Fine  Granulated  in  2-pound  cartons  and  5-pound  cartons,  60  pounds 
and  120  pounds  to  the  container;  Franklin  Dainty  Lumps  (small  cubes)  in  1 pound 
and  2 pound  cartons,  48  pounds  to  the  container;  Franklin  Powdered  and  Franklin 
XXXX  (Confectioners’  Lozenge)  in  1 pound  cartons,  24  pounds  to  the  container- 
Therefore  Franklin  Carton  Sugar  is  easy  for  you  to  buy  in  accordance  with  the  exact 
needs  of  your  trade. 

Made  from  Sugar  Cane — Full  Weight  Guaranteed 

THE  ERANItLIN  SUGAR  REPINING  CO.,  PHILADELPHIA 
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that  the  business  will  continue  as  heretofore  under 
the  same  personnel.  Mr.  Jurgens  was  78  years 
of  age. 

Articles  labeled  egg  powder  are  regarded  as 
misbranded  by  the  Federal  pure  food  authorities 
if  they  do  not  contain  powdered  egg  and  the 
words  “egg  powder”  are  used  without  justifica- 
tion. Articles  labeled  “egg  substitute”  must  pos- 
sess the  properties  of  eggs. 

Greater  capacity  has  recently  been  provided  in 
the  cocoa  department  of  the  Huyler  plant  at 
Eighteenth  street  and  Irving  Place,  New  York,  by 
addition  of  another  Burns  No.  i coal-fuel  roaster. 

Frederick  S.  David,  138  Pearl  street.  New  York, 
nephew  of  Henry  Schoen,  says  that  he  expects 
business  to  be  much  improved,  as  economic  condi- 
ditions  are  considerably  better.  He  puts  out 
David’s  Clermont  brand  coffee. 

A public  hearing  on  definitions  and  standards 
for  milk,  cream,  condensed  milk  and  other  milk 
products  will  be  held  at  10  A.  M.,  on  May  9 and 
10,  in  the  office  of  the  United  States  Food  and 
Drug  Inspection  Laboratory,  Room  1012,  Ap- 
praiser’s Stores,  New  York,  by  the  Joint  Com- 
mittee on  Definitions  and  Standards  representing 
the  United  States  Department  of  Agriculture,  the 
Association  of  Official  Agricultural  Chemists,  and 
the  Association  of  American  Dairy,  Food  and 
Drug  Officials.  All  persons  interested  are  invited 
to  attend. 

Harris  Newmark,  one  of  the  veterans  of  the 
grocery  trade  of  the  Pacific  Coast,  and  head  of 
M.  A.  Newmark  & Co.,  died  last  month  at  his 
home  in  Los  Angeles.  He  was  82  years  of  age. 

The  F.  M.  Hoyt  Company,  Amesbury,  Mass., 
manufacturer  of  “Buffalo”  brand  peanut  butter, 
has  added  to  its  equipment  a Burns  No.  6 roaster 
with  special  cylinder  for  shelled  peanuts. 

The  executive  offices  of  the  United  Coffee 
Growers’  Corporation,  New  York,  are  now  lo- 
cated in  the  company’s  warehouse  at  2,  4,  6 
Gouverneur  Lane. 


TEA  HINTS  FOR  RETAILERS 

By  JOHN  H.  BLAKE 
275  pages;  24  illustrations;  cloth  bound 

A book  of  practical  and  accurate  informa- 
tion about  the  history,  cultivation  and 
manufacture  of  tea,  gathered  by  the  author 
during  an  experience  of  over  twenty  years’ 
active  service  in  tea  circles. 

E very  retail  grocer  should  have  this  book 
and*  become  versed  in  the  knowledge  of  one 
of  the  most  important  items  in  his  stock — 
one  of  the  few  articles  on  which  he  may  make 
a really  good  profit. 

Sent  postpaid  on  receipt  of  $2.10  by 

THE  TEA  & COFFEE  TRADE  JOURNAL 

79  WALL  STREET  Solo  Agents  NEW  YORK 


Coffee 

Sermonettes 

Being  a series  of  Sales  Talks,  Pointing  the 
Way  to  Increased  Coffee  Business. 

No.  1 INTRODUCTORY 

^ A nation-wide  publicity  campaign  in  behalf 
of  coffee  will  shortly  be  launched  under  the 
auspices  of  the  National  Coffee  Roasters 
Association. 

^ This  movement  is  designed  to  acquaint  the 
American  public  with  the  merits  of  coffee  and 
also  to  assist  the  retail  grocer  to  get  his  share 
of  the  coffee  business  of  his  community. 

^ The  campaign  will  not  promote  the  sale 
of  any  particular  kind  or  brand  of  coffee. 
It  will  be  a co-operative  effort  to  advertise 
coffee — to  burn  into  the  minds  of  the  public 
that  coffee  is  the  great  American  safe  and 
sane  beverage. 

^ If  you  are  a grocer  this  news  should  interest 
you  because  if  you  take  advantage  of  it  you 
will  build  your  coffee  business. 

We  want  to  help  you  profit  by  this  cam- 
paign. We  therefore  plan  to  devote  this 
space  to  a series  of  talks  showing  how  you 
can  “cash  in”  on  this  co-operative  movement. 

^ A different  phase  of  retail  coffee  salesman- 
ship will  be  dealt  with  in  each  article.  They 
will  represent  the  substance  of  our  knowl- 
edge of  coffee  merchandising  based  on 
many  years’  experience.  You  ought  to  find 
them  profitable  reading. 

William  B.  Harris  Co. 

Cup  Quality  Experts 

Teas,  Coffees,  Spices 

65  Front  Street  New  York 

(Copyright) 
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Just  across  the, Hudson  from  River- 
side Drive,  day  and  night,  year  in 
and  year  out,  the  colossal  Warner 
Refinery  is  producing  a full  line  of 
the  finest  sugars  the  world  has  ever 
seen. 

None  but  cane  sugar  enters  this  re- 
finery, none  but  the  most  skilled 
labor,  improved  processes  and  latest 
automatic  machinery  are  employed. 

Whether  it  be  our  extra  fine  granu- 
lated in  handy,  attractive  2,3/4,  and 
5 lb.  cartons,  our  dainty  cubes  for 
coffee  and  tea,  or  any  one  of  our  27 
kinds  of  sugar  in  bags,  barrels  or 
boxes,  you  will  always  find  each  the 
best  of  its  kind,  a dependable  hold- 
er of  trade. 

WARNER  SUGAR  REFINING  CO. 

79  Wall  Street,  New  York 


IRISH  TEA 
BUILDS  TRADE 


"Becauje 


IT’S  A REPEATER 

IT  WILL  BRING  YOU  NEW 
. BUSINESS  AND  HOLD  IT 

LAPPIN  TEA  COMPANY 

190  Duane  Street  NEW  YORK- 


Mr.  Retailer!' 


Write  Today 

for  full  particulars  about  our  remarkable 
proposition  — creates  new  customers, 
cements  old  ones  and  means  moneys 
to  you. 

BERRY,  DODGE  COMPANY 

THE  Tea  and  Coffee  Importers 

Successors  to  Thomas  Wood  Co. 

34  Commercial  Wharf,  Boston,  Mass. 
PROPRIETORS  OF 

Wood’s  Primrose  Tea  Wood’s  Gilt  Edge  Coffee 


C.  D.  6RE66  TEA  & COFFEE  COHPANT 

“The  Coffee  that’s  best  by  test” 

IMPORTERS  & ROASTERS,  High  Grade  Coffees  & Teas 

SPECIALISTS  IN  CUP  SELECTIONS 
Samples  and  Prices  furnished  on  request 
Offices  and  Mills 

76  FRONT  STREET.  NEW  YORK 


S.  A.  SCHONBRUNN  ® CO. 

83  Front  Street,  New  York 

wmporter^  and  ^ 

I 'Roasters  qf 

DISTRIBUTORS  COFFEE  OF  QUALITY 
Samples  and  prices  that  will  bear  competition,  furnished  on 
request. 
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PRICKS  CURRENT 

Wholesale  and  Retail 
as  of  May  5,  1916 

Prices  to  Wholesalers 


Brazfl  Grade*. 


GREEN  COFFEE 
(250  Bags  or  Over) 

Line  or  Grade  Price.  Cup  Selected  Price. 


Santos  7s 

9)4 

9% 

** 

6s 

9% 

10 

6s 

10% 

M 

4s 

10)4 

•10% 

66 

3s 

10)4 

10)4 

•• 

2s 

UH 

Rio 

7s 

9% 

66 



9% 

66 

6s 

66 

4s 

(No  Rio  Cup 

66 

3s 

10% 

Selections) 

** 

2s 

10% 

Green  Coffee, 

Mud  Grades — ^Line  or 

Grade  Puces— 

(260  Bags  or  Over) 

Maracaibo— 


TruzUlos.... 

....11)4 

Booono 

....11%( 

Tovar 

....11)4( 

Merida 

....11%( 

@12M 

@12H 


do  washed. . .12^ @14 

Cucuta— 

Ordinary 

Fair  togood...ll 
Prime  to  choice..  13  @15 

do  washed...  13  @16>^ 

ILaguayra— 

Caracas 10^@11M 

do  washed...  12  @13^ 

Porto  CabeUo. . . 103^ @13^ 
do  washed...  11^@13K 

Colombian — 

Ocana 11K@12J^ 

Bucaramanga.. . . 11 
do  washed.. .12H @14^ 

Tolima 14  @15 

Bogotas-Washed . 1 1}^@  15^ 

tMedelin 

tManizales 11}^@15M 

Cauca 

Mexican — 

tCordoba 10^@11>^ 

do  wash^..l2>^@14 

tCoatepec 11  @12 

tdo  washed . . 12^ @14 

tOaxaca 11  @12 

t do  washed. . . . 12^  @14^ 


Central  America— 

{Costa  Rica- 

Common 9 @10 

Fair  to  good 12  @15 

Prime  to  choice . . 14  @15 

San  Salvador 11  @11^ 

do  w^hed....l2  @13H 

Nicaragua 10^  @11 

do  washed ll>ii@13 

{Guatemala  Coban 

Common g @10 

Fair  to  good 12  @ 13J4 

Prime  to  choice . . 14  @15 

do  unwashed. . . . 10^  @11^^ 

{Hairti  and  Satito  Domingo— 

{Unwashed 10  @11^4 

{Washed 12  @14 

{Jamaica — 

9J^@  9H 

G’d  ordmary 10  @10)1 

Washed ll  @12 

East  India— 

Padangint 26  @26)4 

Corinche 24  @26 

Kroe 23)4  @25 

Timor 22)4  @23 

Private  Estate. . .25)4  @26)4 

Fancies 26)4  @27 

Ab3Tssinian 19  M @ 20 

Mocha 21)4@22 

Liberian — 

{Straits @.. 

{Java ’ @.. 

{Surinam @ 

Pamanoekin @.. 


{ Nominal  because  of  small  arrivals, 
t Comoion  to  fancy. 


TEAS. 

China  and  Japan— Lins  Puces. 
(76  or  More  Packages  of  One  Number) 


Foochow — 

Formosa — Cont. 

Common 

Fancy 

,.74 

Fair 

COUNTRY  GREEN 

Good 

Gunpowder — 

- Superior.... 

Extra 

.36 

Fme 

Firsts 

Formosa — 

Seconds 

Fair 

Imperial — 

Good 

....19  @19)4 

Firsts 

.33 

Superior.... 

Seconds 

^e 

Thirds 

Finest 

Young  Hyson- 

rtKffco 

Choicest 

Extra 

.30 

Young  Hyson — Cont. 

Firsts 25  @30 

Seconds 19  @20 

Thirds 18  @19 

Hyson — 

Seconds 17  @18 

Thirds 12)4  @13 


Imperial — 

Firsts 24  @26 

Seconds 21  @22 

Thirds 15  @16 

Japan — 

Basket  fired 19  @40 

Pan  fired 16  @35 

Congou — 

Common 19  )4  @20 

Good 21  @22 

Superior 27  @30 

Fine  to  finest ....  36  @37 

Choice  to  choicest  45  @60 


PINGSUEY 

Gunpowder — 

Extra  Firsts ...  28  @33 

Firsts 21  @23 

Thirds 14  @14)4 

India  and  Ceylon — ^Line  Puces. 

Pekoe  Souchong. . 24  @25  Ceylon — Cont. 

Pekoe 24  @25  Orange  Pekoe....  27  @30 

Ceylon—  B.  O.  Pekoe 28  @35 

Pekoe  Souchong.  24  @25  Darjeeling — 

Pekoe 24  @25  Fancy  Orange.... 50  @1.00 

SPICES— First  Hand  Puces. 

Japan 28  @29 

Cassia — 

Saigon,  rolls 57  @60 

China,  rolls 15  @15)^ 

Ewangsi 15)4  @15^ 

doseal,  bli @ 

Batavia,  Ext 23  (a  24 

do  sh’t stick.. 21  @21)4 
Cinnamon 

Ceylon @ 

Ginger — 

Japan 8)4@  9 

Cochin— ABC. ...  1 1 )i  @ 1 1 )4 

do  D 11  @11)4 

Lemon 11)4®  11% 

African 10)4  @10)4 

Jamaica,  g'g 15  @15% 

Nutmegs — 

76s  to  80s 36  @37 

106s  to  110s 27  @28 

Mace 52  @65 


Pepper — 

Singapore 17 

Acheen  A 

Acheen  B 

Acheen  C 

Lampong 
White — 

Singapore 21  )4  @ 22 

Penang 21  @22 

Siam 21  @21)4 

Heavy — 

Aleppy 18)4@19 

Tellicherry 18%  @19 

Cloves— 

Zanzibar 16%  @17 

Amboyna 26  @27 

Penang 35  @36 

Pimento 5 @ 5)4 

Red  Peppers- 

Mombassa 37  @38 

CHICORY— First  Hand  Puces. 

Domestic,  granulated,  coarse  or  medium,  in  bags 7)4  @ 7)4 

Inbarreb 7%@  8 

Best  Englbh.  in  barreb @ 

Imported  yellow  paper  (65  and  130-lb.  cases) @6)4 

Imported  red  paper  (5’s,  2)4’s  and  1-lb.) @ 

Domestic  yellow  roll 6 @ 6)4 

COCOA— First-Hand  Puces. 

Accra 15  @15%  Grenada 15%@16 

^rican 15%  @16  Hayti. 14  @16 


Bahia 16)4@16% 

Caracas.. 16  @16)4 

Guayaquib — 

Arriba 17)4@17% 

Machala 16)4  @16% 

Caraques 16)4@16% 

Cuban 15  @16 

Dominica 1 5)4  @16 


Jamaica 14%@15)4 

Maracaibo 20  @21 

Para @ 

Sanchez 14  @14)4 

St.  Vincent @ 

Savanilla @ 

Surinam @ 

Trinidsd 15)4@16 


Kmd  of  Coffee. 


Prices  to  Retailers 
(Bag  Lots — 130  Pounds.) 


Green. 


Roasted. 


Santos. 


Rio. 


Peaberry. 


Caracas 

Bucaramanga. 
Bogotas 


Java. 


From 

To 

From 

To 

. *10 

14 

12)4 

17% 

. 11 

14 

13% 

17% 

. 10 

12 

12)4 

16 

. 13 

18 

16 

22 

. 16 

17 

18)4 

21 

. 13 

18 

16 

22 

. 14)4 

19 

18 

23% 

. 14 

10 

17% 

23% 

. 14 

17)4 

17% 

21)4 

. 13 

17)1 

16 

21)4 

. 11)4 
. 26 

T 

14)4 

26% 

itu 

. 22 

27 

30)4 

36% 

, 21 

24 

29)4 

34% 

. 22 

27 

24% 

28)4 

14 

TEAS. 

17 

17% 

21 

Package  Lots.) 

From 

To 

Formosa 

Foochow 

Congou 

India 

Ceylon 

Gtmpowder. . 
Young  Hysop. 


.22 

.21 

.22 

24 

25 
29 
29 

17 

18 


45 
21 
40 

46 
45 
40 
60 
40 
43 
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“ENTERPRISE” 

Hand  and  Power  Coffee  Mills 


No.  0862H.  Grlndins  and  Pulverizing  Mill. 

Fitted  with  H and  H h.p.  For  direct  or  alternating  current 
Grlnden  connected  direct  with  ehaft  of  motor  thus  euminating 


are  backed  by  50  years'  manu- 
facturing experience.  When  you 
install  an  ‘‘ENTERPRISE’’  you 
are  reaping  the  benefit  of  50 
years’  careful  experimentation 
and  practical  tests.  You  are 
not  “taking  chances.”  You  are 
sure  of  satisfaction  in  every  way'. 

You  need  not  fear  competition 
because  you  can  give  your  cus- 
tomers superior  service.  The 
housewife  wants  her  coffee 
ground  the  “ENTERPRISE” 
way.  You 

Will  Please  Your  Customers 

and  increase  your  coffee  business  by  leaps  and  bounds. 

Grinders  are  made  of  specially  hardened  metal  and  they  grind 
into  uniform  particles  of  the  particular  size  you  wish.  The  coffee 
beans  are  not  crushed  and  cracked  into  pieces  of  various  sizes.  Bear- 
ings minimize  friction,  insuring  long  life  and  easy  running.  Simplicity 
of  construction — easily  taken  apart  for  cleaning.  Regulating  device 
can  be  changed  while  mill  is  running. 

All  “ENTERPRISE”  Mills  are  artisti- 
cally finished  and  make  a handsome  appearance 
when  set  up.  The  enamel  is  baked  in. 

Send  for  catalogue.  It  will  give  you 
detailed  descriptions  of  the  machines  best 
suited  to  your  store. 

ENTERPRISE  Mfg.Co.of  Pa. 

Patented  Specialties 
PHILADELPHIA,  U.  S.  A. 


No.  9.  Grinding  and  Pulverizing  Mill. 
Seventy-five  turns  by  hand  will  grind  a 
pound  of  coffee  as  fine  as  required. 

Height.  24  inches.  Weight,  107  lbs. 


29  Murray  Street 
New  York 


530  Golden  Gate  Ave* 
San  Francisco,  Cal. 
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SUPERVISING  TEA  EXAMINER’S  MONTHLY  REPORT. 

COMPILBO  PROM  THE  TEA  EXAMINER’S  MONTHLY  REPORTS. 

GEORGE  F.  MITCHELL,  Supervising  Tea  Examiner 

Report  of  the  various  kinds  and  quantities  passed  and  rejected,  and  why  rejected,  during  the  month  of  Match,  1916. 


Variety. 


Formosa  Oolong, 

Foochow  Oolong 

Congou 

India  and  Ceylon,  . . . . , 

Java 

Ceylon  Green 

Ping  Suey  Green 

Country  Green 

Japan 

Japan  Dust.  • 

Capers ' . . 

Scented  Or.  Pekoe 
Scented  Canton.  , . 
Canton  Oolong. ....... 


Pounds 


Pounds 


Pounds  Pounds 

Examined.  Passed. 


Pounds 

Rejected.. 


Rejected 
for  Color 
or  Facing. 


Rejected 

for 

Quality. 


I 350,925 
, 53,924^ 

103,618 
3,291,849 
14,356 
10,115 
593,465 
41,417 
36,472 
4,000 


382,153 

53,924 

83,042 

3,290,434 

14,356 

10,115 

579,558 

41,417 

35,266 

4,000 


, 68,772 


68,772 


18,576 

1,415 


18,576 

1,415 


13,907 
' L266 


13,907 
’ 'l,206  ' 


3,075 

44,861 

22,246 


3,075 

44,861 

28,011 


1,235 


1,235 


4,577,323 


4,472,212 


105,111 


105,111 


Want  ^btiertissements; 


Subscribers  are  entitled  to  one  free  insertion  in  this  de- 
partment during  the  year. 

Qassified  want  advertisements  under  regular  heading  $2 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 


• Jlelp  ^anteb 


WANTED — First-Class  Machinist,  experienced  in  coffee-, 
roasting  machinery.  Preference  given  to  man  capable  to 
act  as  foreman.  Reference  required.  Address,  Box  354 
care  of  The  Tea  and  Coffee  Trade  Journal. 

WANTED— Experienced  groceryman  to  take  charge  of 
sales  department  of  established  chain  of  retail  .grocery 
stores.  State  experience  and  references.  Address,  X. 
Y.,  Z.,  care  of  The  Tea  and  Coffee  Trade  Journal. 

WANTED — Salesmen  calling  upon  the  grocery  trade,  to 
handle  side  line.  For  particulars  address  Groom-Teich- 
mann  Co.,  Aurora.  111. 


Situations;  l^anteb 


WANTED — A thoroughly  experienced  tea  and  coffee  man 
who  has  filled  positions  with  credit  and  results  as  super- 
intendent, sales  manager,  salesman,  is  open  for  posi- 
tion. Can  take  charge  of  any  department  or  manage 
plant  and  show  results.  At  present  located  in  the  South. 
Can  furnish  references  as  to  ability  and  character.  Ad- 
dress, Box  353,  care  of  The  Tea  and  Coffee  Trade 
Journal. 

WANTED — Position  by  a successful  salesman;  buyer, 
blender  or  sales  manager.  Have  had  over  twent^y  years’ 
experience  in  tea,  coffee  and  wholesale  grocery  business; 
buyer  for  fourteen  years;  understand  blending  and  am 
successful  in  handling  salesmen.  A-1  references.  Ad- 
dress, Box  351,  care  of  Tea  and^  Qoffee  Trade  ' 

Journal. 


iHis;ceUaneous; 


FOR  SALE — O’Neill  roller  mill;  also  one  gyrator  and- 
elevator;  one  IG-inch  beater  mill  complete;  one  Uni- 
versal spice  cracker;  one  Burns  18-inch  burr  mill  for 
pulverizing  coffee.  Address,  Box  355,  care  of  The  Tea 
AND  Coffee  Trade  Journal. 

FOR  SALE — One-half  bag  Burns  roaster,  No.  7,  including 
2-h.  p.  motor,  in  good  condition.  Address,  George  Hart, 
406  Greenwich  street.  New  York  City. 


SWORN  STATEMENT  OF  OWNERSHIP 

Information  furnished  the  U.  S.  Postoffice  on  April  1, 
1916,  in  conformity  with  the  U.  S.  Postal  Laws  and 
Regulations: 

STATEMENT  OF  THE  OWNERSHIP,  MANAGE- 
MENT, CIRCULATION,  ETC.,  REQUIRED  BY 
THE  ACT  OF  CONGRESS  OF  AUG.,  24,  1912, 
of  The  Tea  and  Coffee  0?Rade  Jurnal,  published  monthly 
at  New  York,  dST.  Y.',  fdT  April  1,  1916. 

State  of  New  York,  County  of  New  York.ss: 

Before  me,  a Notary  Public,  in  and  for  the  State  and 
county  aforesaid,  personally  appeared  H.  DeG.  Ukers, 
who,  having  been  duly  sworn  according  to  law,  deposes 
and  says  that  she  is  the  Business  Manager  of  The  Tea 
and  Coffee  Trade  Journal,  and  that  the  following  is, 
to  the  best  of  her  knowledge  and  belief,  a true  statement 
of  the  ownership,  management,  etc.,  of  the  aforesaid  pub- 
lication for  the  date  shown  in  the  above  caption,  required 
-by  the  Act  of  August  24,  1912,  embodied  in  Section  443, 
Postal  Laws  and  Regulations,  to  wit: 

1.  That  the  names  and  addresses  of  the  publisher, 
editor,  managing  editor,  and  business  managers  are: 

Publisher,  The  Tea  and  Coffee  Trade  Journal  Co.;  post- 
office  address,  79-  Waff,  street.  New  York. 

Editor,  William  H.  Ukers;  pbstoffice  address,  79  Wall 
street.  New  York. 

Managing  Editor,  William  H.  Ukers;  postoffice  address, 

79  Wall  street.  New  York. 

Business  Managers,  H.  DeG.  Ukers  and  William  H. 
Ukers;  postoffice  address,  79  Wall  street.  New  York. 

2.  That  the  owners  are:  The  Tea,  and  Coffee  Trade  ' 

Journal  Co.,  79  Wall  street,  - New  -l^ork;  William  H.  j 

Ukers,  79  Wall  street.  New  XoKk;  ^H.'DeG.  Ukers,  79  j' 

Wall  street.  New  York.  ‘ 

3.  That  the  known  bond,holdeTS,  mortgagees, -’and  other  ; 

security  holders  owning  or  holding  1 per  qent  or  more  of  1 

total  amount  of  bonds,  mortgages,  or  other  Securities  afe: 
None.  5 ji 

4.  That  the  two  paragraphs  next  above,  giving  thd 
names  of  the  owners,  stockholders,  and  security  holders,, 

Ijf  any,  contain^  not  only  the  list  of  stockholders  and 
security  holders  as  they  appear  upon  the  books  of  thb  .i 

company,  but  also,  in  cases  where  the  stockholder  or  ;; 

security  holder  appears  upon  the  books  of  the  company  as  ! 

trustee  or  in  any  other  fiducia^^  relation,  the  name  of  the 
person  or  corporation  for  whorh  such  trustee  is  acting,  is 
given;  also  that  the  said  two  paragraphs  contain  st^tet^ 
meints  embracing  affiant’s  full  knowledge  and  belief  a#-, tty 

the  circumstances  and  conditions  under  which  stockholders  a 

and  security  holders  who  do  not  appear  upon  the  books  of  I 

the  company  as  trustees,  hold  stock  and  securities  in  a 
capacity  other  than  that  of  a bona  fide  afiiant  has  no  reason 
to  beKeve  that  any  other  person,  association,  or  corpora- 
tion has  any  interest  direct  or  indirect  in  the  said  stock, 
bonds,  or  other  securities  than  as  so  stated  by  her. 

H.  DeG.  Ukers,  Business  Manager. 

Sworn  to  and  subscribed  before  me  this  18th  day  of 
April,  1916.  " " ”• 

J.  M.  Madden. 

(My  commission  expires  March,  1917.) 
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Satisfied  Customers 
Are  Never  Satisfied 

— they  always  come  back 


Hundreds  of  thrifty,  know-a-good- thing- 
when-they-see-it  sort  of  merchants  have  in- 
stalled Master  Coffee  Cutters  and  Refinery, 
and  have  stolen  a march  on  their  competitors. 

They  furnish,  right  on  the  spot,  a beautifully 
clean,  chaff-free  coffee,  freshly  cut  or  pulver- 
ized, which  appeals  to  folks  because  of  its 
very  looks.  People  buy  it,  believing  it  is 
better.  They  continue  to  buy  it  because  it 

IS  BETTER. 


REFINER 


has  never  yet  failed  to  increase  the  coffee  busi- 
ness 100  per  cent  in  any  store  it  is  placed, 
where  the  boss  and  his  clerks  do  their 
part.  It  is  a WONDER  MACHINE,  fully 
guaranteed  and  endorsed  by  prominent  users. 


Produce  Your  Own 
Steel-Cut  Coffee 

save  the  packer’s  profit,  and  build  a business 
distinctively  YOURS. 


t Write  for  particulars  quick 


The  Master  Cutter  Machine  Co.,  Inc. 

Oakley  Station,  CINCINNATI,  OHIO 

New- York  Office  - Philadelphia  Office 

63  Fifth  Ave.  42  N.  7th  St. 
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No  up-to-date  grocer  can  afford  to  do  without  THE  TEA  AND  COFFEE  TRADE 
JOURNAL.  Though  he  reads  the  local  grocery  paper,  he  must,  in  order  to  keep  fully  posted 
on  all  the  important  news  of  the  trade,  the  best  thought  on  store  management,  costs,  economics, 
etc.,  read  this  NATIONAL  GROCERY  TRADE  MAGAZINE. 

Read  what  Frank  B.  Connolly,  President  of  the  National  Association  of  Retail  Grocers 
of  the  United  States,  says  about  it: 


Olllce  of  Ibe  President 
PRANK  B.  CONNOLLY 
310  Sheldon  Bids. 


MR.  WILLIAM  H.  UKERS, 

Editor,  "THE  TEA  AND  COFFEE 
79  Wall  Street, 

NEW  YORK,  N.  Y. 

DEAR  SIR: 

I ara  a constant  reader  of  your  TEA  AND  COFFEE  TRADE  JOURNAL  and  find 
Ifi  its  columns  a great  deal  of  valuable  information  on  teas,  coffees  and  spices. 

Every  retail  grocer  should  be  a subscriber  to  "THE  TEA  AND  COFFEE  TRADE 
JOURNAL",  because  it  specializes  on  the  most  important  department  of  their  busi- 
ness, the  department  that  always  pays  a profit  oV'er  the  cOst  of  doing  business. 

Education  along  special  lines  is  what  we  grocers  need,  so  that  we  will 
be  in  a position  to  buy  our  goods  to  an  advantage  and  at  the  same  time  intelli- 
gently demonstrate  to  our' most  fastidious  customers,  the  merits  of  the  goods  we 
have  to  offer. 

We  need  to  know  more  about  teas  and  coffees  and  to  my  mind,  the  best 
place  to  secure  that  information  is  from  the  columns  of  THE  TEA  AND  COFFEE  TRADE 
JOURNAL. 


• NATIONAL  ASSOCIATION  OF  RETAIL  GROCERS  OF  THE  U.  S. 


Retail  Grocers  everywhere  read  THE  TEA  AND  COFFEE  TRADE  JOURNAL  because 
it  specializes  on  their  most  important  department — the  department  that  always  pays  a profit 
over  the  cost  of  doing  business.  That  is  why  it  pays  advertisers  who  have  something  to  sell 
to  retail  grocers.  Write  for  rates. 

Known  Quality! — Known  Quantity! — Theae  Thinga  Count 
THE  TEA  & COFFEE  TRADE  JOURNAL 
*‘The  Blue  Book  of  the  Trade** 

79  WALL  STREET NEW  YORK 


Yours  for  success 


PRESIDENT 


A " 


(ttantlofi  Pro. 

mim\ 

*'  *'  8uB 

.y*  ' 1 

" CIrcuation 

1 JAN251916  1 

Attention  Editor  | 

'•  Asst.  Edf.  1 

/ 

^ ••  Ad».  Mjr.  1 

Ninefeenth  Annual  Convention,  New  Orleans,  La. 
May  8-9-10-11,  1916 


Organized  during  the  ^orld't  Fair  at  Chicago,  1893 
Reorganized  at  Cleveland,  O.,  Jan.  16, 17, 18, 1900 


S^anmeo,  fJanuary  17,  1916. 


TRADE  JOURNAL" 
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A SURE  TRADE  GETTER 


master 

(Sloffrr 

“The  Auto- 
crat of  the 
Brea  kfast 
Table." 

Goet  Farthest,  Tastes  Best, 
Cheapest  in  the  End. 

THE  BOUR  CO. 
Toledo  and  Kansas  City 


HICHEST 
CRAOE  BLENDS. 

Always 


Jest  0>lfee 


H.  H.  HIXSON  & CO..  Chicago.  Ill- 


EVFRYBODY  LIKES  SUMORE 


Talks  with  Grocers 
On  Package  Coffees 

No.  4 — The  Imparlance  of  Proper  Blending 

^ Coffee  men,  generally,  agree  that  blend- 
ing is  a fine  art,  one  that  has  never  been,  and 
probably  never  will  be,  fully  mastered. 

It  takes  years  of  experiment  to  discover 
just  what  coffee  growths  blend  to  best 
advantage,  and  then  only  an  expert  who 
makes  testing  a life  work  can  maintain  the 
standard  set.  You,  with  your  manifold 
duties,  cannot  hope  to  acquire  this  proficiency 
^ The  average  coffee  packer’s  biggest  busi- 
ness asset  is  his  trade-marked  package 
coffees.  Naturally,  he  puts  the  best  of  his 
blending  knowledge  into  them,  rather  than 
into  non-trade-Tnarked  coffees. 

T[  This  is  one  more  reason  why  it  is  good 
business  for  you  to  push  well-known  package 
coffees.  The  coffee  packer  is  jealous  of  the 
quality  of  his  trade-marked  goods,  therefore, 
they  are  most  likely  to  be  properly  blended 
and  of  uniform  grade.  Trade-marked  pack- 
age coffees  are  your  best  insurance  against 
coffee  dissatisfaction. 


This  is  the  advertisement  of  the 
coffee  packers  whose  trade-marked 
brands  are  illustrated  on  this  page. 
These  brands  are  all  established  suc- 
cesses and  they’ll  help  you  build  a 
permanent  coffee  trade. 


*TisTimeto  Be^in 
witH  Colonial  Inn 


DENISON  CKb  CO.. 

Importers  and  Roasters 


CHica^o 


Write  for  Premium  Catalogue 


Eureka  Coffee  Co.,  Buffalo,  N.  Y 


COR.  HUDSON  & WORTH  STS. 
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HOW  THE  RETAILER  CAN 
BUILD  UP  HIS  COFFEE  BUSINESS 

Many  retailers  have  overlooked  the  possibilities  presented  by  the 
advertising  columns  of  their  local  newspapers  as  a means  for  increasing 
their  coffee  sales. 

By  means  of  the  intelligent  and  persistent  use  of  newspaper  space 
combined  with  quality  goods,  the  retail  merchant  can  get  the  cream  of 
the  tea  and  coffee  trade  of  his  community. 

The  space  used  need  not  be  large,  but  it  must  be  well  worded 
to  get  results.  Retailers  will  find  BLAKE’S  TEA  AND  COFFEE 
AD  SERVICE  of  great  assistance  in  connection  with  tea  and  coffee 
advertising.  This  service  contains 

ONE  HUNDRED  AND  FIFTY  MODEL 
TEA  AND  COFFEE  ADVERTISEMENTS 

Each  ad  model  is  printed  in  display  type,  and  of  a size  that  will 
exactly  fit  a five  or  six  inch  single  column  newspaper  space. 

Every  ad  is  printed  in  duplicate  and  easily  removed  from  the  loose 
leaf  binder.  All  the  newspaper  compositor  has  to  do  is  to  follow  the 
general  style,  filling  in  your  brand  names  and  signature. 

Here,  then,  is  a service  of  150  heart-to-heart  talks  with  coffee 
consumers — talks  whose  effectiveness  have  long  since  been  demonstrated. 

You  may  become  the  sole  owner  of  these  ads  in  your  locality.  The 
price  is  extremely  low.  Will  send  the  service  on  approval.  Keep  it 
five  days  and  if  it  isn’t  as  represented,  return  it  at  our  expense.  Address 

THE  TEA  AND  COFFEE  TRADE  JOURNAL 

79  Wall  Street  New  York 
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“The  Ferris 
Monthly  Chat” 

With  30,000  Grocers 
on  the  A.tlantic  Slope 


“A 

“A 


Last  time  it  was  on 


April  19,  1916. 


SQUARE  DEAL  as  to  WEIGHTS” 


Now  suppose  we  talk  about 

SQUARE  DEAL  with  ONES-SELF” 


Here’s  to  you  again,  our  Fellow-Merchants  of  the  Atlantic  Slope — A busy  and  promis- 
ing Seed  Time  for  one  and  all.  And  a generous  Harvest  to  round  out  the  year  later. 
Are  we  putting  in  “our  best  licks’’  for  that  bv  insisting  on  “A  Square  Deal  with  Ones- 
Self?’’  ‘ 

You  are  much  interested  in  Canned  Goods,  Appetizers  vv^orth  while  in  every  Family, 
making  for  Health,  Pleasure  and  Economy,  and  if  of  right  grade  and  well  sold  leaving  a 
quota  of  profit  in  your  Bank  Account  unless  you  throw  it  away.  Do  you  ever  thought- 
lessly do  that?  “The  Burned  Child  dreads  the  Fire.’’  You  are  interested,  of  course, 
in  the  Canner  Fraternity;  it  is  important  to  you  that  they  should  be  Honorable,  Fair, 
“ Up-to-snuff, ’’  with  Enterprise  to  fully  meet  the  occasion  every  Season. 

Did  you  attend  their  Ninth  Annual  Convention?  Have  you  read  about  it?  In 
combination  there  were  1st:  The  National  Canners’  Association — 2nd:  The  National 

Machinery  and  Supplies  Association — 3rd:  The  National  Canned  Goods  and  Dried  Fruit 
Brokers’  Association.  Six  Hundred  men  attended  the  opening  vSession  in  the  crowded 
Auditorium  of  the  Hotel  Seelbach,  at  8 P.  M.,  Monday  Evening,  February  7th.  These 
Merchants  and  Manufacturers  rose  to  their  feet  as  the  Rev.  Dr.  E.  L.  Powell,  a notable 
Pastor  of  Louisville  was  announced  to  offer  an  Invocation.  There  have  been  Invocations 
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and  Invocations;  doubtless  this  Prayer  will  stand  out  in  the  memory  of  every  man  there 
as  none  other  he  ever  heard.  All  listened  in  silence  and  with  intense  interest;  all  were 
profoundly  impressed  by  the  Reverence,  the  Nobility  of  View  and  Utterance,  the  insist- 
ance  of  Pligh  Toned  and  Beneficient  results  in  business,  and  its  measuring  up  to  True 
Ideals.  And  at  its  close  each  man  sat  down  with  a sense  that  it  was  a much  more  manly 
thing  to  be  “A  Merchant  as  is  a Merchant”  than  he  had  been  thinking. 

Whoever  before  tried  working  a Prayer  to  the  Almighty  Father  of  us  Ml,  into  the 
advertising  pages  of  a Grocers’  Journal?  But  here  goes.  Hats  off.  Brothers!  Dr. 
Powell  shall  lead  our  crowd  for  three  minutes  and  see  if  he  does  not  appeal  to  the  best 
that  is  in  us  as  he  addresses  Almighty  God  for  our  own  Convention  of  Thirty  Thousand 
Men. 

(Notice  certain  pivotal  words  in  Dr.  Powell’s  Prayer.) 


INVOCATION. 

We  thank  Thee,  OUR  FATHER,  for  THIS  OCCASION  AND  HOUR.  We  thank 
Thee  for  the  FELLOWSHIP  represented  in  this  gathering. 

May  these  men  come  together  under  a solemn  sense  of  RESPONSIBILITY,  under 
the  INSPIRATION  OF  THE  NEW  AND  HIGHER  IDEALS  in  business  life.  May 
they  find  JOY  IN  PLANNING  AND  DEVISING  METHODS  AND  MEANS  TO 
BEST  SERVE  their  great  constituency. 

Teach  them,  and  all  of  us,  the  GREAT  LESSON  OF  COMMUNITY  INTEREST. 
May  we  know  that  ONLY  AS  ALL  ARE  BENEFITED  CAN  EACH  BE  BENEFITED. 
May  we  NOT  SEEK  OUR  OWN  PROFIT  AT  THE  EXPENSE  OF  OTHERS,  but 
may  we  seek  OUR  OWN  PROFIT  IN  MAKING  PROFITABLE  TO  ALL — the  business 
which  enlists  our  thought  and  service. 

Help  us  to  CAPITALIZE  OUR  IDEALS  and  to  know  that  THE  INVESTMENT 
OF  COURAGE  AND  CONSCIENCE  AND  OPTIMISM  will  bring  rich  returns. 

And  as  we  think  of  Material  Interests  may  we  know  that  the  whole  World  of  Com- 
merce can  only  be  brightened  and  exalted  as  we  shall  interpret  business  IN  TERMS 
OF  CO-OPERATION  WITH  GOD  in  material  concerns. 

Help  us  to  know  that  as  business  men  we  can  make  a splendid  contribution  through 
our  Business  to  the  Country  we  love.  Help  us  through  the  Spirit  that  we  put  into  Busi- 
ness to  make  THE  STARS  ON  OUR  FLAG,  which  are  symbolic  of  our  Ideals,  TO  SHINE 
WITH  NEW  LUvSTER  AND  EVER  BRIGHTENING  VIVIDNESS. 

We  are  met,  Holy  Father,  in  the  Name  of  BUSINESS,  but  as  well  in  the  Name  of 
vSFRVICE  May  the  Genius  of  Money  Making  be  consecrated  by  the  end  sought — 
THAT  OF  bestowing  THE  GREATEST  SERVICE  WITHIN  OUR  POWER 
to  those  whom  we  are  called  upon  to  serve. 

May  FELLOWSHIP,  FRIENDSHIP  and  FRATERNITY,  be  the  high  notes  in 
the  music  that  shall  come  forth  from  all  our  material  interests. 


The  Doctor’s  Point  of  View  seems  to  be  that  all  business  men  are  Brothers,  and  not 
Ishmaelites  “Whose  hand  was  against  every  man  and  every  man’s  hand  was  against 
them.”  Any  Merchant  should  not  be  tempted  to  make  use  of  any  measure  that  hap- 
pens to  suit  the  whim  or  emergency  of  the  moment;  he  may  not  go  on  the  plan  that  “It 
is  every  man  for  himself,  and  the  Devil  take  the  hindmost,”  but,  rather,  that  “an  injury 
to  one  is  an  injury  to  all.”  How  about  the  suggestion  that  Courage,  Confidence  and 
Optimism  are  better  than  sneaking  under-cuts;  devilish  greed;  “do  the  other  fellow 
before  he  has  a chance  to  do  you.”  Had  this  Western  Parson  better  stick  to  his  pulpit 
and  let  enterprising  Canners,  etc.,  alone,  or  is  he  DEAD  RIGHT? 

One  thing  is  sure,  every  man  hopes  when  the  fight  is  over  and  he  lies  in  Ids  grave, 
his  fellow  Merchants  with  affection  may  be  able  to  write  such  an  Epitaph  as  this-  “A 
Merchant  of  High  Ideal;  ready  to  serve  all.  A man  of  courage,  conscience,  hope.  He 
was  as  glad  to  help  others  as  he  was  to  win  out  himself.’  ’ 

And  how  wonderful  it  is  that  the  Great  Imther  is  willing  to  be  a vSpecial  Partner  in 
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your  business  and  mine.  If  we  are  big-hearted  Merchants,  whether  in  a large  or  small 
sphere,  we  can  serve  Society  and  honor  our  Flag  as  well  as  get  gains  to  ourselves. 

So  one’s  success  rates  not  by  how  big  a business  he  builds  up  nor  how  much  money 
it  makes  for  him,  but  of  how  much  real  service  he  is  to  all,  without  injury  to  any.  Surely 
the  Kentucky  Minister  does  not  understand  business,  or  would  he  think  that  the  Golden 
Fruit  of  A Merchant’s  Life  was  to  produce  FELLOWSHIP— FRIENDSHIP— FRA- 
TERNITY. After  all,  are  these  only  the  wild  fancies  of  an  Inland  Priest,  or  did  he  get 
a Vision  from  Heaven,  and  does  he  bring  a God-Word  to  the  Canners  of  the  United 
States  and  to  our  Crowd  of  30,000  Coast  Merchants?  How  can  we  boil  it  down  and  will 
this  do? — “Co-operation  for  General  Welfare”  instead  of  “Competition  to  wreck  the 
other  fellow.” 

Editor  Barrett  tells  us  the  Six  Hundred  Canner  Men  stood  intent,  reverent,  and  as 
if  inspired  by  a new  Revelation.  Did  they  go  home  new  men?  More  ennobled  Mer- 
chants? 

But,  verily,  was  not  the  Kentuckian  like  one  of  God’s  own  old-time  Prophets,  as 
he  took  up  the  Ancient  Benediction,  taught  the  Priests  by  the  lips  of  Jehovah. 

“The  Lord  bless  us  and  keep  us,  the  Lord  make  his  face  to  shine  upon  us  and  be  gra- 
cious unto  us,  the  Lord  lift  up  His  countenance  upon  us  and  give  us  peace,”  through 
Jesus  Christ,  our  Lord.  Amen. 

He  was  going  back  some  ways,  but.  Men,  have  you  ever  seriously  studied  the  business 
standard  set  by  the  Great  Law  Giver,  Moses,  thirty-five  hundred  years  ago?  What 
would  happen  if  this  were  adopted  by  our  30,000  Merchant  Leaders  as  their  Code  of 
Ethics  for  1916?  

“Thou  shalt  not  take  up  a false  report;  be  an  unrighteous  witness;  thou 
shalt  not  follow  a multitude  to  do  evil  or  speak  in  a cause  to  turn  aside  after  a 
multitude  to  wrest  justice.  That  which  is  altogether  just  shalt  thou  follow.” 
“Thou  shalt  not  have  in  thy  bags  divers  weights,  a great  and  a small; 
thou  shalt  not  have  in  thy  House  divers  measures,  a great  and  a small.  A 
perfect  and  just  measure  shalt  thou  have,  that  thy  days  may  be  long  upon  the 
land  which  Jehovah,  thy  God,  giveth  thee.  For  all  that  do  unrighteousness 
are  an  abomination  unto  Jehovah,  thy  God.” 

“Thou  shalt  not  steal,  neither  shalt  thou  deal  falsely,  nor  lie  one  to  an- 
other. And  ye  shall  observe  all  my  statutes  and  all  my  ordinances  and  do 
them.  I am  Jehovah.” 

Do  we  Modern  Merchants  realize  the  high  standard  of  these  old  time  Business  Ethics? 
One  very  noticeable  feature  besides  the  remarkable  character  of  the  Invocation  is 
“A  Code  of  Ethics,”  deliberately  submitted  by  The  Broker’s  Association  to  its  Members. 
These  are  some  of  the  points: 

1.  The  Broker,  as  the 'connecting  link  between  Buyer  and  Seller,  must  maintain 
the  dignity  of  his  position. 

2.  Absolute  fairness  and  honorTo  both  Buyer  and  Seller. 

3.  Respect  the  rights  of  competitors  and  never  attempt,  by  unfair  means,  to  inter- 
fere with  their  business.  The  Broker’s  client  is  his  stock  in  trade;  any  deliberate  attempt 
by  another  Broker  to  unfairly  secure  such  representation  is  against  good  brokerage  ethics. 

Co-operation  among  Brokers  is  the  best  way  to  strengthen  their  poistion  in  the  busi- 
ness world. 

The  division  of  Brokerage  with  either  Buyer  or  Seller  is  the  poorest  way  of  building 
up  a brokerage  business — indicates  that  the  Broker  puts  a low  value  on  his  services.  Rep- 
utable Buyers  and'  Sellers  count  this  most  unfair  competition  and  an  indication  of  weak- 
ness on  the  part  of  the  Broker. 

Contracts,  etc.,  should  be  full  and  accurate  and  furnished  to  both  Buyer  and  Seller. 
The  Broker  should  always  stand  for  a fair  deal  between  Buyer  and  Seller.  All  contracts 
should  contain  a Clause  providing  for  Arbitration  in  case  of  dispute. 

Good  for  the  Brokers’  Ethical  Standards.  Well,  how  shall  the  Canners  and  we 
Thirty  Thousand  get  up  to'the  original  and  worthy  ideals  in  the  good  year  1916? 

One  Saturday  Afternoon  Our  Senior  happened  to  be  at  his  door  as  a bright  lad  of 

When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


510 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


May,  1916 


fourteen  came  across  the  lawn  with  a swinging  step,  and  handed  him  The  Evening  Post. 
There  was  a cordial  Greeting  and  our  Senior  said: 

“What  are  you  doing  now,  Morris?” 

“Oh,  in  High  School.” 

“How  long  before  you  finish?” 

“ One  year  more.  ” 

“What  then?” 

“I  am  going  to  College,  Sir;  I’m  bound  to  have  an  education.” 

“And  what  then?” 

“I  don’t  know  yet.” 

“Where  is  your  Church  Home?” 

(Hesitatingly)  “I — don’t — live  in  M.  ” 

“Where  do  you  live?” 

(Still  hesitating) — “In  N.” 

And  where  do  you  go  to  Church  in  N?” 

(A  little  more  hesitation) — “I  go  to  the  Synagogue.  I am  a Hebrew.” 

Here  his  face  flushed  a little  and  his  eyes  fell.  Our  Senior  went  on  earnestly,  “Morris  ! 
do  you  realize  you  have  in  your  veins  as  fine  blood  as  the  World  has  ever  known?  Aren’t 
you  proud  of  Abraham?  ‘The  Friend  of  God?’  God  had  said  to  him,  ‘Get  thee  out 
of  thy  Country  and  from  thy  Father’s  House  and  come  to  a land  I will  give  thee  and 
make  of  thee  a great  Nation  and  in  thy  seed  shall  all  the  families  of  the  Earth  be  blessed.  ’ 
And  Abraham  did  it!  He  came  out  at  the  call  of  his  God!  So  he  got  his  name  ‘The 
Hebrew’- — ^‘The  Comeouter. ’ Remember  that,  Morris,  4,000  years  ago  Abraham  of 
your  blood  ‘came  out’  at  the  call  of  God  and  went,  not  knowing  where  he  was  going, 
and  he  was  called  ‘The  Friend  of  God,’  and  you  have  the  red  blood  of  that  grand  old 
‘Comeouter’  in  your  veins.  Aren’t  you  proud  of  it?” 

By  this  time  Morris’  eyes  were  flashing;  he  was  standing  erect;  his  cheeks  were 
glowing.  Our  Senior  went  on:  “I  have  true  New  England  Blood  in  my  veins;  very 

proud  of  it;  none  better!  My  Grandfather  on  my  Mother’s  side  was  in  the  War  of  1812; 
marched  a Company  of  Militia  from  West  Connecticut  to  New  London;  he  didn’t  have 
the  chance  to  fight  but  he  was  ready  to  do  it.  To  the  end  of  his  days  everyone  called 
him  ‘Captain  Sam.  Beers’  and  he  was  as  clean  and  true  as  he  was  patriotic.  Am  I 
proud  of  my  Grandfather’s  Blood?  On  my  Father’s  side  my  Great-Grandfather  lies 
buried  in  an  old  Country  Cemetery  in  Westchester  County,  New  York;  and  this  is  his 
Epitaph:  ‘A  Soldier  of  the  Revolution.’  Am  I proud  of  my  Great-Grandfather’s 

Blood?  Along  my  line  they  were  all  clean,  true  men.  They  lived  up  to  their  Blood. 
But  good  Blood  don’t  make  a man  unless  he  lives  up  to  it.  I know  a lot  of  Yankees 
who  are  mean,  small,  low-down  fellows;  even  their  splendid  Blood  doesn’t  save  them. 
What’s  the  trouble?  They  don’t  live  up  to  it!  I trace  my  noble  New  England  Blood 
back  300  years;  but  you  can  trace  your  noble  Blood  back  4,000  years  to  ‘The  Friend  of 
God.’” 

“And  how  about  living  up  to  your  Blood?  Like  my  low-down  Yankees  there  are 
a lot  of  low-down  Hebrews;  their  blood  is  all  right  but  they  never  live  up  to  it.  No  Blood 
will  save  a man  unless  he  lives  up  to  his  best.  I mustn’t  keep  you  longer,  Morris;  don’t 
forget  those  other  splendid  men  of  your  Blood — Joseph  and  Moses  and  Daniel.  Grander 
men  never  lived.  You  and  I must  live  up  to  our  Blood!  Good-bye!” 

You  should  have  seen  that  lad’s  radiaint  face  as  he  wrung  the  vSenior’s  hand  and  turn- 
ing away  he  looked  back  and  said,  “Good-bye!  Thank  you!  I will  never  forget  what 
you  have  said  to  me  this  afternoon.” 

Two  years  later  he  met  one  of  our  Senior’s  Daughters  at  the  Depot  and  imiuired 
after  his  health.  He  said,  “Please  tell  your  Father  I shall  never  forget  what  he  said  to 
me  on  that  Saturday  afternoon.” 

And  Morris  is  working  it  out.  He  has  a burning  ambition  to  live  up  to  his  Blood. 
God  bless  him.  It  is  splendidly  worth  his  while,  is  it  not? 

Two  hundred  and  fifty  years  ago  there  was  another  man  of  rare  vision.  He  saw  in 
dreams  what  all  these  witnesses  have  been  saying  to  us  in  other  ways.  Do  you  remember 
the  picture?  There  was  a man  on  his  knees.  He  had  a little  muck-rake  in  his  hand. 
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He  did  not  look  up  or  about  him,  but  raked  to  himself  the  straws,  the  small  sticks,  and 
the  dust  of  the  muck.  There  stood  One  overhead  with  a Celestial  Crown  in  his  hand, 
offering  it  to  him  in  exchange  for  his  muck-rake,  but  the  man  would  neither  look  up  nor 
regard. 

Rev.  Dr.  Jowett,  one  of  our  famous  City  Pastors  has  prepared  a book  containing 
a brief  prayer  for  every  morning  in  the  year.  One  of  these  so  harmonizes  with  all  that 
has  gone  before,  that  we  think  you  will  like  to  see  it. 

“My  Father,  give  me  the  grace  of  fair  dealing.  Enlarge  my  heart  so 

that  I may  have  room  for  my  Brother.  May  I not  crowd  him  out  of  my  thoughts. 

May  I surround  him  with  large  and  gracious  sympathy.” 

The  call  of  the  Kentucky  Clergyman  to  High  Merchantly  Manhood  rings  in  our 
ears.  The  Clean-cut  Ethics  of  the  Brokers’  Association  are  before  us.  Do  we  catch 
the  enthusiasm  of  the  dad  whose  soul  is  fired  to  reach  His  Best?  And  from  now,  is  the 
morning  uplook  our  prayer? 

Accept  our  best  wishes,  and  believe  us. 


Yours  for  FELLOWSHIP,  FRIENDSHIP,  and  FRATERNITY, 


Nos.  262-264-266-268-270-272  Mott  Street, 


New  York  City. 


When  You  Dress  Your  Window  Put  Both  Kinds 
of  Knox  Gelatine  In  It! 


Our  advertising  in  the  leading  women’s  magazines  tells  attractive  ways  in  which  KNOX 
GELATINE  may  be  prepared  and  we  mention  BOTH  kinds — the  No.  1 Sparkling  Gelatine, 
and  the  No.  3 Acidulated  Gelatine.  Women  know  of  the  No.  3 package  with  its  envelope 
of  lemon  flavor  which  saves  them  time  and  money,  and  you  can  make  lots  of  sales  by  keeping 
it  where  they  can  see  it. 

This  is  a great  time  to  push  the  sale  of  gelatine  because  of  the  high  cost  of  other  desserts, 
and  every  sale  pays  you  a splendid  profit.  Make  a window  display  and  tie  your  store  up  to 
our  big  advertising  campaign — that’s  the  way  to  make  quick  sales  and  plenty  of  profits. 

How  would  you  like  to  have  us  send  you  some  window  display  material  and  recipe  books? 

“THE  BIGGEST  SELLING  GELATINE  IN  THE  UNITED  STATES” 

New,  attractive  display  advertising  matter  that  is  sure  to 
increase  sales  will  be  fvrnished  free  on  request.  Write  us 

CHARLES  B.  KNOX  COMPANY,  Inc.  Johnstown,  N.  Y. 
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PREMIUMS 

AND 

NOVELTIES 


NEW  PREMIUM  SPECIALTIES 


Some  of  the  Latest  Productions  of  the  Premium 
Supply  Houses 

NT EW  things  are  being  brought  forward  every 
^ day  as  premiums  which  are  particularly  suit- 
able for  use  in  the  tea  and  coffee  trade.  Under 
this  heading  will  appear  the  more  notable  pro- 
ductions of  the  month. 

Clocks  for  Premiums 

The  New  Haven  Clock  Company,  New  Haven, 

C o n n.,  manufac- 
tures clocks  of 
every  description, 
ranging  from  mas- 
sive grandfather 
hall  styles  to  low- 
priced  alarm 
clocks.  Listed  in 
the  complete  cata- 
logue which  this 
firm  issues  are  a 
number  of  clock 
designs  especially 
suited  for  premium 
use. 

The  '‘San  Mar- 
tin” mission  man- 
tel clock  is  one  of 
the  popular  models 
for  premium  pur- 
poses. This  eight- 
“San  Martin”  Mission  Clock  day  clock  has  a 

solid  oak  case, 
Flemish  finish,  cathedral  gong,  6-inch  wood  dial, 
raised  cast  numerals  and  fancy  hands.  It  is 
packed  six  to  a box  for  shipment,  the  price  being 
extremely  reasonable. 


Electric  Flat  Irons 

Two  types  of  electric  flat  irons  manufactured 
expressly  for  premium  purposes  were  recently 
added  to  the  line  of  irons  made  by  The  Bigelow 
Company,  321-23  St.  John’s  Court,  Chicago, 


These  new  irons  are  known  as  models  “F”  and 
“G.”  According  to  the  manufacturers,  model 


Premium  Electric  Flat-Iron 
Model  “F” 


“G”  is  an  exceptionally  well-made  electric  iron, 
heavily  nickel-plated,  with  blued  sole  plate,  and 
furnished  to  premium  buyers  at  $1.20  each,  in- 
cluding 6 feet  of  connecting  cord  and  a well-made 
insulated  stand  for  the  iron.  Model  “F”  is  con- 
structed along  the  same  lines,  except  that  it  is 
highly  polished  and  makes  a better  appearance. 
The  heating  element  is  high  grade,  the  best  of 
material  being  used  throughout.  This  iron  sells 
for  $1.35  complete. 

The  low  price  of  these  irons  permits  of  their 
being  offered  as  a premium  with  a comparatively 
small  purchase.  Their  certain  appeal  to  the  mod- 
ern housewife  should  make  them  an  assured  suc- 
cess as  a premium  item. 


Premium  Clothes  Reei.s 
The  clothes  reel,  although  a comparatively  new 
device,  is  now  considered  a necessity  in  most 
homes.  It  keeps  the  line  in  good  condition  and 
does  away  with  kinks  and  knots.  It  is  both  a 
labor  and  time-saver,  and,  because  of  its  appeal 
to  the  housewife,  is  a popular  premium  item. 

What  is  known  as  the  “Handy”  reel  is  enjoying 
a wide  sale  as  a premium.  According  to  the 
manufacturers,  it  is  more  substantially  made  than 
most  reels  on  the  market,  and  will  last  for  years 
even  with  constant  use.  The  line  winds  auto- 
matically, and  when  not  in  use  is  held  within  a 
solidly-made  circular  case  fitted  with  a simiilc 
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HOVEI 

THOSE  I 


£OODS! 


can  hardly  emphasize  the  strength 
of  the  Service,  as  an  effec- 

tive business  tonic,  more  strongly  than  has 
been  done  in  the  following  letter  and  you 
can  ask  no  fairer  test  of  a sales  promotion 
feature  than  you  will  find  in  a large  Public 
Market. 


WfiSTLAKLE  PUBLIC  MARKET 


> OPERATED 


OENGRAL.  MARKET  CO..  INC. 
FIFTH,  PINE  AND  SIXTH  STREETS 
Seattle.  Washington 

llTo  C.G.  Marr, 

Spokane , 

Waeh. 


Seattle,  Wn.,  Jan.  12,  1916, 


Dear  Sir:- 

We  have  been  using  "S.&  H."  Green  Stamps  in  oux 
business  for  the  past  five  years,  with  splendid  results. 

Regarding  "Double  Stamp  Day";  we  have  made  V/ednesday 
a permanent  Double  Stamp  Day  for  past  two  years;  we  have  in- 
creased the  volume  of  Wednesday  business  about  300^;  our  mer- 
chants make  the  same  preparations  for  Wednesday  that  they  do 
for  Saturday, 

We  don't  find  that  our  big  Wednesday  robs  the  other 
days;  they  show  the  normal  growth  that  is  expected  in  any  busi- 
ness that  is  being  pushed. 

Your  inquiry  on  "how  we  get  by  on  giving  Double 
Stamps  on  groceries";  we  could  not  do  it  if  it  did  not  bring 
a large  increase  in  volume  of  business;  we  have  simply  created 
an  extra  Saturday  for  each  week  through  special  stamp  induce- 
ment; the  only  other  way  that  this  could  be  accomplished 
would  be  by  slaughtering  prices,  which  would  have  a demorali2*r> 
ing  effect  in  the  end. 


The  Stamp  inducement  brings  the  business  and  does 
not  disturb  our  prices  in  any  way;  it  will  take  you  some  time 
to  get  the  full  effect  of  Double  Stamps,  but  when  it  starts 
to  draw,  it  draws  big. 


Yours  very  truly. 


I 1|-The  last  two  paragraphs  of  the  above  letter,  particularly,  carry  a wealth  | 

I of  meaning — they  will  bear  very  keen  analysis.  Let  us  send  you,  without  any  g 
I obligation  on  your  part,  additional  literature  carrying  facts  and  figures  which  verify  g 
1 in  detail  the  invariable  effectiveness  of  the  Service.  Address  Dept.  | 

I “J,”  Service,  | 

I THE  SPERRV  HUTCHIIVSOIV  CO.  | 

I THE  MAMIUTOIN  CORPORATIOIV  | 

g 2 west  4Sth  St.  GEO.  B.  CALDWELL,  PresWenf.  INew  Vork;  City  g 
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locking-  device.  This  reel  is  made  especially  for 
use  inside  the  home.  • 

Another  type  of  reel,  known  as  the  ‘'Star,”  is 
adapted  for  out-of-door  use.  It  is  fitted  with  75 
feet  of  special  braided  line,  capable  of  holding 
an  entire  washing.  Any  portion  of  the  line  can  be 
used  and  the  line  tightened  and  locked  with  one 
hand. 


The  “Handy”  Clothes  Reel 


These  reels  can  be  used  to  advantage  as  a pre- 
mium or  advertising  novelty,  each  having  a blank 
space  for  the  purchaser’s  advertisement.  For 
further  particulars  concerning  them  address  De- 
partment T,  The  Feeny  Manufacturing  Company, 
Muncie,  Tnd. 


CHARLES  E.  BARKER  OPENS  OFFICES 
Charles  E.  Barker  has  resigned  as  vice-president 
and  general  manager  of  the  United  Profit  Sharing 
Corporation,  and  announces  the  opening  of  offices 
on  his  own  account  at  30  East  Forty-second  street. 
New  York,  where  he  may  be  consulted  on  any 
premium  question  or  on  the  subject  of  premium 
legislation.  Mr.  Barker’s  many  years  of  experi- 
ence in  all  branches  of  the  premium  business 
qualify  him  to  give  expert  advice  on  the  subject. 


SPERRY  & HUTCHINSON  SUED 

Dr.  Lee  Galloway,  professor  of  commerce  and 
industry  at  the  New  York  University,  filed  a suit 
for  $50,000  damages  in  the  Supreme  Court  on 
April  17  against  the  Sperry  & Hutchinson  Com- 
pany and  George  B.  Caldwell,  its  president.  The 
complaint  charges  that  the  corporation  used  Dr. 
Galloway’s  name  in  violation  of  the  law,  and  cir- 
culated suggested  answers  to  twelve  questions 
which  he  sent  to  merchants  throughout  the 
country  in  connection  with  a scientific  investiga- 
tion which  the  American  Fair  Trade  League  has 
been  making  into  the  trading  stamp  and  coupon 
business,  this  injuring  Dr.  Galloway’s  reputation 
as  an  impartial  investigator. 

Mr.  Caldwell  has  issued  a booklet  in  reply,  in 
which  “the  little  green  trading  stamp  pays  its 
compliments  to  Dr.  Lee  Galloway,”  claiming  that 
fair  treatment  was  vainly  sought  from  the  Ameri- 
can Fair  Trade  League,  of  which  Dr.  Galloway 
is  vice-president.  Mr.  Caldwell  admits  that  to  aid 
in  an  impartial  investigation  his  company  had 
duplicates  of  Dr.  Galloway’s  questions  printed 
and  distributed,  and  says  that  the  replies  thereto 
were  forwarded  to  Dr.  Galloway  that  he  might 
have  the  benefit  thereof.  Mr.  Caldwell  says  that 
the  bringing  of  this  suit  can  be  traced  to  the  fact 
that  he  is  now  president  of  the  National  Trade 
Association,  and  opposed  to  the  passing  of  a bill 
for  price  maintenance  which  the  American  Fair 
Trade  League  is  promoting,  and  which  he  con- 
siders inimical  to  the  interests  of  the  consumer, 
trading  stamp  collectors  and  the  merchants  and 
manufacturers  using  profit-sharing  methods. 


SILVER  TABLEWARE  WITH  COFFEE 
Berdan  & Co.,  wholesale  grocers,  Toledo,  Ohio, 
find  premium  silverware  useful  in  increasing 
coffee  sales  and  are  giving  Rogers  teaspoons, 
tablespoons,  knives,  forks  and  other  pieces  of 
flatware  with  purchases  of  their  Empire  brand 
coffee. 


Now  is  ihe  time  to  investigate  new  premiums  for 
your  Fall  and  Winter  Campaign 

A “Uneedil” 
Kamily  Gas  Iron 

is  a premium  which  meets  with  instant  approval. 

The  “UNEEDIT”  opens  the  door  for  your  salesman,  a ict  make 
satisfied  customers. 

The  “UNEEDIT”  GAS  IRON  is  approved  by  THE  GOOD 
HOUSEKEEPING  MAGAZINE. 

Write  today  for  sample  and  prtces 

THE  ROSENBAUM  MFC.  COMPANY 

33-5-7  Bleecker  Street  - - New  York  City 
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PREMIUMS  TO  AID  COFFEE  SALES 
The  Hanley  & Kinsella  Coffee  & Spice  Com- 
pany, St.  Louis,  is  pushing  the  sale  of  its  “Ad- 
vance” brand  of  coffee  by  the  use  of  premiums. 
For  a certain  number  of  certificates  patrons  may 
obtain  any  of  the  following:  A nest  of  mixing 

bowls,  coffee  percolator,  carpet  sweeper,  electric 
roaster,  egg  beater,  etc. 


30DAY$ 

Trial 


bicycles— the  **Rang0r.**  We  will  ship  it  to  you  on  a^roval,  freight 
prepaid,  without  a cent  deposit  in  advance.  This  offer  is  genuine. 
yUO/YE  TOD  A V catalog  showing  our  full  line 

- .——I.  — of  bicycles  for  men  and  women,  boys  and 

girls  at  prices  never  before  equaled  for  like  quality.  It  is  a cyclopedia 
of  bicycles,  sundries  and  useful  bicycle  information.  It’s  free. 

TIRES,  COASTER-RRAKE  rear  wheels,  inner  tubes,  lamps, 
cyclometers,  equipment  and  parts  for  all  bicycles  at  half  usual  prices. 
A limited  number  of  second  hand  bicycles  taken  in  trade  by  our  retail 
stores  will  be  closed  out  at  once,  at  $3  to  $8  each. 

RIDER  AGENTS  wanted  in  each  town  and  district  to  ride  and 
exhibit  a sample  1916  model  Rangor  furnished  by  us. 
ft  CostB_You  Nothing  to  learn  what  we  offer  you  and  how  wc 


can  do  it.  You  will  be  astonished  and  convinced.  Do  not  buy  a 
bicycle,  tires  or  sundries  until  you  get  our  catalog  and  new  low  prices 
and  marvelous  offers.  Write  today. 

MEAD  CYCLE  CO.»  DepL’J.L.,,  CHICAGO,  ILL. 


This  is  the  Combination  Vacuum  Sweeper 

THAT  IS 

(telling  Big  Resulls  For  Olhers! 

WHY  NOT  FOR  YOU? 

The  machine  that  is  being  used  as  an  advanced  premium  and  also 
on  the  money-back  plan.  There  is  a reason  why  the  housewife  is 
enthusiastic  over  our  Model  T combination  vacuum  sweeper.  It 
sucks  out  the  dirt  and  sweeps  up  the  surface  in  one  operation;  does 
double  the  work  of  the  old-fashioned  carpet  sweeper;  no  general 
house-cleaning  or  tearing  up  of  rugs  with  this  vacuum  sweeper  in  the 
home. 

IF  YOU  WANT  ONE  OF  THE  GREATEST  BUSINESS- 
GETTERS  and  the  most  successful  premiums  to  tie  up  customers 
with,  get  in  touch  with  us  and  we  will  tell  you  all  about  it. 

THE  BLUE  BIRD  IN-DOOR 
CLOTHES  LINE  REEL 

Best  Inexpensive  premium  ever 
offered. 


PATENTED  AND  LICENSED  UNDER 

KENNEY  PATENTS 


THE  HUGRO  MFG.  CO. 

Van  Buren  and  LaSalle  Sts. 
Dept.  9,  CHICAGO 
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COLORED  PAPERS 

FOR 

Tea  and  Coffee  Bags 


We  still  have  a small  supply  of  most  colors. 

This  stock  consists  of  our  own  specially 
prepared  papers — the  kind  that  have 
always  made  CONTINENTAL  TEA  and 
COFFEE  BAGS  preferable. 

Upon  request  we  will  gladly  advise 
whether  we  are  able  to  supply  your  par- 
ticular needs. 

Address : 


Continental  Paper  Bag  Co. 

17  Battery  Place,  New  York  City 


Manufacturers  of 

Paper  Bags  Toilet  Paper 

Wrapping  Papers  Paper  Towels 

Envelopes  Paper  Napkins 

Continental  Safety  Egg  Cartons 
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is  the 
Coffee  for 


i GEORGE  LAZO 

Franca,  Sao  Paulo,  Brazil 

SANTOS  COFFEE  DI- 
RECT TO  YOU  FROM 
THE  INTERIOR  OF 
BRAZIL 

If  you  deal  with  me  you 
save  Broker’s  and  Exporter’s 
profits  both  in  Santos  and 
New  York,  also  expenses  in- 
curred by  these  gentlemen  in 
rebagging,  carting  and  stor- 
ing their  coffees. 

Write  for  Information 
Address: 

Franca,  Sao  Paulo,  Brazil 

Cable  Address,  Lazo,  Franca.  Sao  Paulo,  Brazil 


DWINELL-WRIGHT  C9 

PRINCIPAL  COFFEE  ROASTERS 

BOSTON -CHICAGO 


OLD  HOMESTEAD 

COFFEE 

THE 
TRADE 
WINNER 


TEA,  COFFEE,  CHOCOLATE 
and  HOT  WATER 


Made  in  all  sizes  up 
to  25  gals,  capacity.  U 


Also  a full  line  of 

High  Grade 
Copper,  Nickel 
Plated  and 
Brass  Goods 

including  Pastry  and 
Roll  Warmers  Steam 
Tables,  Plate 
Warmers,  Water 
Coolers,  etc. 

Send  for  our  new 
catalogue,  showing 
complete  lines  of 
Hotel,  Restaurant 
and  Bar  Supplies, 
Metal  Housefurnish- 
ing Goods,  Cuspidors 
etc. 

Geo.A.RayMfg.Co. 

Coffee  Urn,  2002  Series  Buffalo,  N.  Y. 


OVER  A MILLION  A YEAR 
WRITE  FOR  PARTICULARS 

International  Coffee  Co. 

New  York 


3 5” 
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FEATURE  ARTICLES  IN  THIS  NUMBER 

A COFFEE  BUYER^S  LIFE  IN  BRAZIL 
By  J.  H.  Windels 

MATE  IN  SOUTHERN  BRAZIL 

By  Maddin  Summers 

IN  A CUP  OF  COFFEE 

THE  COFFEE  PROPAGANDA 
By  Ross  W.  Weir 

SPICE  MARKET  CRITICAL 

COFFEE  IN  THE  LABORATORY 
By  J.  Ehrlich 

RECENT  COFFEE  ANALYSES 
By  John  Phillips  Street 

I 

THE  BLUE  BOOK  OF  THE  TRADE' 
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L Harris  Company 

“©Ib  JButtl)  iWilte” 

65  Front  Street  - New  York 


AMERICAN  PRODUCTS  FOR  AMERICANS 
PORTO  RICAN  COFFEE 
THE  COFFEE  THAT  MADE  FRENCH 
COFFEE  FAMOUS 

The  following  quotation  is  from  a letter  just 
received  from  Illinois:  “Your  Queen  Isabella 

Coffee  is  the  pleasantest  practical  discovery  of 
our  trip  to  the  San  Francisco  Exposition.” 
“My  friends  concur  with  my  opinion  that  it  is 
the  best  coffee  I have  ever  tasted  at  any  price.” 
Write  for  Sample  and  terms  for  exclusive 
agency. 

COFFEE  GROWN  ON  U.  S.  A.  TERRITORY 


Coffees,  fifeas.  Cocoa  anb  Apices 

WILLIAM  B.  HARRIS,  United  States  Coflee  Expert 


The  Standard  of 

Purity  and  Quality 


MOCHA 

L B Longberry  Harrar 

LIVIERAXO-KIDDE  CO. 
Largest  Importers  of  IVIoelia 
106  WALL  STREET  NEW  YORK 

Cable  Address,  “MOCHA” 
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The  Widlar  Co. 

I Cleveland,  Ohio  | 

I Pure  Spices  Scientifically  Ground  | 

M EsiabUshed  1855  g 

I Never  been  prosecuted  for  the  violation  of  any  food  | 
I law— Either  State  or  National.  | 

I Isn’t  that  the  kind  of  a firm  you  want  to  do  | 
I business  with?  | 

I QUALITY PRICE SERVICE PURITY  | 

I But  not  price  at  the  sacrifice  of  Quality  | 
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sociated  Advertising  Clubs  of  the  World  provide  that  the  publisher  of  a business  paper 


II  cause  of  Business  and  Social  vService,  and  to  this  end  should  pledge  himself  TO  vSUPPLY 
If  ADVERTIvSRRS  WITH  FULL  INFORMATION  REGARDING  CHARACTER  AND 
II  EXTENT  OF  CIRCULATION,  INCLUDING  DP:TAILED  CIRCULATION  vSTATE- 
11  MENTS,  SUBJECT  TO  PROPER  AND  AUTHENTIC  VERIFICATION.” 

II  This  Standard  means  that  the  advertiser  has  a right  to  know  what  he  is  getting  for  his 

II  money,  and  this,  of  course,  is  not  objected  to  by  any  honest  publisher.  There  is,  however, 
II  considerable  difference  of  opinion  as  to  how  the  information  should  be  furnished.  A goodly 

II  number  of  publishers  have  decided  that  membership  in  the  Audit  Bureau  of  Circulations 

II  is  the  most  effective  way  to  answer  all  circulation  questions. 

II  This  paper  has  been  making  sworn  circulation  statements  for  the  past  twelve  years — 

II  it’s  only  fifteen  years  old.  The  first  few  years  were  spent  in  getting  a circulation  to  swear 

II  to.  There  has  never  been  a time  that  advertisers  in  the  paper  did  not  have  access  to  our 

II  circulation  books,  subscription  card  indexes,  printing  and  post  office  receipts.  For  many 

II  years  before  the  advent  of  the  Audit  Bureau  of  Circulations,  we  furnished  detailed  circu- 

II  lation  statements  to  the  American  Advertisers’  Association,  the  Association  of  National 
II  Advertisers,  the  American  Specialty  Manufacturers’  Association  and  the  Grocery  and  Allied 
II  Trade  Press  of  America. 

II  The  Audit  Bureau  of  Circulations  was  a long  step  forward  in  the  elimination  of  circu- 
it lation  guess  work  and  misrepresentation.  The  subscription  records  of  every  publication 

II  holding  membership  in  this  organization  are  regularly  examined  by  its  trained  auditors. 

II  The  result  is  complete,  accurate  and  unbiased  statements  of  circulation  facts. 


ganization  of  this  most  important  agency  for  Truth  in  Advertising,  and  is  proud  to  be  known 
as  one  of  the  charter  members  of  the  association.  It  means  much  to  advertisers  in  the 
grocery  field. 

THE  TEA  AND  COFFEE  TRADE  JOURNAL,  as  a member  of  the  Associated  Busi- 
ness Papers  and  the  Associated  Advertising  Clubs  of  the  World,  stands  committed  to  all 
the  Standards  of  Practice  for  business  papers.  We  believe  the  time  is  coming  when  no 
trade  publisher  will  be  tolerated  in  the  trade  press  associations  if  he  flagrantly  violates  this 
Code  of  Ethics  for  business  papers.  Competition  will  be  clean  and  business  will  be  on 
the  basis  of  vSERVICE. 

Manufacturers  and  dealers  can  best  serve  the  cause  of  truth  in  advertising  by  de- 
manding that  their  trade  papers  measure  up  to  the  vStandards  for  Business  Papers. 


THE  PUBLISHER’S  PAGE 


TALKS  WITH  SUBSCRIBERS 


No.  11. — Circulations  of  Known  Quantity. 

The  vStandards  of  Practice  adopted  by  the  Associated  Business  Papers  and  the  As 


(and  this  includes  trade  papers  in  the  grocery  field)  “should  dedicate  his  best  efforts  to  the 


THE  TEA  A^TD  COFFEE  TRADE  JOURNAL  is  glad  to  have  participated  in  the  or 
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WHEN  YOU  MAKE  PEANUT  BUTTER 

Make  it  the  LAMBERT  Way 


Established  in  1896,  we  are  THE  PIONEER  MANUFACTURERS 
of  PEANUT  BUTTER  MACHINERY.  We  manufacture  complete 
equipments  consisting  of  such  principal  machines  as  Peanut  Butter 
Mills,  Peanut  Pickers,  Peanut  Blanchers,  Peanut  Roasters  and  Ston- 
ing outfits.  Auxiliary  machinery  includes  Elevators,  Storage  Bins, 
Feed  Hoppers,  Conveyors,  etc. 


Whether  you  go  into  business  on  a large  scale  or  in  a small  way 

we  can  help  you  and  can  save  money 
for  you.  There  is  nothing  made  in 
the  line  of  PEANUT  BUTTER 
MACHINERY  that  we  do  not  manu- 
facture, and  our  machines  contain 
every  improvement  necessary  for 
highest  quality  and  economy. 

When  you  are  in  the  market  for 
machinery  that  will  enable  you  to 
monopolize  the  PEANUT  BUTTER 
trade  in  your  community,  write 
to  us.  In  the  meantime  why 
not  get  our  catalogue?  It  is  full  of 
progressive  ideas  and  we  will 
send  it  for  the  asking. 

Plans  designed  according  to 
requirements  or  specifications, 
and  estimates  furnished. 


LAMBERT  MACHINE  CO. 

MARSHAIL,  MICBIGAN 
Pioneers  in  Peanut  Butter  Machinery 
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Plans  for  larger  Coffee  Roasting  Plants  prepared  and  submitted  on  application. 

LAMBERT  MACHINE  COMPANY  Marshall,  Mich. 


The  LAMBERT  Electric  Roasting  Outfit 


for  Coffee,  Peanuts,  Cocoa  Beans,  Cereals,  etc.,  comprising  Roaster, 

Cooling  Apparatus,  Elevator,  Feed  Hopper, 

Electric  Motor,  with  geared  connections  and 

gas  attachments ; also  Stoning  and  Chaffing 
attachments  for  Coffee.  Built  in  two  standard 
sizes — 300  lbs.  and  200  lbs.  capacity.  Constructed 

in  compact  and 
sel  f-con tained 
form.  Send  for 
descriptive  catalog 
of  our  complete 
line.  Ask  us  ques- 
tions, we  he  always 
glad  to  answer 
them. 


Rear  view  of  Class  **  E” 
Roasting  Plant 


Roasters  Everywhere  Should  Know 
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Coffee  Grinding  Wisdom 

To  produce  a clean  granulated  ‘‘steel  cut”  coffee,  it  is  necessary  to 
use  a machine  having  special  cutters  and  sieves.  The  best  machine  of 
this  class,  and  by  far  the  cheapest  in  the  long  run,  is  the  No.  1 Burns 
granulator. 

To  produce  in  quantity  a finely  pulverized  coffee,  say  fine  enough  to 
pass  through  30-mesh  wire  cloth,  it  is  necessary  to  use  a good  burr-stone 
mill  so  as  not  to  heat  the  coffee.  Our  Challenge  pulverizer,  with  its 
special  adjustment  features,  is  the  best  machine  of  this  class. 

For  all  other  “ordinary”  grinding,  if  to  be  done  in  a wholesale  way, 
it  is  a waste  of  money  not  to  use 

THE  BURNS  NO.  11  GRINDING  MILL 

which  is  shown  by  the  cut  below.  A full  description  of  this  mill  is  given 
in  a new  4-page  circular  (No.  184)  which  will  be  mailed  promptly  on 
request. 


The  Burns.  No.  11  Mill 
with  grinder  case  opened. 


JABEZ  BURNS  & SONS  © 

600  w:  45  RD  ST..  NEW  YORK t JS  j 
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Salesman’s  Cup  Test  Outfit 


A handsome  metal  case  in  which  are  snugly  packed  all  requisites  for 
demonstrating  cup  value,  consisting  of  copper  kettle  holding  four  cups 
of  water,  brass^  alcohol  lamp,  folding  iron  stand  to  support  lamp  and 
kettle,  four  china  cups  and  a flat  can  for  the  alcohol. 

^ Size,  9x4x3 J/2 


Weight,  7 lbs. 


Net  Price,  $7.50 


Users  of  these  outfits  report  on  their  practical  value  as  follows: 

W.  H.  HARRISON  & CO.,  Cincinnati: 

“Regarding  the  cup  test  outfit  will  say  it  has  been  giving  excellent  satis- 
faction, The  writer  is  unable  to  understand  how  we  were  able 'to  get  along 
all  these  years  without  it.” 

H.  L..  MACKINNON  CO.,  LTD.,  Winnipeg: 

“These  testing  outfits  are  giving  splendid  satisfaction,  our  travelers  find- 
ing them  very  useful  in  approaching  tea  and  coffee  customers.” 

NATIONAL  GROCER  CO.,  Detroit: 

“In  regard  to  salesman’s  tea  testing  outfit  furnished  us  by  you,  we  find 
that  this  is  giving  perfect  satisfaction.” 

WEST  COAST  GROCERY  CO.,  Tacoma: 

“Regarding  salesman’s  cup  test  outfit  which  we  recently  purchased  from 
. you,  beg  to  state  that  same  is  in  constant  use  and  is  entirely  .satisfactory.” 

We  are  headquarters  for 
Every  Appliance  needed  by  the  Coffee  Trade 
from  the  buying  of  raw  coffee 
to  the  sale  of  roasted  coffee 


ii 


W JABEZ  BURNS  & SONS  1^ 

^ 600  W 4.5  RD  ST..  NEW  YORK i JSj 
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BUY  THE  BEST 


THIS  IS  IT 

THE  SCALE  WITH  A PEDIGREE 
THE  “automatic  ’ 

GUARANTEED  TO  OPERATE  UP  TO  35 
DISCHARGES  PER  MINUTE,  DOING 
FIRST  CLASS  WORK,  WITH  OR  WITH- 
OUT OUR  SEALING  MACHINES. 

THLKIII6  ABOUT  SEALIAO  MACHINES 

DO  YOU  KNOW  THAT  WE  HAVE  JUST 
COMPLETED  IMPROVEMENTS  TO 
OUR  SYSTEM,  MAKING  IT  OPERATE 
AT  A GUARANTEED  SPEED  OF  35  PER 
MINUTE? 

IF  YOU  DON’T  KNOW  ALL  ABOUT 
THEM— DROP  US  A LINE  AND  WE  WILL 
SEND  YOU  A BOOKLET  DEVOTED  TO 
THEM. 

THE  MAN  WHO  NEVER  INVES- 
TIGATES NEVER  KNOWS 

WRITE  TO  THE 


automatic  WEIGHINc.MACHINe  company 


MAIN  OFFICE  and  FACTORY: 

134-140  Commerce  St.  Newark,  N.  J. 

AGENCIES: 

Pittsburgh,  Pa.  Philadelphia,  Pa.  Cleveland,  Ohio 

Chicago,  111.  St.  Louis,  Mo.  Omaha,  Neb. 

San  Francisco,  Cal.  New  Haven,  Conn. 

DON*T  DO  TODAY*  S WORK  WITH  YESTERDAY*  S METHODS. 
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ELIMINATES  ALL 
PACKAGING  PROBLEMS 


Instead  of  feeding  cartons  by  hand,  you  can  save 
the  expense  of  operator  and  at  the  same  time  increase  your 
output  by  installing  the 

Pneumatic  Automatic  Carton  Feeder 

This  machine  automatically  feeds  the  knocked-down  cartons 
from  a supply  stack  to  the  Bottom  Sealing  Machine.  Cartons  are 
fed  continuously  to  the  sealing  machine  and  the  certainty  with  which 
they  are  mounted  on  the  forming  blocks,  greatly  increases  output 
over  hand  feeding. 

May  we  tell  you  more  about  the  Pneumatic  Automatic 
Carton  Feeder  ? 

Work  the  Pneumatic  W^ay  and  Solve  the  Lahor  Problem 

PNEUMATIC  SCALE  CORPORATION.  Ltd. 

NORFOLK  DOWNS,  MASS. 

NEW  YORK  CHICAGO  KANSAS  CITY  TORONTO,  ONT. 

W.  &.  C.  PANTIN,  147  Upper  Thames  St.,  London,  England 
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NOTICE  TO  THE  TRADE 

This  is  to  announce  that  on  May  12  the  corporation  of  Young.  & 
Griffin  Coffee  Co.,  succeeded  to  the  business  of  Brazil  vSyndieate,  Inc. 

In  view  of  the  several  changes  whieh  have  been  made  in  the  name  of  this 
firm,  which  are  no  doubt  confusing  to  the  trade,  we  take  this  opportunity  to 
state  that  Young  & Griffin  Coffee  Co.,  Inc.,  is  successor  to  the  entire 
roasted  coffee  business  of  both  Brazil  Syndicate,  Inc.,  and  Potter,  Sloan, 
O’ Donohue  Co.  These  consolidations  have  given  us  control  over  many  well 
known  and  popular  coffee  brands.  In  order  that  the  trade  may  know  where 
these  can  be  had  we  list  them  as  follows: 

ROASTED  ROASTED 

PACKAGE  COFFEES  BULK  COFFEES 

Dandy  Cup  Gold  Ribbon  BulPs  Eye  G.  B. 

Hero  Alliance  E.  C.  Special  Crown 

Old  Scotch  Cat’s  Eye  Med.  Peaberry 

The  management  of  the  business  continues  to  be  the  same,  and  with  the 
increased  capital  effected  under  this  new  arrangement  we  are  in  even  better 
position  to  take  care  of  any  business  with  which  we  may  be  favored. 

YOUNG  & GRIFFIN  COFFEE  COMPANY,  Inc. 

97  WATER  STREET,  NEW  YORK. 


DUPLEX 

AUTOMATIC  NET  WEIGHER 

CAPACITY  35  pack- 
ages  a minute. 

ACCURACY  pro  ven 

by  30  days’  trial 
and  thousands  of 
users. 

GUARANTEED  fully 
for  (5)  years 
against  repairs. 

Gravity  Operated 

Price,  $118.75  net 
Payments  Arranged 

E.  Edtbauer  Company 

817  Washington  Blvd.  Chicago,  lii. 


If  You  are  a User  of 

TIN  CANS 

(Plain  and  Decorated) 

Send  us  your  inquiries.  We 
are  independent  makers  of  the 
largest  variety  in  the  United 
States.  With  oiu-  long  experi- 
ence, modem  equipment,  and 
personal  supervision,  we  are  in 
a position  to  serve  you  advan- 
tageously and  at  proper  prices. 

Columbia  Can  Company 

Madison  SI.,  irom  First  to  Second  Sts. 

SAINT  LOUIS  ::  MISSOURI 
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“LITTLE  WONDER” 

AUTOMATIC 

NET  WEIGHT  GRAVITY  SCALE 


USES:  For  COFFEE  (Whole  or  Ground). 
RICE,  SUGAR.  PEAS.  BIRD-SEED  or 
ANY  FKEE-FLOWING  GOODS. 

RANGE  OF  WEIGHTS: 

From  234  OUNCES  UPWARD. 

SPEED:  2100  Packages  per  hour. 

ACCURACY:  GUARANTEED  90% 
* PERFECT  WEIGHTS  and  within 
1/16  oz.  on  any  individual  package. 

PRICE  : The  LOWEST  of  any  high-grade 
Gravity  Net  Weight  Scale. 

WEIGHT:  The  complete  Scale  WEIGHS 
ONLY  25  POUNDS,  so  that  it  can  be 
easily  moved  anywhere. 

OTHER  SCALES:  We  always  invite 
COMPETITIVE  TESTS  with  every 
other  Gravity  or  Power  Fed  Scale,  as  this 
Scale  has  lately  replaced  so  many'  other 
well-known  Scales. 

OUR  OFFER:  We  will  ship  this  Scale  or 
any  of  our  Scales  to  you  on  the  basis  of  our 
guarantee  and  ALLOW  YOU  THIRTY 
DAYS’  use  of  them,  at  the  end  of  which 
period  you  are  to  judge  as  to  their  merits 
according  to  the  servree  that  has  been 
rendered,  and  accept  or  reject  them  AS 

YOU  SEE  FIT. 


NO  REASON  FOR  PURCHASING  A HIGHER  PRICED  SCALE. 

BRUNDAGE  BROS.  CO., 

American  Machinery  Co.,  Philadelphia,  Pa.  Toledo,  O.,  May  15th,  1916. 

Gentlemen: 

We  have  for  acknowledgment  your  letter  of  the  loth  in  which  you  ask  us  for  our  opinion  of 
your  “LITTLE  WONDER”  SCALE  which  we  recently  purchased  from  you. 

We  have  THOROUGHLY  TESTED  OUT  YOUR  SCALE  and  we  find  it  to  be  VERY  AC- 
CURATE and  so  EASY  TO  ADJUST  FROM  ONE  SIZE  PACKAGE  TO  ANOTHER  and  it  is 
very  simple  to  operate. 

We  have  COMPARED  IT  WITH  HIGHER  PRICED  SCALES  and  we  could  see  NO  REASON 
FOR  PURCHASING  A HIGHER  PRICED  SCALE  as  your  “Little  Wonder”  Scale  did  its  work 
in  as  satisfactory  a manner  as  the  other  Scales  we  compared  it  with. 

Yours  very  truly,  BRUNDAGE  BROS.  CO. 


We  also  build  a FULL  LINE  OF  AUTOMATIC  SCALES  FOR  ALL  PURPOSES— 
PULVERIZED  COFFEE— PULVERIZED  SUGAR— BAKING  POWDER— COCOA- 
ROSIN,  Etc.,  and  in  combination  with  our  CARTON  FOLDING  AND  SEALING  MACHINES. 

AMERICAN  MACHINERY  CO.,  Inc. 

1235.41  Callowhill  St.  PHILADELPHIA,  PA. 

Chicago  Office:  20  East  Jackson  Boulevard,  R.  W.  REDD,  Manatler 
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C.  E.  BICKFORD  & CO. 

COFFEE  BROKERS 
Specialists  in  IVlild  Coffees 

CORRESPONDENCE 
SOLICITED 


“Ar  ksaf  e "Elastic  Paper  Lini  ngs 

FOR  BAGS  AND  BARRELS 

33J  % Elasticity.  Waterproof 

Send  for  samples 

Arkell  Safety  Bag  Co., 

CHICAGO  NEW  YORK 

14  East  Jackson  Boulevard  95  Broad  Street 


SAMPLES  GLADLY  FURNISHED 
ON  REQUEST 


UNDER  DEALER’S  BRANDS  FOR  WHOLESALE  GROCERY  AND  SPECIALTY  HOUSES— 

In  Is.t  l-2s.:  l-4s.  and  l-6s.  packed  under  customers’  labels,  or  under  our  own  stock  labels. 

All  Roods  euaranteed  under  U.  S.  Serial  No.  151. 


FOUIMTAIIV  CHOCOLATE 

IN  BULK — Barrels — Kegs — Drums — Tins 

For  Sodai  Ice  Cream;  and  Baking  Trade.  Both  “ Natural  ” and  “ Dutch  Process  ” grades. 

Write  us  for  samples  and  Prices.  State  s%*e  used  and  quality  needed  Address 

HOOTON  COCOA  CO„  NEWARK,  N.  J, 
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PACKAGE  WEIGHER 


$112,M  NET 


Weighs  any- 
thing that  flows 
including 

Ground  Coffee 

33  to  35  Pkgs. 
per  minute 
within 

I-I60Z.  Accuracy 


Two  Sizes 

4oz  fo  2Mfbs 
Itb  fo  30tbs 


No  Power 

Required 


The  simplest  scale  made,  Can  be  entirely  taken 
apart  for  cleaning  in  10  seconds. 


SENT  ON  TRIAL 


The  Anlomatic  Package  Scale  Co. 

Incorporated 

Louisvitte,  Ky. 


FOR  MIXING  WITH  COFFEE 


**Hillis  Perfect 
Coffee  Specialty*’ 

Is  by  Far  the  Best 

A mixture  of  20  to  50% 
or  more  of  the  H.  P.  C.  S. 
with  coffee  will  make  a 
blend  that  will  assure  a 
steady,  repeat,  satisfactory 
and  profitable  business. 

Write  for  samples,  or 
send  your  order  for  a trial 
barrel  or  bag,  to  be  ship- 
ped on  approval. 

mms  CEREAL  HFG.  CO. 

Rodney  and  Ainslie  Sts. 

BROOKLYN  NEW  YORK 


I 


BULK  cocoa! 

IN  BARRELS  AND  DRUMS 

Also  packed  in  tin  cans  under  your 

Private  Label 

We  make  American  and  Dutch 
Process  Cocoa. 

Write  for  our  Latest  Price  List, 

State  Style  of  Packing  and 
Quantity  Required  Annually. 

Tell  us  where  you  saw  this 
advertisement. 

Ambrosia  Chocolate  Go.' 

331-333-335  FIFTH  STREET 
MILWAUKEE,  WIS. 

THE  PROGRESSIVE  CHOCOLATE  AND  COCOA 
MANUFACTURERS 


t THE  PROGRESSIVE  CHOCC 
^ MANUFACTU 


TRICOLAXOR 

''THE” 

COFFEE  IVIAKER 


The  Aluminum  Bowl 
Makes  Perfect  Coffee 
Thru  Paper  Filters 


While  the 


Almost  Unbreakable 
China  Urn  Retains 
The  Flavor  and  Color 


Use  our  Advertising  Department  main- 
tained for  “better  coffee  making.” 
Copy  revised  and  written  without  charge. 

Xlie  Tricolatop  Co. 

CF1ICA.GO 


When  Writing  Advertiaert,  Kindly  Mention  The  Tka  and  Coffu  Tsadb  Toubnal 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


June,  1916 


530 


Zo  pachers  of  TLcn 
Coffee,  Spices,  Cocoa 
Etc, 

If  In  these  present  days  of  high-priced 
tin  cans,  why  not  fully  investigate 
the  distinctive  merits  of 


The  Best  and  Most  Economical  Package 


If  It  possesses  all  the  strength,  effi- 
ciency, serviceability  and  outward 
appearance  of  the  all-tin  can,  with  the 
additional  advantages  of  more  at- 
tractive style,  greater  convenience 
and  less  cost. 

Tf  We  can  give  you  scores  of  names  of 
high-grade  houses  in  your  lines  using 
The  Canwood  Canister,  all  of  whom 
without  exception,  are  enthusiastic  in 
the  praise  of  its  unique  merits. 

^ If  you  supply  your  labels  we  can 
mount  them  on  the  Canisters  in  course 
of  manufacture  without  charge — a 
single  item  of  labor-saving  worth  from 
?1.00  to  ?2.50  per  thousand  packages. 

If  All  regular  commercial  sizes — 2 
ounces  up  to  5 pounds.  Shipped  cased, 
ready  for  reshipping,  if  you  say  so. 

If  Shipped,  if  desired,  packed  in  the 
cases  (Wood  or  Fiber)  you  use  to  re- 
ship in,  neatly  branded  in  two  colors 
ready  to  fill  and  reship. 

Full  information,  samples  and  esti- 
mates supplied  promptly  on  request; 
all  charges  prepaid. 

THE  CANISTER  COMPANY 

PHILLIPSBURG,  N.  J. 


Special  Offer 
to  Jobbers  on 


ALLIANCE  COFFEE 

A Quarter  Seller 
That’s  a Repeater 

If  you  are  a jobber,  we  have  a par- 
ticularly attractive  proposition  to 
make  you  on  Alliance  Brand  package 
coffee — a coffee  of  merit  retailing  at 
twenty-five  cents  and  offered  you  at 
a price  that  will  give  you  a living 
profit. 

When  writing,  ask  for  prices  and 
samples  of  Bull’s  Eye  and  G.  B. 
brands  bulk  roasted  Rio. 

Located  in  one  of  the  largest  and 
most  up-to  date  coffee  plants  in  the 
country,  we  have  the  facilities  and  the 
organization  for  giving  you  most 
efficient  service.  Let  us  help  you 
build  up  your  coffee  trade. 

YOUNG  & GRIFFIN  COFFEE  CO.,  Ine. 
97  Water  SI.,  New  York 

Successors  to 
Brazil  Syndicate,  Inc. 

Potter,  Sloan,  O’Donohue  Co. 
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I GUATEMALA 

COFFEE 

= = 

i|  This  year’s  crop  of  Guatemala  Coffee  will  aggregate 

SEVEN  HUNDRED  THOUSAND  BAGS  (700,000) 

II  Nearly  seventy-five  per  cent,  of  the  Coffee  Plantations  of  the 

II  Guatemala  Republic  are  owned  or  financially  controlled  by  Ger- 

II  man  capital,  who  have  heretofore  received  fully  that  percentage 

|[  of  the  quantity  of  the  Coffee  produced  there. 

II  Through  continued  unsettled  conditions  prevailing  in  conti- 

II  nental  Europe,  including  the  effective  blockade  of  transportation, 

II  very  small  quantities  of  Guatemala  Coffee  are  reaching  the  usual 

II  European  outlets,  with  the  result  that  nearly  double  the  quantity 

II  generally  received  in  the  United  States  has  arrived  since  the 

II  first  of  the  year. 

These  conditions  result  in  the  choicest  assortment  of 
Guatemala  Coffees  that  has  ever  been  received  in  the 
if  United  States. 

if  The  quality  of  some  being  positively  equal  to  any  coffees 

||  obtainable  from  Colombia,  Venezuela  or  Mexico,  and  the  most 

|j  skeptical  can  be  easily  convinced  of  this  fact  by  a non-prejudiced 

II  cup  test. 

ij  Draw  them  blindly  with  the  fanciest  Mild  Coffees  you 

If  are  now  using  and  the  results  will  prove  both  surprising 

II  and  profitable. 

if  Thousands  of  bags  are  obtainable  that  possess  the  full  heavy 

il  body  sharp  acid  drink,  together  with  the  full  strength,  and  equal 

If  roasting  style  of  any  other  Mild  Coffee,  and  at  prices  from  1 to 

II  2 cents  below  other  growths  with  similar  properties. 

ft  Can  You  Afford  to  Ignore  Them? 

ask  your  jobber  or  broker  to 
bring  them  to  your  attention. 
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Business  and  Patriotism 

A Non-partisan  Appeal  to  the  Nation 


April  21,  1916. 


THE  WHITE  HOUSE 
Washington 

To  the  Business  Men  of  America: 

I bespeak  your  cordial  cooperation  in  the  patriotic  service 
undertaken  by  the  engineers  and  chemists  of  this  country  under 
the  direction  of  the  Industrial  Preparedness  Committee  of  the 
Naval  Consulting  Board  of  the  United  States. 

The  confidential  industrial  inventory  you  are  asked  to 
supply  is  intended  for  the  exclusive  benefit  of  the  War  and 
Navy  Departments,  and  will  be  used  in  organizing  the  indus- 
trial resources  for  the  public  service  in  national  defense. 

At  my  request,  the  American  Society  of  Civil  Engineers,  the 
American  Institute  of  Mining  Engineers,  the  American  Society 
of  Mechanical  Engineers,  the  American  Institute  of  Electrical 
Engineers  and  the  American  Chemical  Society  are  gratutiously 
assisting  the  Naval  Consulting  Board  in  the  work  of  collecting 
this  data,  and  I confidently  ask  your  earnest  support  in  the 
interest  of  the  people  and  government  of  'the  United  States. 


COMMITTEE  ON  INDUSTRIAL  PREPAREDNESS 

OF 

NAVAL  CONSULTING  BOARD  OF  THE  UNITED  STATES 

IN  CO-OPERATION  WITH 

The  American  Society  of  Civil  Engineers  The  American  Society  of  Mechanical  Engineers 
The  Am.  Institute  of  Mining  Engineers  The  American  Institute  of  Electrical  Engineers 
The  American  Chemical  Society 


ENGINEERING  SOCIETIES  BLDG. 
29  W.  39th  STREET,  NEW  YORK 


Advertisement  designed  by  the  ASSOCIATED 
ADVERTISING  CLUBS  OF  THE  WORLD 
and  published  free  by  this  publication- 
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3710-38  FILBERT  STREET 

PHILADELPHIA,  PENNA.  II 

I QUAKER  CITY  MILL  = = 

‘imiiinnimiiiimiiitiMMiiMiniiiiMiiimMiiKiiMmiiiiiiimiiiiiiiiiitimiiniiimiiiiiMiiiiiiiiiiiiiiiMtiiiiinniiiMiiiiii  Ml = 

iiMnimmiiiiiminiiiiiiiiiniiiiiiinmmiiiiiMiiiiiimMiiiiiiiMiimMmiiiiiiiminimiiiimiiiiiiiiiiiimiMiiiimiiiiMi  


$$  F^eanut  Butter  $$  ll 


You  will  find  a ready  market  for  Peanut  Butter  made  || 
on  a Quaker  City  Mill,  Peanut  Butter  will  reduce  || 
the  overhead  expense  of  your  plant.  We  will  show  || 
you  how  to  market  the  product.  Try  our  mill  30  | 

days.  If  you  do  not  make  good  return  the  outfit  to  | 
us.  Can  we  make  any  better  offer?  | 

Write  for  “Peanut  Butter”  Booklet.  I 

The  A.  W.  Straub  Co.,  | 


Notice  of  Removal 

JOHN  W.  HAULENBEEK  CO. 

announce  that  they  have  outlived  the  size  of  their  quarters  at  170  Duane  Street,  which 
they  have  occupied  for  38  years,  and  have  taken  larger  quarters  at 

393  Greenwich  Street,  New^  York 

which  they  will  occupy  about  July  First,  Nineteen  Sixteen,  with  increase  of  roasting  capacity 
from  8 to  12  7-foot  Burns  Roasters  and  other  latest  improved  equipment,  and  will  continue 

Coffee  Roasting  for  the  Trade  Only 

NO  SPICE  GRINDING— NO  COFFEE  SELLING— NEW  AC- 
COUNTS WILL  RECEIVE  THE  MOST  CAREFUL  ATTENTION. 


You  can  now  buy  it  Direct  from  the  Grower 


Costa  Rica  coffee  is  generally  acknowledged  to  be  a superior  coffee,  particu- 
larly for  blending  purposes.  It  is  rapidly  growing  in  favor  in  the  American  market. 

Some  of  the  finest  grades  that  formerly  went  to  Europe  are  now  coming  to 
this  country.  We  import  Costa  Rica  coffee  direct  from  our  own  plantation.  Let 
us  quote  you  on  this  coffee. 

AAOINTEAUEORE  & BOINIEEA 

Coffee  Planters 

San  doae,  Costa  R.ica  80  Front  St.,  IVew  York: 


Riglits  F'or  Sale 

WELL  KNOWN  COFFEE  TRADE  MARKS  AND  BRANDS 

JACKSON  SQUARE  FRENCH  RESTAURANT 

DOMINO  RISINC  SUN 

OLD  76  CREMO 

And  other  brands  not  registered,  but  ours  by  virtue  of  prior  usage. 

OLD  76  is  the  best  TEN  CENTS  seller  in  the  United  States. 

Address,  Importers  Coffee  Co.,  - - New  Orleans,  La. 
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GUATEMALA  COFFEE 

The  coffee  that  took  the  Grand  Prize  at  the  Panama- 
Pacific  Exposition  and  designated  the  premier  coffee 
of  the  world. 

Ask  your  jobber  or  broker  to  submit  samples  and 
prices  on  Guatemalas.  These  coffees  are  steadily 
growing  in  favor  among  coffee  roasters,  particularly 
as  blenders.  There  is  a grade  of  Guatemalas  that 
you  can  use  to  advantage. 

A.  ROSENTHAL  & SONS 

Dealing  with  the  Importing  Trade  only 

BEAVER  BUILDING  NEW  YORK 


VANILLA  BEANS 

and 

OLIVE  OIL 

Direct  Importers 

DIETLIN  & CO. 

80  Maiden  Lane  New  York  City 


THE  HEDFELDT 

Coffee  Milling,  Separating  and  Grading  Machines 
and  Coffee  Granulating  Machines  are  the  Best. 
Also  Roasted  Coffee  Stoners  and  Cleaners 

HEDFELDT  COMPANY.  108  N.  Jefferson  Sf.,  Chicago,  111. 


VANILLA  BEANS 

EXCLUSIVELY 


We  Import  Direct  and  can  make 
attractive  offers  in  all  varieties. 


J.  N.  LIMBERT  & CO. 

12  S.  Marshall  SI.  PHILADELPHIA  PA. 
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THE  GET-TOGETHER  SPIRIT  II 


All  worth-while  cooperative  movements  must  necessarily  be 
founded  on  a common  ideal^preparedness,  for  example,  or 
the  welding  together  of  relationships,  resulting  in  such  splendid 
exhibitions  held  in  New  York  City,  as 

THE  FLOWER  SHOW— Grand  Central  Palace 
THE  FASHION  SHOW— Madison  Square  Garden 


BIENNIAL  CONVENTION 
OF  THE  FEDERATION  OF 
WOMEN^S  CLUBS  OF 
AMERICA 


Seventh  Regiment  Armory 


THE  MILLION-DOLLAR  BAZAAR 

— Grand  Central  Palace 

At  all  of  these  shows,  with  an  enormous  aggregate  attendance, 
PEEK’S  PERFECT  TEA  was  served  exclusively  in  the  tea 
room,  conducted  in  connection  with  each  function.  So  much 
for  effecting  practical  contact  with  a host  of  appreciative 
consumers. 

Another  important  phase  of  progress  is  developed  in  the  form 
of  rapidly  increasing  dealer  cooperation.  A careful  canvass 
of  the  situation  reveals  the  gratifying  fact  that  in  the  case  of 
every  dealer  who  has  placed  PEEK’S  PERFECT  TEA  before 
his  circle  of  trade  properly,  he  has  experienced  a permanent 
increase  in  his  tea  business — an  end  so  much  desired  by  every 
dealer,  especially  if  such  increase  is  attended  by  a better 
actual  net  profit  than  any  other  form  of  legitimate  tea-selling. 

MR.  DEALER:  Let  us  get  together  on 

PERFECT  TEA 


You  will  be  the  gainer  by  talking  it  over 
with  our  agent  or  writing  direct  to 

PEEK  BROS.  & WINCH  (America) 

Salesroom:  106  Wall  St.,  New  York 

Main  Office  and  Packeting  Plant:  Bush  Terminal,  Brooklyn 

**  Where  the  tea  steamers  dock** 


| 
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No.  5.  Royal  Roaster. 

Uses  electric  power,  gas  or  gasoline  heat. 


ROAST  YOUR 
OWN  COFFEE 

It  requires  no  special  knowledge. 
We  maintain  a free  service  depart- 
ment, in  charge  of  a coffee  expert, 
who  will  tell  you  where  to  buy 
green  coffees  at  wholesale  prices  and 
how  to  roast,  blend  and  advertise 
your  goods.  You  will  give  your 
customers  better  coffee  and  the  Royal 
will  draw  new  business. 

A Royal  System  installed  in  your 
store  window  will  be  the  best  adver- 
tisement of  your  coffee  department. 

Write  today  for  our  convenient 
monthly  payment  plan,  whereby  the 
Royal  will  pay  for  itself  out  of  the 
extra  profits  it  will  bring  you. 

We  have  openings  for  a few 
live  salesmen. 


XHE  ROYAL  SYSXEIVI 
MEANS  MORE  MONEY  FROM 
YOUR  COFFEE  DEPARTMENT 


5 to  10  cents  more  per  pound — Figure  it  out  on  your  present  business, 
then  double  your  business — sure  result  of  installing  a Royal  System. 


THEN  STEEL  CUT  IT 

In  the  Royal  Mill,  giving  the 
most  uniform  granulation  known 
to  the  coffee  trade,  or  a perfect 
pulverization.  Royal  Steel  Cut- 
ting means’more  cups  to  the  pound, 
and  of  better  coffee — with  the 
bitter  flavor  left  out.  The  Royal 
System  is  the  best  business 
builder.  It  is  working  today  for 
thousands  of  progressive  mer- 
chants. WRITE  US  TODAY  for 
free  Catalogue,  full  details  and  our 
free  Service  Plan. 

If  interested,  ask  about  our 
Royal  Peanut  Butter  Machine. 

We  Manufacture  The  Largest  Line  Of 

{COFFEE  MILLS 
COFFEE  ROASTERS 
MEAT  CHOPPERS 
MEAT  SLICERS 
In  The  World 

THE  A,  J.  DEER  COMPANY  Inc., 

1127  West  Street, 
HORNELL,  N.  Y.,  U.  S.  A. 


ml.f  9 

No.  77  Royal  Electric  Mill. 
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WHO'S  WHO  IN  THE  TRADE 


JOHN  H.  SCHAEFER. 

TFe  Newly-Elected  President  of  the  National  Association  of  Retail 
Grocers  of  the  United  States 

(See  page  568) 
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Along  the  Avenida  Rio  Branco,  the  Broadway  of  Rio  de  Janeiro 

Note  that  the  sidewalks  on  the  right  are  paved  with  mosaics 


Copyright  by  Brown  & Dawson  and  E.  M.  Newman. 

A Bird’.s-Iwe  View  of  Santo.s,  The  World’.s  Greatest  Coffee  Siiii'imng  Port 

Most  (if  tlie  Brazil  coffee  buyers  have  llieir  headqnarlcrs  in  lliis  oily 


SCENES  IN  URAZIE’S  TRINCIPAL  COFFEE  PORTS 


A COFFEE  BUYER’S  LIFE  IN  BRAZIL 

f This  is  the  story  of  the  coffee-buying  methods  that  obtain  in  the 
world’s  largest  coffee-producing  country,  written  by  one  who  spent 
more  than  ten  years  there  as  a coffee-buyer.  ^ It  tells  how  the  coffee 
is  handled  from  plantation  to  shipboard,  how  it  is  tested  and  graded, 
how  the  quotations  are  made  up,  and  how  the  coffee-brokers  and  exporters 
work.  ^ The  article  also  gives  many  interesting  sidelights  on  life  in 
Santos,  the  city  in  which  the  author  was  located,  and  where  he  acted  as 
buyer  for  one  of  the  largest  American  houses 

By  J.  H.  Windels 

New  York 


CONTRARY  to  the  general  opinion  prevailing 
in  North  America  and  Europe,  which  asso- 
ciates any  place  south  of  the  tropic  of  Capricorn 
with  verandas  and  palm  leaf  fans,  the  coffee 
buyer  in  Santos  or  Rio  has  little  time  for  such 
pastimes,  except,  possibly,  during  the  dull  season 
of  March  to  June. 

Life  in  Santos,  where  the  writer  spent  ten  years 
as  a coffee  buyer,  is  much  the  same  as  in  any  me- 
dium-sized city  of  the  United  States,  except  that 
there  are  not  so  many  diversions  for  one’s  leisure 
hours. 

You  will  remember  that  the  seasons  are  just 
the  reverse  of  ours ; when  it’s  summer  in  New 
York,  it’s  winter  in  Brazil,  although  they  do  not 
have  the  extremes  of  summer  heat  and  winter 
cold  such  as  we  have. 

It  is  never  extremely  warm  in  Santos.  The 
summer  season  extends  from  November  to 
March.  During  this  period  it  is  quite  warm  at 
mid-day,  the  thermometer  registering  about  90 
degrees  in  the  shade,  but  the  nights  are  cool 
enough  to  enable  one  to  sleep  in  comfort.  In 
winter  the  thermometer  never  falls  below  forty 
degrees  and  the  average  temperature  for  this 
season  is  about  seventy  degrees. 

Social  Activities  and  Recreations 
For  outdoor  recreation  the  coffee  buyer  is 
largely  limited  to  horseback  riding,  tennis  and 
cricket,  baseball  being  comparatively  unknown  in 
Brazil.  The  Santos  Athletic  Club  is  the  popular 
rendezvous  for  coffee  buyers  out  of  business 
hours.  The  club  is  the  scene  of  most  of  their 
social  activities. 

As  is  usual  in  .the  colonies,  the  British  lead 
other  nationalities  in  outdoor  sports.  Santos  is 
no  exception  to  this  rule,  and  the  athletic  club  oa 
the  beach  front  at  Jose  Menino,  a suburb  of 
Santos,  has  a fine  cricket  field ; also  tennis  courts. 
Very  recently  a golf  club  has  been  started  by  the 
British  and  Americans  in  Santos. 


There  are  about  thirty  coffee  export  houses 
in  Santos,  each  of  these  having  one  or  more 
buyers.  There  are  eight  buyers  in  Santos  repre- 
senting American  houses.  The  majority  of  these 
men  live  in  comfortable  cottages  located  on  the 
shore  of  the  Bay  of  Santos,  about  five  miles 
from  the  city  proper. 

Coffee  Handling  Methods 

Before  giving  an  account  of  the  events  inci- 
dent to  a coffee  buyer’s  life  in  Brazil,  it  might  be 
well  to  trace,  briefly,  the  various  steps  through 
which  the  coffee  passes  from  the  time  it  leaves 
the  plantation  until  it  arrives  on  shipboard,  the 
coffee  buyer  having  more  or  less  to  do  with  it 
during  that  period. 

Most  of  the  plantations  have  their  own  mills 
where  the  coffee  is  cleaned  and  separated.  It 
is  then  packed  in  rough  bags  and  carted  to  the 
nearest  railroad,  where  it  is  shipped  to  the  com- 
misaries,  or  commission  merchants,  at  the  va- 
rious coffee  ports.  The  commission  merchant 
mixes  the  coffee  in  uniform  lots,  repacks  it,  and 
then  places  it  in  storage  to  await  purchase.  When 
the  comniisario  is  ready  to  offer  the  coffee  for 
sale  he  sends  samples  of  the  various  lots  to 
the  exporters.  The  sampling  and  buying  process 
will  be  fully  described  further  on  in  this  article. 

A Typical  Day’s  Procedure 

The  busy  season  for  the  coffee  buyer,  which 
extends  from  August  to  December,  finds  most  of 
these  men  at  their  offices  between  7.30  to  8.30  in 
the  morning.  Samples  of  the  previous  day’s  pur- 
chases have  already  been  drawn  and  spread  out 
on  long  tables,  where  they  are  compared  with 
purchase  samples  and  graded  according  to  New 
York  or  European  standards.  While  the  green 
samples  are  being  graded,  duplicate  samples  are 
roasted,  and  when  these  are  ready  all  chops  are 
then  graded  on  the  roasted  samples  and  marked 
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line,  good,  fair  or  poor,  as  each  actual  roast 
proves  to  be. 

Some  buyers  then  cup  test  the  chop  roasts  and 
mark  on  cup  grade.  But  cup  testing  is  a develop- 
ment of  the  last  ten  years  in  Santos,  and  was 


A Typical  Coffee  Planter’s  Home 

The  owner’s  residence  on  the  J.  D.  Martins  estate 


first  introduced  by  American  houses.  It  is  now 
more  faithfully  practiced  by  American  exporters 
in  Brazil,  and  some  Brazilian  and  European  firms 
who  do  the  bulk  of  their  business  with  the  United 
States. 

An  exporter  doing  a business  of  500,000  bags  a 
year  would  buy  an  average  of  about  3,000  bags 
a day  each  working  day  of  the  busy  months  of 
August  to  December,  Some  days  during  this  sea- 
son, the  buyer  might  not  like  the  market,  or  the 
quality  of  the  lots,  with  the  result  that  the  close 
of  that  day  may  find  him  “left”  without  any  pur- 
chases made.  This  would  result  in  increased  buy- 
ing the  succeeding  day. 

How  Cable  Quotations  Are  Made 

Should  the  previous  day’s  purchases  be  nor- 
mal, the  grading  will  take  a good  part  of  the 
morning  hours.  While  this  is  being  done,  the 
office  force  has  been  kept  busy  on  cables  which 
have  arrived  from  the  United  States  during  the 
night,  the  time  consumed  depending  on  the  length 
of  the  cable  messages  and  the  codes  used. 

If  the  cables  contain  acceptances  of  the  pre- 
vious day’s  offers,  fresh  quotations  are  then  made 
up  based  on  the  stock  on  hand,  coffees  just  pur- 
chased, and  the  individual  ideas  of  the  different 
buyers.  In  making  offers  the  buyer  may  base 
prices  on  what  he  just  paid,  lower  or  raise  them 
if  he  thinks  the  market  will  change  during  the 
day. 

This  work  disj)osed  of,  the  remainder  of  the 
morning  is  usually  occupied  by  making  up  ship- 


ments for  the  markets  in  Europe  and  the  United 
States. 

The  Exporter’s  Lot  Not  a Happy  One 

The  importer  in  the  United  States  should  al- 
ways bear  in  mind  when  receiving  his  shipment 
that  his  is  not  the  only  lot  the  shipper  has  to 
make  up.  The  Santos  exporter  must  please  at 
least  a hundred  buyers  in  the  United  States,  not 
to  mention  the  vast  number  in  Europe,  each  of 
whom  has  his  own  opinion  as  to  what  constitutes 
a good  shipment, 

I do  not  know  of  a more  discouraging  position 
than  that  of  the  Santos  exporter,  who  sees  his 
competitor  selling  blocks  of  good  bean,  good 
roasters,  soft  or  Bourbon,  well  described,  and  the 
lots  offered  to  him  running  from  25  per  cent  to 
75  per  cent  poor  roast  or  “rough”  qualities,  as 
frequently  happens  in  a bad  year. 

I suppose  most  of  my  importing  friends  in  the 
United  States  will  answer  that  a man  should  not 
offer  what  he  cannot  deliver.  But,  if  any  ex- 
porter should  make  offers  without  “good  roast” 
or  “soft”  in  the  description,  he  could  not  place  any 
of  his  offers  except  at  a sacrifice  in  price  which 
would  soon  break  him,  because  enough  exporters 
would  submit  the  regular  descriptions  and  get 
the  business.  Nor  would  the  exporter  who  did 
not  quote  on  well  described  coffees  freely,  get 
the  preference,  or  a premium  for  his  deliveries 
the  following  season,  as  I have  often  heard  ar- 
gued. The  “cheap”  man  gets  the  bulk  of  the 
business.  The  remedy  is  partly  in  the  hands  of 


A Coffee  Buyer’s  Home  at  Santos 

This  was  the  residence  of  the  author  while  in  Brazil 


the  importing  trade  which  should  pay  more  at- 
tention to  the  name  of  the  shipper  than  to  10 
or  15  points  in  price. 

There  are  a number  of  importers  in  the  United 
States  (three  of  them  among  the  largest  buyers) 
who  are  willing  to  pay  a premium  for  well  dc- 
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Coffee  Pickers  on  One  of  the  Big  Ribeirao  Preto  Plantations 


Copyright  by  Brown  & Dawson  and  E.  M.  Newman. 

Unloading  Coffee  Berries  from  Plantation  Carts  at  the  Washing  Tanks 


SCENES  IN  SAO  PAULO,  BRAZIL’S  GREATEST  COFFEE  PRODUCING  STATE 
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scribed  coffees,  and,  needless  to  say,  they  register 
few  “kicks.”  Most  Santos  exporters  conscien- 
tiously try  to  deliver  the  best  they  can  and  please 
their  customers.  If  they  did  not,  they  would  soon 
lose  the  confidence  of  the  importing  trade  in  the 
United  States  and  be  unable  to  sell.  It  should 


Brazil’.s  Finest  Hotel 

Tlie  Crand  TTotel  at  Guaruja,  a beautiful  seaside  resort 
near  Santos,  much  frequented  by  coffee 
buyers  and  planters 

always  be  understood  between  buyers  and  sellers 
of  cost  and  freight  coffees,  that  the  run  of  the 
crop  must  be*  taken  into  consideration  when  doing 
business  under  the  regular  descriptions. 

Where  the  Coffee  Trade  Is  Located 
But  let  us  return  to  the  Santos  end.  Ship- 
ments, having  been  “made  up”  as  far  as  is  possible 
with  the  stock  on  hand,  it  is  time  for  lunch  or 
“breakfast,”  as  it  is  called  there. 

The  coffee  trade  in  Santos  is  largely  within  the 
radius  of  a few  city  blocks,  and  most  of  the  ex- 
porting  firms  are  located  on  the  “Quinze  de  No- 
vembre”  or  the  “Rua  San  Antonio.”  I f one’s 
office  is  on  the  Rua  San  Antonio  he  passes 
through  the  short  block  of  the  “Quinze”  on  his 
way  to  the  clul),  in  the  street  on  which  is  con- 
ducted the  bulk  of  the  transactions  in  “ty])0 
Quatro,”  as  the  option  there  is  familiarly  called. 
During  the  boom  of  1910  to  1912,  this  block  was 
probably  the  most  animated  of  any  in  South 
America,  and  is  still  the  general  rendezvous  of 
most  brokers.  The  dealing  in  “typo  Quatro”  is 
less  spectacular  than  during  those  years,  and 
many  brokers  who  then  dealt  only  in  the  option 
are  now  working  industriously  on  spot  lots;  and 
they  work  well.  At  the  end  of  the  next  block  on 
tbe  ‘Quinze”  is  the  ‘Santos  City  Club.”  Between 
the  hours  of  10.30  A.  M.  to  i P.  M.,  the  club 
rooms  are  filled  with  members,  prominent  among 
whom  are  representatives  of  almost  all  of  the 


foreign  exporting  firms,  bank  managers  and  ex- 
change brokers,  with  a fair  proportion  of  Brazil- 
ian “Commisarios”  and  exporters. 

I think  that  the  members  of  the  Coffee  Roast- 
ers’ Association  who  visted  Santos  in  1912  will 
agree  with  me  that  at  breakfast  in  the  Santos  City 
Club  one  meets  a crowd  of  “good  fellows.”’ 

From  1,30  to  4.30  P.  M.  samples  of  lots  of 
coffee  offering  for  sale  are  brought  to  the  ex- 
porter’s grading  room,  and  as  each  lot  is  graded 
the  broker  takes  the  samples  to  the  next  export- 
ing house,  and  so  on  until  he  has  had  the  lot 
graded  by  all  the  buyers  to  whom  he  cares  to 
offer  it. 

As  an  active  house  will  have  offered  to  it,  any 
busy  day,  as  many  as  20,000  to  70,000  bags  of 
coffee,  it  is  easy  to  understand  that  the  work  of 
the  grading  hours  is  the  hardest  of  the  day. 

How  the  Coffee  Brokers  Work 
After  lots  have  been  graded,  averaged  as  to 
grade  and  filed,  the  brokers  return  for  bids.  Their 
method  of  selling  is  practically  an  auction  with- 
out the  advantage  of  an  auction  to  the  buyer. 

If  a broker  receives  what  he  considers  a fair 
bid,  he  will  say  that  he  must  consult  his  client,  or 
if  he  thinks  the  bid  too  low,  he  will  say  he  has  a 
better  offer  from  a competitor,  at  the  same  time 
mentioning  the  bid  he  claims  to  have,  and  asking 
if  the  buyer  cares  to  offer  the  same  or  more.  By 
this  method,  playing  a dozen  or  more  buyers,  one 


('oi)yright  by  Hrown  it  Dawson  and  E.  M.  Newman. 

The  Coffee  Sheds  at  Santos 

These  sheds  extend  for  miles  along  the  quays,  which 
have  most  complete  docking  facilities.  Each  cart 
carries  ten  hags  of  coffee 

against  the  other,  the  broker  usually  gets  a price 
above  the  parity  one  is  offering  to  the  United 
States  markets  the  same  day. 

Should  the  New  York  quotations  arrive,  quot- 
ing options  in  New  York  much  lower,  while  the 
trading  is  going  on,  and  the  buyer  at  the  time  has 
many  bids  out  with  brokers,  it  is  then  high  time 
for  him  to  receive  a telephone  message  from  his 
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Exterior  View  of  Hard  & Rand’s  Santos  Headquarters 


The  first  floor  is  used  for  storage.  The  business  offices  are  on  the  second  floor 


Interior  Yjew  of  Hard  & Rand’s  Offices 

This  is  a thoroughly  modern  grading  room.  The  coffee  buyer  spends  much  of  his  time  in  grading  coffees 


A MODEL  COFFEE  EXPORTER’S  ESTABLISHMENT  AT  SANTOS 
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Illustrating  the  Two  Methods  of  Loading  Coffee  at  Santos 

In  the  foreground  the  dock  laborers  are  seen  carrying  the  cofifee  on  board.  In  the  upper  part  of  the 
picture  is  shown  one  of  the  modern  belt  conveyors  for  loading  coffee 


liome  requiring  his  immediate  presence.  This 
will  enable  him  to  close  the  office  and  “duck”  for 
the  day,  before  the  avalanche  of  lots  has  a chance 
to  return  to  roost. 

Should  a cable  arrive  while  trading  is  on,  in 
which  the  New  York  market  accepts  all  offers 
and  the  exporter’s  stock  be  a small  one,  instead 
of  receiving  a telephone  call,  he  must,  to  cover 
himself,  commence  raising  his  bids  and  try  to  buy. 

As  most  of  the  larger  exporter’s  daily  offers  are 
generally  in  line,  several  will  probably  receive 
cables  of  the  same  tenor.  From  this  often  ensues 
that  competitive  bidding  which  the  Brazilians  term 
a “lufa-lufa,”  and  leaves  the  Santos  market,  as  a 
result,  so  much  above  the  American  parity  as  to 
make  Front  Street  wonder  the  next  morning 
what  has  happened. 

High  Honor  Prevails  Among  Commisarios 

The  tail  end  of  a crop  (from  March  to  June), 
while  giving  more  time  for  out-of-door  diver- 
sions, is  not  a time  of  joy  in  the  Santos  coffee 
business. 

I^ots  run  with  a large  percentage  of  hardish 
and  low  grade  quaities.  Desirable  coffees  are 
scarce  and  at  big  premiums,  and  in  buying  one 
accumulates  so  much  “junk”  as  to  leave  little 
chance  of  profit  on  the  good  portion  of  a lot. 


Considering  the  large  business  and  the  “by 
word  of  mouth”  method  used  in  trading  in  Santos, 
I doubt  if  the  same  amount  of  business  could  be 
done  in  New  York  in  the  same  way  with  as  little 
friction  and  difference  of  opinion. 

The  commissaries  of  Santos,  and  particularly 
the  older  and  larger  houses,  have  a high  stand- 
ard of  business  honor.  One  can  depend  on  their 
samples  coming  up  to  the  original,  and  their  cof- 
fees are  well  bagged  and  up  to  weight.  As  a 
whole,  they  are  a desirable  people  with  whom 
to  do  business. 

Advantages  of  a Trip  to  Brazil 
The  American  coffee  importer  should  not  fail, 
when  his  business  permits  of  the  time,  to  make  a 
trip  to  Rio  and  Santos,  The  most  desirable  time 
to  arrive  in  Brazil  is  early  in  May.  This  season  is 
the  finest  in  Brazil.  The  days  then,  as  a rule,  are 
clear  and  cool,  and  the  coffee  trade  is  dull,  thus 
enabling  the  exporters  to  better  entertain  their 
visiting  friends.  Harvesting  also  commences  in 
May,  and  a trip  to  a “fazenda”  in  the  interior  is 
alone  worth  the  voyage  to  Brazil. 

The  ocean  trip  is  calm;  in  fact,  it  is  regarded 
in  maritime  circles  as  one  of  the  routes  least 
liable  to  storms  of  any  in  the  world.  The  air  is 
warm  and  the  larger  ships  of  South  American 
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lines  have  spacious  decks,  on  which  one  practically 
lives  during  the  voyage. 

Having  arrived  in  Santos  the  traveler  has  an 
opportunity  to  study  the  business  at  that  end,  see 
the  lots  the  exporter  buys,  and  after  looking  over 
the  stocks  there,  realize  the  difficulties  experienced 
and  the  effort  most  exporters  make  to  please  their 
customers.  

COFFEE  BUYING  AT  RIO 

W.  H.  Lawrence,  one  of  the  coffee  buyers  for 
J.  Aron  & Co.,  Santos,  who  arrived  in  the  United 
States  on  the  steamship  Byron  May  20,  and  who 
spent  some  years  at  Rio  de  Janiero  as  a coffee 
buyer,  states  that  the  buying  methods  which  pre- 
vail at  Rio  are  about  the  same  as  those  that  ob- 
tain at  Santos.  One  important  difference,  how- 
ever, is  that  the  exporter,  instead  of  dealing 
directly  with  the  commisario,  does  business  with 
what  is  known  as  the  “ensacador,”  or  coffee 
bagger.  This  party  mixes  the  coffee  and  sells  it 
to  the  exporter.  The  ensacador  is  gradually  being 
eliminated,  however,  and  the  tendency  is  for  ex- 
porters to  deal  with  planters  direct. 

The  coffee  buyer’s  hours  at  Rio  are  much  easier 
than  at  Santos.  He  generally  reaches  his  desk 
about  10  in  the  morning  and  leaves  at  4 in  the 
afternoon. 

The  coffee  trade  of  Rio  is  located  in  what  is 


known  as  the  Saude  district,  the  various  houses 
being  closely  grouped  on  a few  streets.  Unlike 
Santos,  the  coffee  buyers  stationed  at  Rio  do  not 
live  in  any  pa.rticular  locality,  some  of  them  resid- 
ing on  the  shore,  while  others  live  out  in  the 
country  a considerable  distance. 


RECORD  COFFEE  SHIPMENTS 
Cocoa  shipments  from  La  Guaira,  Venezuela, 
for  the  three  months  ended  March  31,  1916,  fell 
from  $694,068  to  $569,357,  but  this  decrease  was 
more  than  compensated  for  by  the  increase  in  cof- 
fee exports  from  $85,653  to  $342,355,  these  figures 
constituting  a record  of  coffee  shipments  from 
this  port  to  the  United  States  as  did  the  figures 
for  cocoa  in  1915.  The  declared  exports  for  the 
whole  of  1913  and  1914  were  $658,126  and 
$749)38 1,  respectively. 


COFFEE  STOCKS  AT  HAVRE 
The  stocks  of  coffee  in  the  bonded  warehouses 
of  Havre  on  April  19,  1916,  amounted  to  2,030,529 
bags  and  1,915  casks;  1,845,137  bags  were  Bra- 
zilian; 74,507  bags  Haitian  and  78,554  bags  other 
West  Indian  and  Central  American  coffee.  Of 
the  1,915  casks  in  stock,  1,376  were  Guadeloupe 
and  Martinque  coffee. 


Copyright  by  Brown  & Dawson  and  E.  M.  Newman. 

The  Automatic  Belt  Conveyor  Delivering  the  Coffee  on  Shipboard  at  Santos 

This  picture  lends  color  to  the  claim  that  in  the  handling  of  coffee  at  the  dock  Brazil  is  far  ahead  of  the 

United  States  or  atiy  other  country 
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MATE  IN  SOUTHERN  BRAZIL 


A Source  of  Wealth  in  Several  Stsitcs  and  One  of  the 
Most  Important  Articles  of  Export — Its  Com- 
ponent Parts  Compared  with  Tea  and 
Coffee 


By  M addin  Summers 

Sao  I’aulo 

V/ERBA  mate,  or  Paraguay  tea,  constitutes  one 
■I  of  the  sources  of  wealth  in  Southern  Brazil. 
It  is  the  largest  article  of  export  from  Parana, 
and  one  of  the  largest  from  Rio  Grande  do  Sul 
and  Santa  Catharina.  The  principal  markets  are 
Argentina.  Uruguay,  Chile,  Paraguay  and  Bo- 
livia, in  the  order  mentioned.  In  these  countries 
mate  is  the  popular  drink  of  the  people,  almost 
to  the  exclusion  of  coffee  and  tea.  It  is  supposed 
to  have  two  great  advantages  over  either  coffee 
or  tea — it  is  less  stimulating  and  very  much 
cheaper. 

The  mate  tree  is  between  lo  and  12  feet  in 
height,  the  leaves  resembling  those  of  a pear  tree. 
The  grades  of  mate  depend  upon  the  amount  of 
wood  in  the  leaf.  The  following  are  the  classi- 
fications; No.  I mate,  from  Paraguay;  No.  2, 
from  Matto  Grosso;  No.  3,  from  Missoes  Ar- 
gentinas;  No.  4,  from  Parana;  No.  5,  from  Rio 
Grande  and  Santa  Catharina. 


Total  Exportation  of  Mate 
The  fotal  consumption . of  mate  in  Argentina 
alone  amounts  to  50,000  tons  annually,  of  which 
Parana  furnishes  18,000  and  Santa  Catharina 
2,000  tons  annually.  Exact  statistics-  are  not 
available.  The  total  exportation  to  all  countries 
in  1913  was : . 

TAP.LE  SHOWING  NUMBER  OF  TONS  AND  VAT.UE 
OF  mate  EXPORTED  FROM  BRAZIL  DURING  I91:F 
Exporting  State  Amount  . Value 

Tons 

Parana  49,538  / $7,740,44  0 

•Santa  Catharina  3,793  307,000 

Rio  Grande  do  Sul 2,174  fi79,500 

Total  55,505  $8,729,940 

4'he  exportations  from  Santa  Catharina  have 
fallen  off  very  greatly  during  the  past  ten  years, 
and  the  quality  of  the  tea  is'  not  as  good  as  that 
of  Parana  mate. 


How  Mate  is  Prepared 
Mate  is  prepared  in  the  same  way  as  tea,  and 
may  be  taken  with  sugar  and  milk.  In  powder, 
it  is  prepared  by  infusion,  putting  it  into  a small 
vessel  (a  cuia)  and  pouring  thereon  a sufficient 
amount  of  boiling  water.  As  the  dust  does  not 
fall  to  the  bottom  of  the  vessel,  the  mate  can  be 
take-n  only  by  means  of  a “sucker,”  that  is,  a tube 
terminating  in  a small  hollow  ball  pierced  wfth 
holes.  Travelers  to  xArgentina  have  doubtless  no- 


ticed many  quaint  mate  pots,  of  silver  and  other 
metals,  lavishly  ornamented. 

The  Germans  in  Curitiba  (the  capital  of  the 
State  of  Parana)  prepare  it  in  the  following 
manner : They  heat  the  water,  and  when  it  is 

boiling  add  the  mate.  When  the  water,  begins 
to  boil  again  they  pour  in  a sufficient  amount  of 
cold  water  to  stop  the  lioiling.  The  dust  then  set- 
tles and  the  mate  is  taken  pure. 

Mate  as  Compared  with  Tea  and  Coffee 
The  component  parts  of  mate,  compared  with 
tea  and  coffee,  as  prepared  by  Dr.  Caminhoa, 
professor  of  the  Faculty  of  Medicine  at  Rio  de 
Janeiro,  are: 


TAi.LE  SHOWING  COMPONENT  PARTS  OF  MATE, 
WITH  TEA  AND  COFFEE  COMPARISONS 


In  1,000  Parts 
Essential  oil  

Green 

Tea 

Black 

Tea 

Coffee 

Mate 

7.90 

6.00 

0.41 

0.01 

Chlorophyl  

22.20 

18.14 

13.66 

62.00 

Resin  

22.20 

36 . 40 

13.66 

20.69 

Tannin  

178.00 

128.80 

16.39 

12.28 

Theine  or.  caffeine  .... 

4.30 

4.60 

2.66 

2.50 

Extract  and  coloring 
matter  

464.00 

390.00 

270.67 

238.83 

Fibers  and  cellulose... 

175.80 

283.20 

174.83 

180.00 

Ash  

85.60 

54.40 

25.61 

38.10 

A firm  in  Curitiba,  State  of  Parana,  quotes  a 
price  on  mate  of  7 cents  per  pound  f.  o.  b. 
Paranagua;  in 'barrels  of  220,  145,  75  and  25 
pounds  the  cost  of  barrels  and  tare  is:  Of  220 

pounds,  80  cents;  of  145  pounds,  65  cents;  of  75 
pounds,  46  cents;  25  pounds,  30  cents. 

Of  two  other  exporters,  one  gives  prices  slightly 
in  excess  of  the  firm  mentioned,  while  a third 
gives  slightly  lower  prices.  Another’s  quotations 
are  7 to  7P2  cents  per  pound  in  large  quantities 
f.  o.  b.  Paranagua  for  the  marks  “M.  Macedo” 
and  “Gracita,”  respectively.  Quotations  as  low 
as  6y^  cents  are  given. 


CHEWING  GUM  IN  THE  U.  S. 
lm])orts  of  chicle  into  the  PJnited  Sstates  in 
1915  amounted  to  6,500,000  pounds.  'I'his  prod- 
uct is  the  dried,  milky  juice  of  the  sapodilla  tree 
of  the  tropics.  Some  of  the  gum  is  used  as  a 
substitute  for  gutta  percha,  but  the  bulk  of  it  is 
consumed  in  the  manufacture  of  chewing  gum. 

The  countries  of  origin  api)earing  in  the  1915 
figures,  v/ith  their  respective  amounts,  were : 
Mexico,  2,197,000  pounds;  Canada,  2,181, 000 
pounds;  British  Honduras,  1,139,000  pounds; 
Venezuela,  952,000  pounds;  the  Central  American 
Republics,  26,000  pounds . 

Normally  the  annual  imports  o*f  chicle  into  the 
United  States  amount  to  7,000,000  pounds,  valued 
at  about  $2,500,000,  on  which  customs  duties 
amounting  to  $750,000  are  paid.  The  chicle  im- 
])orted  in  the  ])ast  ten  years  has  cost  the  United 
States  nearly  $35.000, ('oo. 
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IN  A CUP  OF  COFFEE 


A Consideration  of  the  Chemical  Constituents  of  the 
Roasted  Rean  and  of  the  Sugar,  Milk  or  Cream 
That  Goes  With  It* 


IT  is  self-evident  that  the  discussion  of  the 
chemistry  of  a cup  of  coffee  immediately  re- 
solves itself  into  a consideration  of  the  chemical 
constituents  of  the  coffee  bean  after  roasting, 
and  of  sugar,  milk  or  cream. 

The  following  is  a typical  analysis  of  a roasted 
Mocha  coffee  l)ean,  according  to  Bell: 


Per- 

cent. 

Caffeine  0.82 

Saccharine  matter  0.43 

Caffeo-tannic  acids  (water  soluble) 4.74 

Alcohol  extract  (Nitrogenous,  material  and  color- 
ing matter)  14.14 

Fat  and  oil  13.59 

Albumin  or  legumin  (soluble) 11.23 

Dextrin  1.24 

Cellulose  and  insoluble  coloring  matter  (crude  fibre)  46.82 

.\sb  4.56 

Moisture  0.03 


Tue  Caffeine  Content 

Caffeine,  or  coffeine,  theine,  guaranine,  trime- 
thylxanthine,  as  it  is  variously  known, 
C8H10N4O2,  is  the  most  important  physiologically 
active  constituent  of  coffee.  It  crystallizes  from 
water  in  the  form  of  colorless,  odorless,  silky 
needles,  containing  one  molecule  of  water  of  crys- 
tallization. It  is  quite  bitter.  It  melts  at  225° C., 
hut  begins  to  sublime  as  low  as  100°,  the  usual 
statement  to  the  contrary  notwithstanding.  One 
part  of  caffeine  is  soluble  in  about  (So  parts  of 
water,  55  of  alcohol,  8 of  chloroform  and  400  or 
ether.  Its  solubility  may  he  increased  by  the 
addition  of  certain  salts,  such  as  potassium  bro- 
mide or  sodium  benzoate. 

If  a little  caffeine  is  evaporated  with  concen- 
trated nitric  acid,  a yellow  residue  of  so-called 
amalinic  acid  remains  which  becomes  an  intense 
violet  upon  the  addition  of  ammonia.  This  serves 
as  a delicate  test  for  caffeine  and  is  known  as  the 
murexide  reaction.  Caffeine  is  a weak  base,  and 
therefore  forms  salts  only  with  strong  acids. 
These  salts,  even  the  hydrochloride,  are  hydro- 
lyzed by  water,  regenerating  the  caffeine. 

Caffeine,  as  its  chemical  name  trimethylxanth- 
ine  indicates,  is  what  might  be  called  a first  cousin 
to  xanthine,  one  of  the  purine  bases  which  exist 
in  small  amounts  in  the  liver,  blood,  urine  and 
calculi.  It  is  also  to  be  regarded  as  methyltheo- 
hromine,  theobromine  being  the  chief  alkaloid  oc- 
curring in  the  cocoa  bean.  Both  caffeine  and 

* Copyright.  1916,  l>y  The  Tea  anu  Coffee  Trade 
jouRNAi.  Company.  All  rights  reserved. 


theobromine,  although  naturally  occurring  sub- 
stances, have  been  synthesized  in  the  laboratory 
as  the  result  of  lengthy  chemical  experimenta- 
tion. During  the  process  of  roasting  about  one- 
fifth  of  the  caffeine  present  is  lost  by  volatiliza- 
tion. 

Caffeol,  Which  Supplies  the  Aroma 
Caffeol,  or  caffeon,  the  substance  to  which  the 
pleasant  aroma  of  coffee  is  due,  is  formed  by 
chemical  changes  and  interaction  of  the  essential 
oil  and  the  caffeo-tannic  acid  during  the  roasting 
of  the  berry.  The  chemical  composition  of  the 
essential  oil  before  and  after  roasting  has  not  yet 
been  completely  investigated.  Caffeol  itself  is 
probably  a mixture  of  substances.  It  is  an  oil 
quite  insoluble  in  and  of  greater  specific  gravity 
than  water.  One  drop  of  caffeol  is  sufficient  to 
completely  permeate  a large  room  with  the  odor 
of  roasted  coffee. 

The  Innocuous  Caffeo-tannic  Acids 
The  caffeo-tannic  acids,  one  of  which,  is  rep- 
resented by  the  formula  ChHsOi,  exist  in  com- 
bination with  caffeine  and  potash.  They  are  fairly 
soluble  in  water.  As  indicated  above,  some  of 
this  substance  is  lost  during  the  roast,  as  it  as- 
sists in  conjunction  with  the  essential  oil  in  the 
production  of ’caffeol.  It  may  be  mentioned  at 
this  point  that  a large  portion  of  the  sugar  is 
also  lost  during  the  roasting,  being  caramelized 
by  the  heat.  The  caffeo-tannic  acids  are  very  mild 
astringents  and  have  practically  no  ill  effects.  In 
fact,  they  may  even  be  of  value  in  stimulating  the 
gastric  secretion. 

Other  Coffee  Constituents 
An  alkaloid,  caffearine,  CulIicNvOi,  has  been 
reported  as  existing  in  coffee,  and  is  said  to  pos- 
sess narcotic  properties.  However,  if  this  sub- 
stance really  exists  in  the  berry,  it  is  present  in 
extremely  small  amounts. 

Coffee  fat  is  a white,  odorless  substance  when 
purified,  of  a butter-like  consistency,  and  melts  at 
about  body  temperature.  It  consists  of  a number 
of  glycerides,  the  predominating  one  being  gly- 
ceryl pamitate.  On  standing  in  air  it  soon  be- 
comes rancid,  due  to  oxidation  and  the  lilieration 
of  fatty  acids. 

The  cellulose-like  material  consists  of  normal 
cellulose,  together  with  galactans  and  pentosans. 
An  appreciable  amount  of  dextrin  and  caramel, 
formed  from  the  insoluble  carbohydrate  and  solu- 
ble sugar,  respectively,  by  heating,  exist  in 
roasted  coffee. 

The  proteins  of  coffee,  legumin  or  casein,  alhu- 
min,  etc.,  are  discussed  under  milk. 
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Among-  the  inorganic  coml)ined  constituents  of 
coffee  are  potassium,  calcium,  magnesium,  iron, 
sulphur,  chlorine,  phosphorus,  oxygen,  silicon  and 
nitrogen. 

'hllE  CoMPOSlTJON  OF  MiLK,  CrEAM  AND  SuGAR 

The  composition  of  milk  and  cream  may  now 
he  considered.  The  average  amounts  of  the  main 
constituents  of  milk  may  be  taken  as : Fat,  4.0 
per  cent ; protein,  3.3  per  cent ; lactose,  5.0  per 
cent;  inorganic  substances,  0.7  per  cent.  The  fat 
is  composed  chiefly  of  oleic  and  palmitic  glycer- 
ides. The  protein  here  is  mainly  casein  and  albu- 
min. The  lactose,  or  milk  sugar,  as  it  is  called,  is 
a disaccharide  which  consists  of  chemically  com- 
bined glucose  and  galactose.  The  inorganic  ma- 
terial existing  in  combination  includes  the  ele- 
ments mentioned  above. 

Cream  has  the  same  substances  present  as  milk, 
but  in  different  proportions.  Thus  an  average 
analysis  shows:  Protein,  2.5  per  cent;  fat,  18.5 
per  cent;  lactose,  4.5  per  cent. 

The  cane  sugar  added  to  a cup  of  coffee  is  a dis- 
accharide which  on  hydrolysis  yields  one  molecule 
each  of  the  monosaccharides  glucose  and  levu- 
lose. 

Fats,  oils  and  sugars  serve  as  fuel  to  the  body. 
They  are  literally  burned  by  the  oxygen  carried 
by  the  blood,  thus  supplying  the  energy  needed 
and  the  heat  necessary  to  maintain  our  constant 
body  temperature.  Both  fats  and  sugars  may  be 
stored  as  such  in  the  body,  and  are  then  our  re- 
serve supplies  of  fuel.  Incidentally,  it  may  be  re- 
marked that  animals  have  the  power  of  convert- 
ing sugars  into  fats  and  fats  into  sugars  when  nec- 
essary. 

Proteins,  the  flesh  and  muscle  builders,  abso- 
lutely essential  to  life,  are  extremely  complex 
nitrogenous  organic  compounds  of  very  large 
molecular  weight.  Their  main  elementary  constitu- 
ents are  carbon,  hydrogen,  oxygen  and  nitrogen, 
together  with  smaller  and  variable  amounts  of 
phosphorus  and  sulphur.  No  true  protein  has 
hitherto  been  synthesized  in  the  laboratory,  but 
many  polypeptides,  cleavage  products  of  proteins, 
have  l)een  made  by  condensing  amino-acids. 

The  inorganic  constituents  of  milk,  especially 
the  calcium,  are  employed  by  the  human  mechan- 
ism in  building  up  the  skeleton.  Inorganic  salts 
also  play  an  important  role  in  governing  the 
heart-beat,  the  osmotic  pressure  of  the  blood,  etc. 

When  Coffee  Is  a Food  Drink 

Coffee,  as  an  inspection  of  the  analysis  given 
will  show,  might  be  regarded  as  a fairly  nourish- 
ing food  if  it  were  taken  directly  with  very  little 


water,  but  since  the  drink  is  usually  prepared  by 
making  an  infusion  of  about  two  ounces  to  a pint 
of  water,  it  will  be  seen  that  coffee  itself  has  only 
a slight  nutriment  value.  Nevertheless,  the  addi- 
tion of  sugar  and  milk  makes  it  valuable  as  a 
food.  The  food  value  of  the  raw  berry,  as  eaten 
by  the  Arabs,  is  likewise  dubious,  for  -here  the 
ingestion  of  such  large  amounts  of  caffeine  into 
the  system  would  certainly  counteract  any  tissue- 
building  effect  the  other  constituents  of  the  bean 
might  have.  A coffee  infusion,  by  the  way,  con- 
tains about  70-90  per  cent  of  the  total  caffeine  of 
the  berry  after  the  grounds  have  settled  out. 

Coffee's  Many  Virtues 

The  stimulating  and  exhilarating  effect  of  cof- 
fee is  to  be  attributed  to  the  caffeine,  caffeo-tannic 
acid,  caffeic  acid  and  caffeol. 

Caft'eine  alone  is  a diuretic,  cardiac  stimulant 
and  analgesic.  It  has  been  very  serviceable  in  the 
treatment  of  nervous  headache,  heart  failure, 
nephritis,  cardiac  dropsy,  neuralgia,  collapse,  en- 
teritis, senile  pneumonia,  etc. 

Caffeol,  an  important  constituent  of  roasted  cof- 
fee, is  of  value  chiefly  for  the  psychic  effect  its 
inviting  aroma  produces.  Moreover,  it  is  a mod- 
erate stimulant  to  the  nervous  system. 

A number  of  good  effects  may  be  ascribed  to 
the  drinking  of  coffee.  It  decreases  the  sensation 
of  fatigue  in  muscles  and  mind  and  enhances  their 
activity.  Coffee  acts  as  a diuretic  and  causes  an 
increased  excretion  in  the  urine  of  the  poisonous 
waste  product  urea.  It  lessens  hunger,  heightens 
the  Vascular  tone  and  increases  the  pulse.  It 
serves  as  a mild  sudorific  and  stimulates  the  nerve 
centres.  A moderate  coffee  drinker  has  the  bene- 
fit of  a mild  stimulant  to  digestion.  He  does  not 
suffer  from  constipation,  for  coffee  stimulates  per- 
istalsis, while  tea  actually  retards  it.  Hence,  in 
acting  as  a laxative  it  benefits  the  liver.  An  im- 
portant point  in  favor  of  moderate  coffee  drink- 
ing, and  one  usually  passed  over,  is  its  effect  on 
metabolism.  It  seems  to  have  an  actual  specific 
action  in  retarding  tissue  waste.  In  other  words, 
it  has  what  we  call  a protective  action. 

The  Epicurean  Attitude 

The  had  effects  of  coffee  result  only  when  the 
u.se  of  the  berry  is  abused  and  the  strong  black 
drink  taken  in  immoderate  amounts.  Thus,  the 
so-called  “coffee  habit”  may  result  from  the  re- 
peated drinking  of  coffee  to  relieve  constant  strain 
and  overwork.  However,  the  “habit,”  with  its 
accompanying  muscular  tremors,  nervousness, 
sleeplessness,  heartburn,  etc.,  will  appear  only 
when  three  or  four  cups  of  very  strong  black  cof- 
fee are  taken  at  every  meal.  The  habit  and  at- 
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tending  discomforts  completely  disappear  when 
only  a moderate  amount  is  drunk. 

It  must  not  be  forgotten  that  tlie  drink  must  be 
properly  prepared.  Over-roasted  coffee,  in  fact, 
will  sometimes  produce  a more  or  less  severe 
attack  of  gastritis  or  flatulence. 


RUSSIA  TO  GET  COFFEE 


Large  Quantities  Stored  in  Stockholm  Now  to  Be 
Released  Through  Agreement  with  British, 
Swedish  and  Russian  Governments 


An  agreement  has  been  entered  into  between 
the  British  and  the  Swedish  governments 
whereby  the  large  stores  of  coffee,  which  have 
been  held  up  in  Stockholm  and  other  Swedish 
points,  may  be  forwarded  to  their  destinations  in 
Russia. 

Prior  to  the  war  all  the  large  coffee  importing 
firms  in  Petrograd  received  their  supplies 
through  the  German  port  of  Hamburg,  but  this 
was  made  impossible  after  the  outbreak  of  hos- 
tilities. Since  the  war,  these  importers  have 
made  their  arrangements  direct  with  the  pro- 
ducers abroad,  and  the  supplies  have  been  sent 
by  the  Johnson  Line  through  Sweden.  Questions 
of  international  comity  compelled  the  Swedish 
government,  in  February  last,  to  deny  permis- 
sion for  the  forwarding  of  coffee  to  Russia  until 
the  British  government  should  assume  certain 
financial  responsibility  in  connection  therewith. 
On  its  part,  the  British  government  was  unable 
to  agree  to  the  requirements  of  Sweden  until  it 
should  have  made  the  necessary  agreement  with 
the  Russian  government.  These  negotiations 


have  now  been  concluded,  and  the  shipments  may 
proceed. 

Gkkat  Britain’s  Decision  Averts  Catastrophe 
The  three  months’  hold-up  has  strained  the 
market,  but,  fortunately.  Great  Britain’s  decision 
has  come  in  time  to  prevent  a financial  catastro- 
phe. Many  of  the  producers  were  threatened 
with  ruin  owing  to  the  inability  to  get  the  money 
for  their  produce,  and  in  many  parts  of  Russia 
the  shortage  had  begun  to  be  seriously  felt. 
Since,  under  the  present  system,  all  goods  going 
through  Sweden  to  Russia  are  supervised  by  an 
agency,  under  arrangements  with  Great  Britain, 
the  Russian  coffee  dealers  suggest  that  importa- 
tion might  be  facilitated  if  permission  were 
granted  for  the  Russian  Coffee  Exchange'to  man- 
age the  entire  importation  during  war  times, 
shipments  being  by  means  of  a system  of  indi- 
vidual permits,  thus  minimizing  all  delay  or  ex- 
tortionate commissions  in  the  forwarding  of  the 
goods. 


POLISHED  RICE  FROM  CHINA 
For  the  first  time  in  the  history  of  the  Hong- 
kong rice  trade  with  this  country  a shipment  of 
100  tons  of  polished  rice  has  been  made  to  San 
Francisco.  Recently  a rice-polishing  machine  of 
American  make,  with  a capacity  of  20  tons  daily, 
was  installed  in  Hongkong.  Previous  to  the  war 
rice  was  exported  to  Germany  and  there  polished 
for  the  American  market. 


ITALIAN  EMBARGO  ON  MACARONI 
The  exportation  of  macaroni  has  been  sus- 
pended by  the  Italian  Government,  pending  the 
issuance  of  new  instructions. 


STOCKS  OF  CACAO  BEANS  IN  BOND  AT  HAVRE 


The  imports  of  cacao  into  the  bonded  ware- 
houses-of  Havre  in  the  period’ January  i,  1916,  to 
April  15,  amounted  to  52,369  bags,  and  the  ex- 
ports from  the  warehouses  amounted  to  40,900 
bags.  The  stocks  on  hand  on  April  15  amounted 


to  55,059  bags  against  85,692  bags  for  the  same 
date  last  year.  The  following  table  shows  the 
prices  of  cocoa  beans  of  various  kinds  in  bond  in 
Havre,  per  50  kilos  (110.23  pounds)  on  April  15 
the  past  three  years : 


Table  Showing  Prices  and  Kinds  of  Cacao  Beans  in  Bond  at  Havre,  Per  50  Kilos,  for 

Past  Three  Years 


Kinds. 

Apr, 

. 15, 

1914. 

Apr.  15,  1915. 

Apr.  15, 

1916. 

Para  

$14.47 

to  $16.83 

$21.81 

to  $22.77 

$24.32 

to  $25.48 

Bahia  

13.32 

to 

14.67 

21.62 

to 

22.77 

21.42 

to 

22.77 

Venezuela  

13.90 

to 

38.60 

22.00 

to 

34.74 

23.93 

to 

31.84 

Trinidad  

13.51 

to 

14.47 

22.39 

to 

23.55 

23.16 

to 

24.61 

Haiti  

11.58 

to 

14.47 

20.84 

to 

22.77 

21.04 

to 

22.77 

Sanchez,  Puerto  Plata,  Samana. . . 

13.03 

to 

13.99 

21.62 

to 

22.58 

22.19 

to 

23.55 

Guayaquil  

13.90 

to 

14.09 

23.16 

to 

25.09 

24.51 

to 

25.48 

Martinique  and  Guadeloupe  

23.16 

to 

24.32 

31.27 

to 

31.46 

32.81 

to 

33.77 

Accra  and  similar  

12.74 

to 

13.51 

20.26 

to 

21.71 

21.62 

to 

22.39 

San  Thome  

14.47 

to 

14.96 

22.19 

to 

23.16 

22.77 

to 

23.55 

THE  PRACTICAL  COFFEE  ROASTER 

K A department  discussing  coffee-roasting  problems, and  matters  of  timely 
interest  to  wholesale  coffee  roasters,  with  all  the  news  of  the  field.  Subscribers’ 
questions  of  general  trade  interest  will  be  answered  here  free  of  charge. 


TALKS  TO  COFFEE  BUYERS 


Suggestions  for  Wholesale  and  Retail  Dealers  on  Buy- 
ing, Testing,  Roasting,  Blending  and  Marketing 


By  William  B.  Harris 

Coffee  Expert,  U.  S.  Department  of  Agriculture, 

New  York 

No.  12— COFFEE  BLhiNDS 

A PREVIOUS  article  mentioned  blending  in 
general,  and  the  outfit  necessary  for  properly 
testing  coffees  has  been  described.  It  is  impos- 
sible for  any  one  to  lay  down  a fixed  rule  with 
reference  to  blends  of  coffee  that  will  be  found 
acceptable  in  every  location.  The  blends  that 
may  be  desirable  for  one  State  will  not  always 
be  found  satisfactory  in  another.  Combinations 
of  coffee  that  are  used  in  the  North  are  not  at 
all  suitable  for  use  in  the  South.  There  is  prob- 
ably no  section  of  the  country  where  finer  coffees 
are  used  or  more  expensive  blends  sold  than  on 
the  Pacific  Coast,  and  yet  the  brands  that  are 
marketed  there  would  not,  all  of  them,  be  ac- 
cepted in  and  around  New  York.  The  dealer, 
therefore,  will  find  it  necessary  to  work  out  the 
problem  in  his  own  location,  making  up  com- 
binations of  coffees  that  will  give  results  accept- 
able to  his  particular  line  of  trade.  For  this 
reason  an  article  on  blending  should  discuss  the 
question  in  a general  way  only,  suggesting  com- 
binations that  could  be  altered  or  varied  to  suit 
conditions. 

The  Range  of  Grades  for  Blending 

The  lowest  grades  of  Brazil  coffee  to  be  used 
for  blending  would  be  those  known  as  Victorias. 
From  this  point  we  would  pass  on  in  the  scale 
to  Rio,  from  the  low  grades  to  the  fancy  old- 
crop  golden  Rio  called  for  in  certain  sections  of 
the  country.  Then  there  would  follow  the  straight 
Santos  coffees,  beginning  with  the  low  grades  and 
running  from  this  point  to  the  medium  grades,  to 
be  followed  by  the  high-grade  Santos  types. 

Under  the  head  of  Santos  is  the  coffee  known 
as  the  fiat  bean  Santos  and  also  those  growths 
which,  on  account  of  appearance  and  cup  char- 


acter, are  termed  Bourbon.  In  some  sections  the 
fiat  beans  would  be  found  desirable,  while  in  other 
sections  the  Bourbon  coffees  would  be  preferred. 

After  the  Brazils  would  come  the  mild  coffees, 
and  in  some  instances  these  coffees  are  sold 
straight,  rather  than  blended.  There  is  a certain 
percentage  of  the  consuming  trade  that  is  better 
pleased  with  a straight  Bogota  coffee  than  with 
a blend. 

Grouping  Coffees  for  Blending  Purposes 
When  considering  the  various  blends  it  will 
probably  be  more  satisfactory  if  they  are  divided 
into  groups.  The  first  group  would  be  the  one 
containing  the  lowest-priced  combinations  and 
naturally  the  greatest  percentage  of  Santos. 
Therefore,  the  following  suggestions  will  include 
blends  of  coffees  containing  50  per  cent  of  San- 
tos or  Bourbon  Santos  as  the  dealer  may  find 
most  acceptable  in  his  location.  They  are  simply 
to  be  taken  as  a basis  from  which  the  dealer  may 
find  it  possible  to  work  out  acceptable  brands  for 
himself  by  varying  the  percentages  of  the  coffees 
used,  as  in  his  opinion  the  results  warrant. 

Blends  of  Santos  and  One  Other  Coffee 
The  first  series  would  naturally  be  those  con- 
taining Santos  with  one  other  coffee,  as  follows : 
Santos  and  Maracaibo,  Santos  and  Bucara- 
manga,  Santos  and  Caracas,  Santos  and  Bogota. 

After  this  there  would  follow  the  combinations 
containing  50  per  cent  of  either  Santos  or  Bour- 
bon Santos  with  two  other  coffees. 

Santos,  Bogota  and  Maracaibo ; Santos,  Bogota 
and  Washed  Maracaibo ; Santos,  Bogota  and 
Bucaramanga;  Santos,  Bogota  and  Caracas; 
Santos,  Bogota  and  Guatemala;  Santos,  Bogota 
and  Mexican. 

Bogota  as  the  Basis  for  Blends 
The  next  group  would  b*e  a series  of  blends 
with  Bogota  as  the  basis.  In  many  of  these  blends 
50  per  cent  Bogota  could  be  used,  but  in  some, 
particularly  those  combinations  with  Dutch  East 
Indian  coffees,  the  quantity  of  Bogota  should  be 
reduced.  This  series  will  run  as  follows: 
Bogota  and  Bourbon ; Bogota,  Washed  Santos 
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and  Bourbon ; Bogota  and  Guatemala ; Bogota 
and  Mexican ; Bogota,  Guatemala  and  Mexican ; 
Bogota,  Washed  Maracaibo  and  Guatemala; 
Bogota  and  Dutch  East  Indian ; Bogota,  Dutch 
East  Indian  and  Mexican ; Bogota,  Dutch  East 
Indian  and  Guatemala ; Bogota,  Dutch  East 
Indian,  Washed  Maracaibo  and  Guatemala; 
Bogota,  Dutch  East  Indian  and  Mocha ; Bogota, 
Dutch  East  Indian,  Guatemala  and  Mocha. 

The  above  would  be  followed  by  the  various, 
combinations  that  may  be  made  up  of  Dutch  East 
Indian  with  Mocha,  and  also  the  types  of  coffee 
from  the  Island  of  Java  with  Mocha.  These 
blends  usually  run  from  two-thirds  to  three- 
quarters  Dutch  East  Indian  or  Java,  the  remain- 
der ‘being  Mocha. 


ON  CUP  CHARACTERISTICS 

A Series  of  Condensed  Talks  on  the  Various  Growths 
that  Find  Favor  in  the  American  Markets 


By  R.  C.  Wilhelm 

New  York 

No.  4— CENTRAL  AMERICANS 
'^HESE  are  the  coffees  of  Guatemala,  Salvador, 
^ Costa  Rica,  Nicaragua  and  Honduras.  Eu- 
rope receives  the  bulk  of  the  fancy  grades,  for 
both  the  chief  production  and  the  banking  inter- 
ests are  in  the  hands  of  Europeans,  also  Europe 
pays  a considerable  premium  for  very  stylish 
coffees. 

Characteristics  of  Guatemala  Coffees 
Guatemala  leads  in  production  with  a crop 
averaging  750,000  bags,  of  which,  normally,  about 
one-third  comes  to  the  United  States.*  They  are 
very  stylish  coffees,  and  have  waxy,  bluish  bean, 
which  in  roasting  split  open  with  white  centers. 
This  enables  them  to  command  a high  price,  espe- 
cially in  European  markets,  but  they  are  thin  in 
body  and  are  used  chiefly  for  their  style.  A small 
proportion  of  really  meritorious  coffees  are  pro- 
duced in  the  mountainous  districts  of  Coban  and 
Antigua  at  an  altitude  of  from  3,500  to  5,000  feet. 
The  Cobans  are  grown  so  near  the  frost  line  that 
they  often  contain  many  frosted  and  blighted 
beans,  to  the  detriment  of  their  style,  but  they 
have  fine  acidity  and  possess  body  so  heavy  that 
it  l)orders  on  bitterness.  They  are  especially  fine 
for  blending.  Less  than  2,500  bags  are  imported 
annually.  It  has  been  said  that  a hundred  times 
more  Cobans  are  sold  than  are  produced.  The 
Antiguas  are  smallish,  flinty  bean  coffees  from  a 
district  about  a thousand  feet  lower.  They  are 
not  so  heavy  in  body  as  the  Cobans,  but  are 
flavory  and  acid,  and  find  favor  upon  the  Pacific 


Coast,  where  some  15,000  to  20,000  bags  are  re- 
ceived. 

Salvador  Coffee  Market  Chiefly  in  Europe 
The  Salvador  .crop  of  300,000  bags  is  mainly 
marketed  in  Europe.  San  Francico  receives  some 

85.000  bags,  which  are  consumed  on  the  Pacific 
Coast.  The  proportion  of  mountain  coffe-es  is 
small,  and  those  that  are  washed  rule  about 
cent  below  Guatemalas  of  equal  grade,  which 
growth  they  resemble.  The  crop  is  principally  the 
naturals,  which  are  large  bean  and  of  fair  average 
roast. 

Costa  Ricas  Unsurpassed  for  Blending 
Costa  Rica’s  production  of  200,000  bags  is 
smaller  than  it  was  a half  century  ago.  The  fine 
grades  are  grown  in  the  districts  of  Cartago,  San 
Jose,  Alajuela  and  Grecia  at  altitudes  of  from 

4.000  to  6,000  feet.  These  are  characterized  by 
their  rich  body  and  fine  flavor,  and  are  often  so 
sharply  acid  that  if  used  straight  would  sour  the 
cream.  For  blending,  the  highland  coffees  of  Costa 
Rica  are  surpassed  by  none  of  the  world’s  growths, 
but,  unfortunately,  Europe  overbids  us  from  2 to 
3 cents  per  pound,  so  that  the  30,000  bags  received 
in  the  United  States  are  mainly  the  small  bean 
separations  and  low  grades.*  There  is  more  mois- 
ture at  the  lower  altitudes,  and  during  the  picking 
season  the  coffee  sometimes  ripens  faster  than  it 
can  be  handled  by  the  “beneficios’  (drying  and 
curing  plants)  so  that  the  fruit  accumulates  and 
excessive  fermentation  takes  place,  causing  a por- 
tion of  the  coffee  to  become  sour  or  “hidey.”  Ex- 
perience with  a single  lot  of  this  order  is  likely 
to  spoil  one’s  taste  for  this  growth  forever  after, 
though  this  but  rarely  occurs  in  the  highland  cof- 
fees. The  sour  beans  sometimes  found  in  Costa 
Ricas,  Mexicans  and  Meridas  are  due  to  failure 
to  thoroughly  remove  all  the  coffee  from  the 
cracks  and  crevices  in  the  cement  washing  tanks. 
This  lodgment  ferments  over  and  over  again  and 
becomes  sour;  even  a hatful  might  injure  an 
entire  lot  in  which  it  became  mixed. 

Nicaragua  and  Honduras  Crops  are  Small 

The  crop  of  Nicaragua  is  small,  only  12,000 
bags  coming  to  this  country.  The  small  propor- 
tion of  washed  coffees  from  the  district  of  Mata- 
galpa  have  some  merit  and  are  usually  fine  roast- 
ers, but  the  naturals,  which  comprise  the  bulk  of 
the  crop,  are  of  but  ordinary  quality. 

About  2,000  bags  of  Honduras  coffees  are  re- 
ceived in  the  United  States.  They  are  of  low 
quality  and  seldom  bring  as  much  as  Santos  of 
equal  grade. 


* Due  to  the  war,  exports  to  European  countries  are  cut 
off,  and  consequently  the  quantity  of  coffee  brought  into 
the  United  States  is  at  present  larger  than  under  normal 
conditions. 
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THE  COFFEE  PIIOFAGANDA 

An  Outline  of  the  Proposed  Method  of  Conducting 
the  National  Coffee  Advertising  Campaign 
and  an  Explanation  of  its  Objects* 

By  Ross  W.  Weir 

President  National  Coffee  Roasters’  Association 
New  York 

VWHEN  your  secretary  notified  me  of  your  de- 
sire  to  have  me  address  a few  remarks  in 
behalf  of  the  National  Coffee  Roasters’  Associa- 
tion, I asked  him  upon  what  subject  he  expected 
me  to  address  you,  and  he  said,  any  subject  that 
appealed  to  me  as  being  fitting  for  the  occasion. 
There  is  no  subject  that  I consider  more  fitting 
than  the  coffee  trade’s  projected  pro-coffee  na- 
tional advertising  campaign,  which  is  the  topic 
that  is  uppermost  in  the  minds  of  our  member- 
ship as  well  as  the  coffee  trade  at  large  at  the 
present  time,  and  which  called  us  together  in  an 
allied  coffee  trade  meeting  in  Chicago  the  fore- 
part of  lust  month. 

At  our  annual  convention  in  St.  Louis  last 
November,  the  need  of  a publicity  campaign  that 
would  be  pro-coffee  and  educational  in  its  scope, 
to  be  conducted  through  high-class  magazines  or 
newspapers,  was  recognized  as  being  urgently  ne- 
cessary if  coffee  was  to  continue  to  occupy  its  en- 
viable position  in  the  food  product  world.  Our 
executive  committee  was  therefore  authorized  to 
arrange,  through  proper  committees,  for  an  ex- 
tended and  sufficient  research  of  coffee  and  such 
measure  of  publicity  as  it  deemed  expedient,  also 
to  adopt  means  tp  accumulate  the  necessary  fund 
for  the  purpose. 

As  a result  of  such  action,  our  executive  com- 
mittee appointed  a committee  of  three,  consisting 
of  F.  J.  Ach,  Dayton,  Ohio ; George  S.  Wright, 
Boston,  Mass.,  and  myself  to  arrange  for  an  ad- 
vertising campaign  and  to  make  such  necessary 
arrangements  therefor  as  might  be  deemed  best. 
This  committee  determined  that  a campaign,  na- 
tional in  scope  and  of  sufficient  prominence,  would 
need  to  have  the  co-operation  of  all  the  various 
factors  in  the  coffee  world  in  the  United  States, 
the  most  important  of  which  are  the  green  coffee 
interests.  With  that  in  view  a meeting  was  held  in 
the  New  York  Coffee  Exchange  in  January  last, 
which  was  attended  by  a large  representation  of 
members  of  the  green  coffee  trade.  .This  meeting 
endorsed  the  principle  as  contained  in  the  St. 
Louis  resolution,  and  designated  William  Bayne, 

* An  address  delivered  before  tbe  tentli  annual  conven- 
tion of  the  National  Wholesale  Grocers’  Association  at 
Boston,  June  14,  1916. 


Jr.,  president  of  the  Coffee  Exchange  of  New 
York,  and  Carl  Stoffregen,  of  Steinwender, 
Stoff regen  & Co.,  New  York,  to  represent  the 
green  coffee  interests  on  the  committee. 

This  joint  committee,  after  seriously  consider- 
ing the  matter,  and  haying  various  conferences 
and  interviews  with  the  applicants  for  ’the  posi- 
tion of  advertising  agents  for  this  undertaking, 
appointed  in  March  last  N.  W.  Ayer  & Son, 
Philadelphia,  as  our  advertising  agents  in  charge 
of  our  campaign. 

Objects  of  the  Campaign 

N.  W.  Ayer  & Son  are  making  a very  careful 
investigation  of  the*  whole  coffee  situation  and 
coffee  proposition,  and,  I confidently  believe,  will 
prepare  a campaign  that  will  be  forceful,  ener- 
getic and  appealing  to  the  coffee  trade  in  the 
United  States  as  a whole. 

I will  briefly  outline  the  objects  of  the  national 
coffee  campaign  as  follows : 

Results  for  the  Roaster,  A. — A better  organ- 
ized constructive  sales  effort.  B — Establishing 
higher  standards  of  coffee  quality.  C — An  un- 
usual opportunity  for  each  roaster  to  establish, 
extend  and  protect  his  individual  brands.  D — To 
roast  and  sell  more  coffee. 

Results  for  the  Green  Coffee  Merchants,  A — 
Closer  contact  and  more  thorough  co-operation 
between  the  “green  men”  and  the  roasters.  B — 
Increased  volume  of  sales. 

Results  for  the  Retailer,  A — A realization  of 
the  importance  of  coffee  as  an  item  of  merchan- 
dise. B — More  active  sales  effort  on  coffee.  C — 
An  opportunity  to  link  up  his  store  s^.s  a point  of 
contact  with  the  consumer  with  a great  national 
movement.  D — Using  this  opportunity  to  build 
up  his  general  retail  business. 

Results  on  the  Consumer,  A — Eventually  re- 
moving from  the  mind  of  the  consumer  any 
groundless  fears  of  coffee  and  its  effect  on  the 
human  system.  B — A greatly  increased  knowl- 
edge of  coffee.  C — A knowledge  of  wider  uses 
for  the  coffee  and  the  coffee  flavor.  D — An  in- 
creased demand  for  and  consumption  of  coffee 
in  the  United  States. 

What  is  most  needed  is  to  create  different  im- 
pressions in  regard  to  coffee  than  now  exist  in 
the  public  mind.  A champion  of  coffee  will  be 
welcomed  beyond  a doubt,  and  a favorable  argu- 
ment will  find  readier  acceptance  than  disagree- 
able suggestions  of  harm  fulness,  so  that  even  if 
nothing  is  accomi)lished  but  to  ofTset  the  efforts 
of  destructive  influence,  definite  benefit  wilt  ac- 
crue to  the  coffee  interests  and  increased  con- 
sumption will  result. 
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Reasons  for  the  Propaganda 
Despite  the  fact  that  the  per  capita  consumption 
of  coffee  in  the  United  States  has  advanced  since 
Civil  War  days  from  5^  pounds  per  year  to 
somewhere,  in  the  neighborhood  of  10  pounds  per 
year,  there  are  in  the  United  States  two  import- 
ant adverse  conditions  of  growing  influence  in 
the  public  mind : i,  a fear  of  coffee  and  its  effect 
on  the  human  system ; 2,  an  ignorance  by  the  pub- 
lic and  dealers  of  the  whole  subject  of  coffee 
itself. 

To  bring  light,  information,  publicity  to  bear 
on  these  two  conditions,  to  put  the  force  of  ad- 
vertising behind  the  thought  of  better  coffee  and 
better  coffee-making,  thereby  increasing  the  per 
capita  consumption  of  coffee,  is  the  fundamental 
idea  of  the  thinking  members  of  the  coffee  trade 
of  America  and  of  this  plan. 

As  I have  previously  stated  the  compaign  will 
be  pro-coffee  and  educational  in  its  scope,  and 
can  be  divided  into  three  departments,  compris- 
ing our  efforts,  viz. ; the  consumer,  the  retailer 
and  the  coffee  roaster. 

To  Educate  the  Consumer 
It  is  proposed  to  carry  the  message  of  coffee 
and  better  coffee  making  to  every  family  in  the 
United  States,  by  the  constant  appearance  of 
pro-coffee  advertisements  in  magazines  of  gen- 
eral circulation  and  the  use  of  local  newspapers 
as  funds  permit. 

Supplementing  the  main  consumer  advertising 
campaign  in  the  publications  indicated,  it  is  pro- 
posed to  issue  large  editions  of  sales-stimulating 
literature.  Among  these  v/ill  be  the  following: 
Booklets,  which  will  embody  all  the  important 
points  of  the  pro-coffee  campaign ; mail  matter 
for  consumers ; recipes  for  better  coffee  making 
and  for  new  and  attractive  uses  of  coffee;  leaf- 
lets for  distribution  by  the  trade  among  con- 
sumers, and  lists  of  books  and  articles  on  coffee, 
to  be  read  by  those  who  are  interested  in  fol- 
lowing coffee  beyond  the  bounds  of  our  own  ad- 
vertising and  printed  matter. 

To  Co-operate  with  Retail  Trade 
While  we  are  working  upon  the  consumer  in 
every  practicable  way,  it  is  highly  important  to 
bring  about  the  intelligent  and  hearty  co-opera- 
tion of  the  retail  trade  who  meet  the  consumer 
face  to  face.  Our  campaign  must  interlock,  so 
that  the  retailer  and  his  clerks  know  what  we  are 
doing,  what  the  consumer  is  reading,  and  what 
the  retailer  is  expected  to  do  in  order  to  benefit 
himself  and  his  customers  by  means  of  the  na- 
tional campaign.  No  thought  or  step  or  proper 
device  will  be  overlooked  in  our  endeavors  to 


enlist  the  retailer  and  his  clerks  in  hearty  co- 
operation with  the  coffee  campaign. 

The  retail  grocer  can  ill  afford  to  continue  to 
lose  his  coffee  business  to  other  channels  of  dis- 
tribution. I assume  the  wholesale  grocery  trade 
is  anxious  to  maintain  its  coffee  business  and  to 
serve  the  interests  of  its  customers,  the  retail 
grocers. 

Coffee  used  to  be  almost  the  backbone  of  the 
retail  grocery  store,  but  it  has  suffered  through 
indifference,  through  carrying  too  many  lines  and 
through  trying  to  make  unreasonable  profits  on 
staple  goods.  If  our  campaign  can  be  used  to 
awaken  the  retailer  again  to  the  possibilities  of 
the  coffee  business  for  its  own  sake  and  as  a 
leader  for  general  trade,  the  effort  will  be  well 
worth  the  while. 

Every  restaurant  known  for  good  coffee  does 
a good  restaurant  business.  Every  grocer  known 
for  good  coffee  and  a good  assortment  of  coffee 
does  a good  grocery  business.  This  thought,  we 
feel,  should  be  impressed  upon  the  grocers. 

Every  bit  of  educational,  informative  literature 
on  coffee  is  to  be  sent  to  retailers’  associations 
and  to  individual  retailers,  through  the  roasters, 
wholesale  grocers  and  their  salesmen,  also  pub- 
licity work  through  the  trade  papers. 

How  the  Coffee  Roaster  Can  Profit 

The  term  coffee  roaster  includes  wholesale  gro- 
cery firms  who  operate  their  own  coffee  roasting 
departments.  The  success  of  the  proposed  na- 
tional campaign  depends  largely  on  the  co-opera- 
tion of  roasters  and  their  salesmen.  It  is  not 
sufficient  to  place  advertisements  in  prominent 
publications.  We  must  follow  through  with  all 
of  the  efforts  we  would  expend  if  the  advertising 
were  our  own  individual  publicity,  in  which  case 
its  success  would  depend  upon  our  success  in 
turning  the  publicity  into  actual  sales. 

I think  we  are  all  entirely  familiar  with  the  suc- 
cess attending  the  advertising  campaigns  as  ap- 
plied to  raisins  and  oranges  in  Californa,  where 
the  output  in  each  case  has  been  materially  in- 
creased as  a result  of  country-wide  advertising, 
and  the  same  holds  true  in  the  matter  of  citrous 
fruit  gro\yers  of  Florida,  English  walnut  grow- 
ers, Holstein  milk  producers,  pineapple  growers, 
apple  growers  of  Northwestern  United  States, 
cypress  growers,  pine  tree  growers,  red  cedar 
growers,  California  red  gum  growers,  olive 
growers  and  the  India-Ceylon  tea  growers. 

The  people  of  the  United  States  are  peculiarly 
susceptible  to  advertising.  More  than  5,000  gen- 
eral magazines  and  trade  papers  are  published  in 
this  country  and  more  than  20,000  newspapers — 
we  are  a nation  of  periodical  readers. 
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However  general  the  advertising  and  broad 
in  its  scope,  its  final  purpose  is  to  help  us  to  sell 
more  coffee,  but  it  cannot  help  us  much  unless 
we  help  ourselves. 

It  is  the  purpose  of  the  committee  to  keep  all 
contributors  to  the  fund  fully  advised  as  to  the 
progress  of  the  campaign  and  how  to  use  it  in 
the  daily  promotion  of  their  coffee  business. 

I wish  I might  feel  free  to  elaborate  a little 
more  in  detail  than  it  is  possible  to  do  in  a short 
address  of  this  nature  as  to  the  kind  of  cam- 
paign we  contemplate  conducting.  I will  say, 
however,  that  those  of  our  members  who  at- 
tended our  recent  Qiicago  meeting,  some  of  whom 
are  also  members  of  your  association,  and  now 
present  at  this  meeting,  I think  are  fully  ac- 
quainted with  the  aims  and  objects  of  this  very 
important  movement  in  the  coffee  trade.  The 
Chicago  meeting  unqualifiedly  endorsed,  by  a 
unanimous  vote,  the  recommendations  and  plan 
of  the  joint  trade  committee  in  charge  of  the 
Pro-Coffee  National  Advertising  Campaign. 

All  Friends  of  Coffee  May  Contribute 

It  is  proposed  to  raise  a fund  of  $100,000  for 
the  first  year,  and  all  who  are  interested  in  the 
increased  consumption  of  coffee  are  invited  to 
contribute,  and  I take  this  opportmiity  to  solicit 
the  support  of  the  National  Wholesale  Grocers’ 
Association  in  a movement  that  I confidently  be- 
lieve cannot  help  but  be  to  the  interest  of  every 
member. 

The  discontinuance  of  coffee  by  those  who  are 
made  apprehensive  through  substitute  advertising 
is  not  always  followed  by  the  use  of  the  substi- 
tute itself,  so  that  the  wholesaler  cannot  assume 
that  what  he  is  losing  in  coffee  sales  is  compen- 
sated for  by  increased  substitute  sales. 

Increased  coffee  sales  are  of  vital  interest  to 
every  wholesale  grocer.  The  movement  has  to 
do  with  increased  coffee  sales,  and  is  being  con- 
ducted along  broad  and  affirmative  lines  through 
N.  W.  Ayer  & Son,  one  of  the  foremost  advertis- 
ing firms  in  the  United  States. 

Some  may  argue  that  this  movement  should  be 
inaugurated  by  the  coffee-producing  countries 
rather  than  by  the  coffee  distributors.  In  reply 
to  such  criticism  would  state  that  the  committee 
is  at  present  in  corespondence  with  Sao  Paulo 
through  channels  of  unquestioned  prominence 
there,  and  have  every  reason  for  feeling  that  in 
time  we  zmll  receive  Sao  Paulo’s  hearty  co- 
operation and  support  in  this  matter;  but  as  an 
evidence  of  determination  on  our  part  to  go  ahead 
with  or  without  Sao  Paulo,  the  coffee  trade  have 
elected  to  proceed  with  this  campaign  and  put  up 
to  Brazil  and  other  coffee-producing  countries. 


to  continue  it  through  successive  years,  for  the 
continued  increased  consumption  of  coffee. 

The  National  Coffee  Roasters’  Association  and 
the  green  coffee  interests  desire  to  make  this  a 
country-wide  campaign,  to  include  all  coffee  men, 
whether  roasters,  wholesale  grocers,  or  what  not, 
wherever  located,  and  desire  to  pledge  their 
hearty  co-operation  to  secure  the  outcome  which 
it  is  earnestly  desired  shall  be  attained  in  order 
that  coffee  consumption  shall  be  increased  in  the 
years  to  come. 


COFFEE  ASSOCIATION  ACTIVITIES 


President  Weir  of  N.  C.  R.  A.  Explains  that  the 
National  Coffee  Advertising  Campaign  is  Designed 
Solely  to  Increase  Coffee  Consumption — ^Retail 
Grocer  Co-operation  a Separate  and  Distinct 
Problem,  which  Will  Not  Be  Evaded 


CONSIDERABLE  confusion  seems  to  prevail 
in  the  trade  as  to  the  aims  of  the  proposed 
coffee  advertising  campaign  to  be  waged  under 
the  auspices  of  the  National  Coffee  Roasters’  As- 
sociation. Prior  to  the  recent  special  meeting  of 
the  N.  C.  R.  A.  at  Chicago  many  were  under 
the  impression  that  the  campaign  was  designed 
primarily  to  help  the  retail  grocer  regain  his  lost 
coffee  trade  and  that  it  would  be  participated  in 
only  by  those  coffee  interests  which  distribute 
through  the  grocer. 

When  it  was  announced  at  Chicago  that  con- 
tributions to  the  fund  would  be  accepted  from  all 
factors  in  the  coffee  trade,  including  mail  order 
houses  and  wagon  route  concerns,  it  seemed  to 
many  that  in  view  of  the  N.  C.  R.  A.’s  professed 
solicitude  for  the  grocer  it  was  inconsistent  in 
accepting  money  from  the  firms  said  to  be  largely 
responsible  for  the  grocer’s  waning  coffee  busi- 
ness and  that  this  move  appeared  to  be  a right- 
about-face attitude. 

No  Change  of  Attitude 
However,  statements  given  out  since  the  Chi- 
cago meeting  by  N.  C.  R.  A.  officials,  represent 
that  the  association  docs  not  intend  to  evade  the 
retail  grocer  problem  and  that  the  confusion  of 
ideas  is  based  upon  a misconception  of  the  pur- 
])oses  of  the  propaganda. 

In  discussing  this  matter  with  a representative 
of  the  dh<:A  and  Coffee  Trade  Journal,  Ross  W. 
Weir,  president  of  the  National  Coffee  Roasters’ 
Association  and  chairman  of  the  joint  publicity 
committee,  was  emphatic  in  the  statement  that 
the  committee  had  not  changed  its  attitude  or 
revised  its  original  idea  to  try  and  solve  the 
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retail  grocer  problem  and  that  the  acceptances  of 
money  from  all  coffee  handlers  would  not  pre- 
vent the  N.  C.  R.  A.  from  carrying  out  its  plans 
to  assist  the  grocer. 

Nothing  to  Do  With  DisTRiiiUTiuN 
Mr.  Weir  said:  “The  object  of  the  national 

coffee  advertising  campaign  is  to  increase  the  con- 
sumption of  coffee  and  has  nothing  to  do  with 
distributing  problems.  The  question  of  distri- 
bution is  separate  and  distinct. 

“The  N.  C.  R.  A.  is  just  as  much  interested  as 
ever  in  trying  to  help  the  grocer,  as  shown  by  the 
appointmnt  of  a committee  of  five  at  the  Chi- 
cago meeting  to  investigate  and  report  the  best 
method  to  overcome  the  difficulties  encountered 
by  the  retail  grocer  in  building  up  his  coffee  busi- 
ness. 

“The  green  coffee  men  and  others  were  invited 
to  participate  in  this  campaign  because  it  is  a 
country-wide  movement.  Contributions  are  wel- 
come from  all  friends  of  coffee.  There  can  be  no 
complications,  since  all  will  come  in  on  an  equality 
basis. 

“We  propose  ‘To  Tell  the  American  People 
the  Truth  About  Coffee.’  We  hope  it  will  make 
for  increased  coffee  consumption.  It  remains 
for  each  factor  in  the  trade  to  capitalize  the 
movement.  Every  one  will  profit  in  proportion 
to  the  amount  of  energy  and  initiative  he  puts 
into  it.  I repeat,  that  we  haven’t  changed  our  at- 
titude. The  work  of  the  publicity  committee  and 
the  retail  grocer  committee  will  always  be  paral- 
lel but  they  can  never  converge.  Two  entirely 
different  problems  are  presented.” 

Research  Sidetracked  Temporarily 
Referring  to  the  matter  of  coffee  research,  Mr. 
Weir  said  that  the  association  had  not  given  up 
this  idea  but  that  it  had  to  be  temporarily  side- 
tracked because  of  the  lack  of  time  and  money 
with  which  to  pursue  the  work ; also  because  the 
immediate  problem  of  getting  the  advertising 
campaign  under  way  was  taking  up  all  of  the 
committee’s  time  and  energy.  A certain  amount 
of  resarch  work  will  be  instituted  preparatory 
to  launching  the  advertising,  but  the  subject  can- 
not be  gone  into  at  any  great  length  until  some 
later  day,  for  the  reasons  mentioned, 

Mr.  Weir  will  speak  before  the  tenth  annual 
meeting  of  the  National  Wholesale  Grocers’  As- 
sociation at  Boston,  June  14.  His  address  will 
be  largely  an  exposition  of  the  aims  and  objects 
of  the  national  coffee  advertising  campaign. 

It  is  understood  that  good  progress  is  being 
made  in  raising  funds  for  the  campaign.  The 
advertising  agents  are  now  at  work  formulating 


plans  and  it  is  hoped  that  the  first  advertisng 
will  appear  in  the  Fall. 


ROASTERS  CHANGE  FIRM  NAME 


Brazil  Syndicate,  Inc.,  New  York,  Now  Known  as 
Young  & Griffin  Coffee  Co.,  Inc., — Same 
Management  Continues 

'^HE  firm  name  of  the  Brazil  Syndicate,  Inc., 
^ was  changed  on  May  12  to  Young  & Griffin 
Coffee  Company,  Inc.  All  of  the  brands  of  its 
predecessors,  Potter,  Sloan,  O’Donohue  Company, 
will  be  continued,  having  been  taken  over  to- 
gether with  the  plant,  machinery  and  good  will 
of  the  Brazil  Syndicate,  Inc.  The  personnel  of 
the  business  will  be  unchanged. 

This  growing  concern  is  under  the  manage- 
ment of  two  well-known  coffee  men,  C.  W.  Grif- 
fin and  L.  C.  Young.  Mr.  Griffin,  who  was  for- 
merly secretary  and  in  charge  of  the  sales  de- 
partment of  the  Potter,  Sloan,  O’Donohue  Com- 
pany, entered  the  Brazil  Syndicate,  Inc.,  in  No- 
vember, 1915,  taking  with  him  the  roasted  coffee 
business  of  Potter,  Sloan,  O’Donohue  Company 
when  the  latter  firm  went  into  liquidation. 

Move  Means  Increased  Strength 

In  January,  1915,  Mr.  Griffin  was  joined  by  Mr. 
Young,  formerly  connected  with  the  firm  of  Pot- 
ter & Young.  Since  that  time  these  men  have 
been  actively  engaged  in  pushing  the  various 
brands  of  the  combined  companies  and  with 
marked  success. 

In  conversation  v/ith  a representative  of  this 
paper,  Mr.  Griffin,  who  is  president  of  the  re- 
organized company,  stated  that  this  latest  move 
places  the  business  on  an  even  firmer  footing,  the 
capitalization  having  been  considerably  increased. 

This  company  maintains  a modern  roasting 
plant  at  191  Van  Brunt  street,  Brooklyn,  N.  Y., 
and  the  general  offices  of  the  firm  were  recently 
established  at  97  Water  street,  in  the  heart  of  New 
York’s  coffee  district. 


RACE  CREEDO 

A little  more  patience,  a little  more  charity  for 
all,  a little  more  devotion,  a little  more  love; 
with  less  bowing  down  to  the  past,  and  a silent 
ignoring  of  pretended  authority;  a brave  looking 
forward  to  the  future  with  more  faith  in  our 
fellows,  and  the  race  will  be  ripe  for  a great  burst 
of  light  and  life. — Fra  Elbertus. 

WOULD  NOT  BE  WITHOUT  IT 
T.  I.  Lewis,  515  Seventh  street,  Moorhead,  Minn., 
writes:  “Enclosed  please  find  check  renewing  my  sub- 

scription for  two  years.  I would  not  be  without  The 
Tea  and  Coffee  Trade  Journal  at  any  price.” 


THE  PRACTICAL  TEA  MAN 

^ A Department  devoted  to  the  discussion  of  tea  problems  of  importance 
to  the  trade,  with  the  news  of  the  tea  packing  and  jobbing  field.  ^ Subscribers’ 
questions  of  general  trade  interest  will  be  answered  here  free  of  charge. 


TALKS  TO  TEA  BUYERS 

Suggestions  for  Students,  Young  and  Old,  on  Buying, 
Testing,  Blending  and  Selling  Teas 

By  S.  Livingston  Davis 

New  York 

No.  13— SPECIMEN  TEA  BLENDS 
ITCR  the  guidance  of  the  tea  man  who  is  mak- 
ing  a study  of  tea  blending  here  are  some  sug- 
gestions for  blends  designed  to  be  retailed  at  50c., 
60C.  and  $i  per  pound.  Two  formulas,  especially 
suitable  for  Eastern  New  York  and  New  England 
trade,  are  used  as  a basis,  as  follows : 

40%  Summer  Formosa  35%  Early  Summr  Formosa 

25%  Moyune  Young  Hyson  25%  Moyune  Young  Hyson 
15%  First  Crop  B.  F.  Japan  15%  First  Crop  B.  F.  Japan 
10%  Flavory  Ceylon  Pekoe  20%  Keemun  Congou 
10%  Darjeeling  5%  Darjeeling 

These  schedules  may  be  used  for  the  different 
grades  of  blends  to  be  sold  at  prives  given  above, 
using  choice  teas  for  the  higher  priced  mixtures 
and  fine  to  medium  teas  for  the  lower  priced  com- 
binations. 

After  specimen  blends  have  been  made  up  from 
samples  they  should  be  carefully  tested  for  cup 
quality,  and  if  any  particular  flavor  predominates 
the  proportion  of  the  tea  possessing  such  flavor 
should  be  reduced  until  a neutral  taste  has  been 
secured,  where  no  distinctive  flavor  is  noticeable. 

The  body  of  the  mixture  may  be  strengthened 
by  increasing  the  proportion  of  the  fermented  teas, 
i.  e.,  Ceylon,  India  and  Congou.  Likewise,  if  a 
mild  result  is  desirable,  the  proportions  of  the 
Japan,  Eorniosa  and  Green  should  be  increased 
and  the  proportions  of  the  heavier  teas  reduced. 

For  distribution  in  Western  New  York  and 
Ohio,  the  proportion  of  Young  Hyson  and  Japan 
should  be  increased  about  10  percent  each,  and 
that  of  the  black  teas  proportionately  reduced. 
For  Pennsylvania,  Gunpowder  should  be  used 
instead  of  Young  Hyson  and  Assam  Pekoe  in  the 
place  of  Ceylon  Pekoe;  heavy  Congou  may  be 
worked  in  to  advantage  and  Formosa  reduced.  In 
the  Middle  West  a full  bodied  toasty  pan  fired 
Japan  should  be  used  instead  of  basket  fired 
Jaj)an  and  the  proportion  of  this  ingredient  should 
be  about  equal  to  the  Formosa. 


Tastes  Are  Changing  with  New  Conditions 
In  blending  for  consumption  in  the  South,  the 
Green  should  be  Gunpowder  and  the  proportion 
increased  10  percent  at  the  expense  of  the  Japan. 
The  distributer  will  find  that  changes  have  been 
taking  place  in  the  tea  demand  in  the  Southern 
States,  due,  no  doubt,  to  the  publicity  methods 
of  the  Ceylon  and  India  package  people.  The  con- 
sumption of  British  grown  teas  has  greatly  in- 
creased in  the  South,  particularly  in  the  cities,  and 
this  condition  should  be  taken  into  consideration 
when  putting  out  a blend  in  that  section.  As  a 
matter  of  fact,  conditions,  and,  as  a result,  tastes 
are  changing  more  or  less  in  other  sections  and 
these  local  conditions  are  well  worth  studying. 

The  dAnand  for  high-grade  teas  of  all  kinds 
is  unfortunately  decreasing  more  and  more  every 
year,  and  just  now  the  demand  for  choice  tea  is 
at  a very  low  ebb.  This  state  of  affairs  is  doubt- 
less due  to  the  spread  of  economy  stores  through- 
out the  country,  where  a really  good,  useful  tea  is 
retailed  at  a moderate  price ; and  but  a small  pro- 
portion of  our  people  can  discriminate  between  a 
good  tea  and  a choice  tea. 

Combat  Inferior  Tea  Demand  with  Quality 
There  is  a tremendous  buying  public  willing  to 
pay  the  price  for  a good  article  if  they  can  see 
and  appreciate  that  they  are  getting  their  money’s 
worth,  and  it  seems  to  the  writer  that  the  way  to 
combat  the  increasing  demand  for  inferior  tea  is 
to  put  out  tea  so  good  that  consumers  cannot  fail 
to  comprehend  its  superiority  over  the  grades  now 
being  sold  so  extensively. 

While  low-grade  teas  are  bringing  prices  con- 
siderably al)ove  normal  figures  just  now,  choice 
and  fancy  teas  have  had  no  advance,  and  in  some 
kinds  may  be  had  at  prices  distinctly  below  the 
normal.  This  is  a good  time  to  work  on  quality 
and  an  outlet  obtained  on  this  basis  will  not  suf- 
fer from  premium  schemes  or  economy  prices. 


There  is  only  one  person  in  the  world  to  whom 
we  may  be  severe.  There  is  one  who  deserves 
it  and  on  whom  we  may  vent  all  our  severity,  and 
that  person  is  our  own  self. — Cardinal  Manning. 
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DUTY  ON  TEA  CONTAINERS 


Treasury  Department  Rules  That  Duty  Must  Here- 
after Be  Paid  on  Outside  Covering  of  Tea  in  Less 
Than  Five-Pound  Packages 


[special  correspondence] 
Washington,  D.  C.,  May  8,  1916. 

I N harmony  with  the  ruling  of  the  United  States 
Court  of  Appeals  early  this  year,  the  Treasury 
Department  to-day  sent  to  collectors  and  other 
customs  officers  an  order  relating  to  the  assess- 
ment of  duty  on  containers  of  tea  put  up  in  pack- 
ages of  less  than  5 pounds  each.  In  part  the 
order  reads : 

“The  immediate  coverings  of  tea  packed  in 
packages  of  less  than  5 pounds  each  are  free  of 
duty,  whether  or  not  the  packages  are  in  inter- 
mediate containers,  in  accordance  with  the  de- 
cision of  the  United  States  Court  of  Appeals  in 
T.  D.  36147.  In  the  same  decision  the  court  held 
intermediate  containers  of  tea  packed  in  pack- 
ages of  less  than  5 pounds  each  to  be  dutiable 
under  the  first  proviso  of  paragraph  627  of  the 
Tariff  Act  of  1913,  and  the  Department  is  of  the 
opinion  that  this  ruling  is  applicable  to  interme- 
diate containers  of  tea  packed  in  packages  of  less 
than  5 pounds  each,  whether  or  not  the  total 
weight  of  the  tea  in  such  intermediate  containers 
is  less  than  5 pounds.” 

The  order  concludes  as  follows : 

“You  will,  therefore,  in  cases  of  tea  packed  in 
packages  of  less  than  5 pounds  each,  imported  or 
withdrawn  from  warehouse  thirty  days  after  date 
hereof,  assess  duty  under  said  first  proviso  of 
paragraph  647  of  the  Tariff  Act  of  1913  on  out- 
side cases  or  containers,  whether  or  not  there  are 
intermediate  containers,  the  said  assessment  to  be 
in  addition  to  the  duty  on  the  inermediate  con- 
tainers when  there  are  such.” 


ACME  TEA  COMPANY  REORGANIZED 

The  Acme  Tea  Company,  one  of  the  oldest  con- 
cerns in  this  country  operating  chain  stores,  was 
taken  over  on  May  20  by  a new  company,  which 
had  been  incorporated,  with  a capital  of  $2,750,- 
oco,  7 per  cent  cumulative  first  preferred  stock, 
$500,000  second  preferred  and  $3,500  common 
stock. 

The  Acme  Tea  Company  was  established  in 
1885  by  Thomas  P.  Hunter,  with  an  initial  capital 
of  $300  supplemented  by  $300  of  borrowed  money. 
The  business  has  steadily  expanded.  The  com- 
pany is  now  operating  423  stores  dealing  in  teas, 
coffees,  spices,  dry  groceries  and  breadstuffs. 
Earnings  the  current  fiscal  year  are  estimated  by 
the  bankers  at  $16,000,000,  against  $13,321,405  in 
1915,  and  $5,772,106  in  1906. 


CARTER-MACY  TEA  REJECTION  CASE 
[from  a special  correspondent] 
Washington,  D.  C.,  May  28,  1916. — According 
to  advices  reaching  here  a hearing  will  be  held 
in  New  York  in  the.  near  future  on  a tea  re- 
jection case  of  Carter,  Macy  & Co.,  of  New  York. 
Some  months  ago,  tea  consigned  to  Carter,  Macy 
& Co.  was  rejected  at  Boston,  and  an  injunction 
obtained  to  prevent  the  collector  from  destroying 
the  tea.  The  injunction  was  issued  on  the  ground 
that  the  tea  was  not  legally  rejected  owing  to  the 
fact,  as  claimed  by  the  company,  that  all  of  the 
members  of  the  Board  of  Tea  Appeals  were  not 
present  when  the  test  was  made.  The  case  will 
be  heard  by  the  United  States  District  Court. 

L.  M.  L. 


UNITED  STATES  AS  TEA  EXPORTER 
Statistics  prepared  by  the  Tea  Association  of 
America  indicate  that  much  of  the  South  Ameri- 
can trade  in  teas,  formerly  controlled  by  Great 
Britain,  is  passing  to  the  United  States.  During 
the  nine  months  from  July  i,  1915,  to  March  31, 
1916,  a total  of  1,187,497  pounds  of  teas  were  ex- 
ported from  this  country.  Of  this  total  the  port 
of  New  Y^ork  shipped  312,063  pounds  and  other 
United  States  ports  607,861  pounds,  and  312,063 
pounds  were  rejected. 

The  principal  countries  to  which  tea  exports 
were  made,  and  the  quantities  in  pounds  ex- 
ported, were  as  follows : 

Argentine,  47,063 ; Madeira  and  the  Azores,  12,- 
646 ; Canada,  149,670 ; Hong  Kong,  9,335 ; Colom- 
bia, 6,651;  Cuba,  14,149;  Denmark,  8,208;  France, 
12,444;  Greece,  5,670;  Guatemala,  3,075;  Milque- 
lon,  3,668;  Mexico,  29,571;  Newfoundland,  13,- 
531;  Oceana,  21,515;  Peru,  34,611;  Sweden,  1,192; 
San  Domingo,  2,700;  Salvador,  4,287;  United 
Kingdom,  197,018,  and  West  Indies,  7,961. 


FIRST  CALCUTTA  TEA  AUCTION 
The  first  tea  auction  of  the  season  was  held  in 
Calcutta  on  June  6,  the  offering  consisting  of  22,- 
500  packages.  Although  the  quality  was  irregu- 
lar, fairly  steady  prices  were  obtained. 


NEW  YORK’S  TEA  AND  COFFEE  BILL 
It  is  estimated  that  New  York  City  consumes 
45,000,000  pounds  of  coffee  yearly,  which  at  an 
average  retail  price  of  25  cents  a pound  amounts 
to  $11,250,000;  also  5,000,000  pounds  of  tea,  which 
at  an  average  retail  price  of  40  cents  a pound 
totals  $2,000,000. 


THE  PRACTICAL  SPICE  MAN 

T[  A department  containing  matter  of  special  interest  to  Spice  Importers, 
Spice  Grinders  and  Spice  Dealers;  also  the  news  of  the  Spice  Trade. 


SPICE  MARKET  CRITICAL 


War  Conditions,  High  Ocean  Freights,  Short  Croi)S 
and  Increased  American  Consumption  Make  the 
• Situation  Acute 


Although  the  crop  of  Malabar  (Alleppey 
and  Tellicherry)  peppers  in  1914-1915  was 
the  greatest  produced  in  years,  and  although  be- 
ginning about  April  10,  due  to  recent  large  arri- 
vals and  the  profit-taking  of  importers,  the  prices 
on  all  grades  of  black  and  white  peppers  materi- 
ally declined,  conditions  in  the  pepper  and  spice 
market  generally  are  fast  becoming  critical.  There 
are  several  important  causes  for  this  unusual  sit- 
uation, chief  among  them  being  the  shortage  of 
ocean-going  freight  carrying  vessels,  and  the  con- 
sequent abnormal  increase  in  freight  rates,  the 
dwindling  stocks  of  spices  in  European  centers, 
the  growing  American  consumption,  which  has 
become  pronounced  during  the  past  four  months, 
and  the  shortage  of  the  1915-1916  crop.  At  pres- 
ent the  outlook  is  for  higher  prices  next  autumn, 
with  little  if  any  diminution  of  the  demand. 

The  Fluctuation  in  Peppers 

Last  September  all  grades  of  black  and  white 
peppers  started  to  advance  and  moved  up  stead- 
ily until  about  seven  weeks  ago,  when  the  decline 
set  in,  Lampongs  and  Singapores  selling  down  to 
a price  considerably  lower  than  they  could  be  im- 
ported, and  Tellicherry  and  Alleppey  selling  on 
the  spot  market,  and  for  early  arrival,  at  i}ic.  to 
1I/2C.  a pound  lower  than  any  price  at  which  they 
could  be  imported.  To-day  the  spot  market  for 
Malabar  and  white  peppers  in  the  United  States 
is  lower  than  any  other  market,  but  all  indica- 
tions point  to  rising  prices  in  the  near  future. 
The  Malabar  crop  of  this  past  season  is  estimated 
at  50  per  cent  short;  and  the  mounting  cost  of 
ocean  freight.s — in  some  instances  representing 
an  advance  of  l,ooo  per  cent — combined  with  the 
startling  decrease  in  imports  for  January,  Febru- 
ary and  March  of  this  year,  makes  it  practically 
certain  that  an  advance  in  pepper  prices  is  immi- 
nent. Some  authorities  in  the  trade  predict  that 


if  the  European  war  contines  prices  next  fall  will 
be  the  highest  ever  known  and  there  will  be  a 
virtual  famine  in  peppers. 

Comparative  shipments  of  Tellicherry  and  Al- 
leppey to  Europe  and  America  during  the  first 
three  months  of  the  years  1913  to  1916,  inclusive, 
were  as  follows: 


Tellicherry. 

1913 

1914 

1915 

1916 

Tons. 

Tons. 

Tons. 

Tons. 

January  

307 

170 

75 

February  

1,150 

847 

128 

March  

710 

1,029 

196 

Total  Tellicherry...., 
Aleppey. 

2,167 

3,046 

399 

January  

107 



___ 

February  

695 

264 



March  

540 

1,631 

65 

Total  Alleppey 

455 

1,342 

1,895 

65 

Total  Malabar  

. . . 1,135 

3.509 

4,941 

464 

The  European  Situation 

According  to  Duuring  & Zoon,  Rotterdam, 
there  were  on  hand  April  i,  1916,  in  all  Euro- 
pean countries  154,000  bags  of  pepper,  compared 
with  172,000  bags  on  the  same  date  in  1915  and 
282,000  bags  on  the  same  date  in  1914.  A large 
part  of  this  shortage  is  in  the  Malabar  grades. 
Available  stocks  in  London,  Havre  and  Holland, 
as  well  as  in  the  United  States,  are  estimated  at 
less  than  half  the  normal  quantity  which  has  been 
the  annual  average  for  a generation.  To-day 
pepper  is  bringing  75  cents  a pound  in  Holland. 

Not  only  the  Malabar  but  the  Lampong  crop 
is  short— according  to  the  latest  cables  from 
Java,  fully  20  per  cent  below  normal;  and  as  the 
production  of  Singapore  black  pepper  has  been 
on  the  decline  for  several  years,  it  is  not  con- 
sidered likely  that  this  year’s  crop  of  Singapore 
will  offset  the  shortage  in  the  other  peppers. 

London  is  practically  the  only  European  port 
which  is  receiving  imports  of  the  new  crop.  This 
is  due  to  the  shortage  of  ocean  tonnage,  the  in- 
ternment of  all  German  ships  and  the  almost  pro- 
hibitive ocean  freight  rates.  Pepper  cannot  be^ 
exported  from  India  and  Singaimre  unless  the 
shipper  registers  an  acceptable  bond  with  the 
British  government,  stating  that  such  shipments 
will  not  be  re-exported  or  utilized  in  any  way  to 
the  advantage  of  any  country  warring  with  Great 
Britain.  Further  embargoes  have  been  declared 
by  some  of  the  warring  nations  on  certain  spices 
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and  seeds,  with  a view  to  conserving  them  for 
their  own  needs  and  preventing  them  from  reach- 
ing enemy  destinations. 

Nutmegs  Likely  to  Advance 

Recent  authoritative  advice  from  T.ondon 
states  that  nutmegs  are  also  in  a strong  position 
and  shipments  this  year  are  not  expected  to  reach 
anything  like  the  total  for  1915.  It  is  practically 
impossible  to  purchase  any  nutmegs  in  the  East 
except  inferior  grades  of  Macassar. 

Two  other  vital  factors  in  the  price  situation 
are  the  scarcity  of  lal)or  and  the  changes  in  crop 
cultivation  affecting  extensive  districts  in  the 
Orient.  But  the  most  serious  obstacle  to  the 
maintenance  of  normal  prices  is  the  lack  of  ship- 
ping facilities  and  the  inability  to  replenish  stocks 
in  Europe  and  America. 

The  American  Trade 

The  consensus  of  the  best  informed  opinion  in 
the  United  States  to-day  is  that  with  the  con- 
tinuance of  the  war  in  Europe  spice  prices  will 
sharply  advance,  and  that,  if  peace  should  come, 
there  will  be  no  material  decline  in  prices  for 
some  time  thereafter. 

Spice  stocks  in  this  country  in  the  hands  of 
wholesalers  are,  on  the  whole,'  normal,  despite 
the  increased  buying  of  retailers  during  the  past 
four  months,  due  to  their  fear  of  rapidly  advanc- 
ing prices.  The  spice  grinders,  however,  in  most 
sections  have  not  sufficient  supplies  to  last  them 
until  the  new  crops  arrive  here  next  winter. 

The  comparatively  low  prices  for  Malabars, 
Lampongs,  Singapores  and  white  peppers  now 
quoted,  due  largely  to  the  fact  that  these  recent 
imports  were  brought  into  the  United  States  at 
the  lower  ocean  freight  rates  contracted  for 
months  ago,  in  the  opinion  of  one  of  the  largest 
importers,  will  probably  not  prevail  later  than 
July  I,  when  the  prices  of  all  grades  are  likely  to 
advance  materially. 


PEPPER  ADULTERATION  CHARGED 
The  Great  Eastern  Tea  & Coffee  Company,  St. 
Louis,  has  been  charged  by  the  United  States 
District  Attorney  there  with  violation  of  the 
Pure  Food  and  Drug  Act,  alleging  that  the  com- 
pany consigned  to  a firm  in  Belleville,  Mo.,  a 
quantity  of  black  pepper  , adulterated  with  ground 
pepper  shells.  The  label  upon  the  cans,  it  is  said, 
stated  that  the  can  contained  black  pepper 
“ground  in  our  own  mills  and  guaranteed  strictly 
pure  and  free  from  all  adulteration.”  There  are 
two  counts  in  the  information,  and  the  maximum 
penalty,  if  found  guilty,  is  a $200  fine  on  each 
count. 


HAVRE  PEPPER  STOCKS  AND  PRICES 

The  following  table  shows  the  pepper  stocks  in 
bonded  warehouses  in  Havre  on  April  20,  1916,  as 
well  as  the  stocks  at  the  corresponding  date  in 
F914  and  1915: 

'J'able  Showing  I*f.ppek  Stocks  in  Havre  on 
April  20,  1914,  1915,  1916 
Source.  1914  1915  1916 

Bags  Bags..  Bags. 

Java  3,246  1,063  10 

Singapore  black  and  white 1,086  44  806 

Aleppy  and  Tellichery 52,078  13,868  1,318 

Saigon,  without  privilege 37,961  16,507  2,066 

Saigon,  colonial  privilege 36,613  44,650  28,031 

Total  130,984  76,132  32,231 

Besides  the  above  quantities  stored  in  bonded 
warehouse,  there  were  1,912  bags  of  Saigon  on 
which  the  duty  had  been  paid  in  the  Magasins 
Generaux.  The  price  quoted  in  Havre  for  black 
Saigon  pepper  on  April  20,  1916,  was  $22.19 
50  kilos  (110.23  pounds),  compared  with  $15.34  to 
$15.44  on  the  same  date  in  1915;  white  Saigon 
was  quoted  at  $31.84  to  $33.77  against  $25.09  to 
$30.88;  Tellicherry,  $22.19  against  $13.51,  and 
Aleppy,  $22.19  against  $12.74. 


CAYENNE  PEPPER  BIDS 
[from  a staff  correspondent] 

Washington,  D.  C.,  May  29.  1916. 

Bids  were  recently  opened  here  at  the  Bureau 
of  Supplies  and  Accounts,  Navy  Department,  for 
1,500  pounds  of  cayenne  pepper  as  follows:  Pot- 
ter Delano  and  Company,  Boston,  at  $.30;  See- 
man  Bros.,  New  York,  at  $.25;  Austin,  Nichols 
and  Company,  New  York,  at  $.2447;  F.  H.  Leg- 
gett & Company,  New  York,  at  $.3368,  and  the 
Knickerbocker  Mills  Company,  New  York,  at 
$•4945. 


GROCERY  BIDS  REQUESTED 

[from  a staff  correspondent] 
Washington,  D.  C.,  May  31,  1916. — Specifica- 
tions are  being  sent  out  today  for  a large  number 
of  supplies  by  the  Bureau  of  Supplies  and  Ac- 
counts, Navy  Department,  bids  for  which  are  to 
lie  opened  on  June  20.  Bids  are  asked  for  on 

600.000  pounds  of  sugar,  in  sacks,  for  delivery  at 
the  Mare  Island  Navy  Yard.  An  alternate  bid  is 
also  asked  delivered  at  the  place  of  shipment. 
Also  wanted  at  the  same  yards  are  5,000  gallons, 
of  catsup,  and  8,000  pounds  of  cornstarch.  Three 
hundred  pounds  of  cayenne  pepper  are  asked  foi 
as  well  as  1,200  pounds  of  baking  soda,  and 

3.000  pounds  of  tapioca.  Bids  are  requested  in 

the  same  schedule  for  jams  and  all  kinds  of 
tinned  groceries.  L.  M.  L. 


THE  PRACTICAL  EXTRACT  MAKER 

^ A department  devoted  to  interests  of  manufacturers  -of  Flavoring  Ex- 
tracts, Perfumes  and  Toilet  Preparations. 


EXTRACT  MANUFACTURING 


A Series  of  Articles  Dealing  with  Various  Phases 
of  the  Extract  Business,  Designed  to  Benefit 
. Both  Manufactiuer  and  Distributor 


By  Henry  I.  Rosner 
New  York 

No.  5— VANILLA  BEANS 

All  the  trade  journals  pertaining  to  baking, 
confectionery  and  allied  industries  have  dis- 
cussed the  vanilla  bean  from  various  angles. 
Despite  the  research  work  accomplished  and  the 
curing  perfection  attained,  there  still  remains  a 
large  field  for  further  investigation  and  study  of 
this  important  product. 

The  history  of  the  bean  or  the  methods  of 
curing  it  are  of  but  minor  importance  to  the 
manufacturer  of  extracts.  A mere  description 
of  the  various  grades  of  vanilla  beans  is  imprac- 
ticable without  the  beans  themselves  to  illustrate 
the  characteristics  that  indicate  their  different 
classifications.  No  manufacturer  can  glean  from 
description  the  peculiar  claret  odor  that  indicates 
a vanilla  bean  turning,  or  actually  contaminated 
with  vermin.  Similarly,  it  is  almost  impossible 
to  describe  by  words  the  odors  that  indicate  the 
variations  from  a prime  to  a fair  bean ; only  prac- 
tical experience  with  these  and  a keen  sense  of 
smell  are  the  factors  that  would  enable  one  to 
distinguish  them. 

A Knowledge  of  Grades  is  Important 
The  initial  classification,  according  to  the 
source  from  which  the  beans  are  obtained,  such 
as  Mexican,  Bourbon,  South  American  and 
Tahaiti  vanilla  beans  is  simple,  as  their  appearance 
and  odor  vary  to  a marked  degree.  However,  the 
knowledge  necessary  for  the  identification  of  these 
classes  is  in  itself  of  but  limited  value.  Since 
there  is  as  much  as  $3.00  per  pound  difference  be- 
tween one  grade  of  vanilla  bean  and  another, 
from  the  same  source,  it  is  of  vast  importance  to 
the  purchaser  to  study  the  different  grades  to 
enable  him  to  determine  whether  the  beans  he 
purchases  are  properly  represented. 

Of  course,  the  demand  for  long-length  beans 


puts  a premium  upon  them ; aside  from  their  ap- 
pearance the  longer  beans  may  possess  more 
value  than  the  shorter  ones,  because  there  are 
less  stems  to  the  pound.  This  value,  however, 
applies  to  vanilla  beans  used  for  French  ice 
cream,  where  the  beans  are  scraped  for  the  pulp. 
For  extract  manufacture  a short,  prime  bean  is 
as  good  as  a tall  one.  Aside  from  lengths  the 
main  factor  necessary  to  determine  values  is  to 
be  able  to  recognize  and  classify  prime,  good, 
ordinary,  re-cured,  lousy  or  mouldy  vanilla  beans 
and  the  further  subdivision  of  these. 

Characteristics  Vary  According  to  Source 

A good  Mexican  vanilla  bean  yields  the  richest 
and  most  delicious  extract;  yet  this  extract  is 
too  delicate  for  some  flavoring  purposes.  The 
Java  vanilla  bean,  because  of  its  high  vanillin 
content,  produces  the  strongest  extract,  yet  lacks 
the  exquisite  odor  and  taste  of  the  Mexican 
flavor.  The  Bourbon  vanilla  bean  * exract  is 
harsher  in  its  character  than  the  Mexican,  but 
sweet  and  pleasant.  Tahaiti  bean  extract  pos- 
sesses a harsh,  fruity  flavor,  which,  while  agree- 
able to  some  tastes,  is  rank  when  compared  to  the 
richness  of  the  other  bean  extracts. 

Vanilla  extract,  to  give  best  results,  should  be 
I)repared  according  to  the  use  for  which  it  is  in- 
tended. For  syrup  and  liquor  flavoring,  straight 
Mexican  bean  extract  should  be  used.  For  ice 
cream,  cold  custards,  cream  candies,  75  per  cent 
Mexican  and  25  per  cent  Bourbon  extract  gives 
the  best  results.  For  baking,  50  per  cent  Mexican 
and  50  per  cent  Bourbon  extract  is  preferable. 
These  combinations  are  based  upon  the  fact  that 
while  the  delicate  odor  and  taste  of  the  Mexican 
flavor  is  impaired  by  freezing  or  heat,  the  harsher 
character  of  the  Bourbon  flavor  will,  to  a degree, 
overcome  this. 

All  of  the  foregoing  would  indicate  that  only 
the  large  manufacturer  can  supply  bean  extract 
to  meet  the  various  requirements. 


AS  NECESSARY  AS  SCALES 
M.  J.  McCarty,  Rome,  N.  Y.,  writes:  ‘‘R'ldosed  please 
find  check  for  $2  to  renew  my  subscription  to  The  Tea 
AND  Coffee  Trade  Journal  for  another  year.  I could  do 
business  just  as  well  without  my  scales  as  without  the 
journal,” 
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Demoralized  Conditions  in  Mexico,  Wliicli  Have 
Caused  a Small  Crop,  together  with  a Generally 
Increasing  Demand  for  Vanilla  Jieans, 

Have  Resulted  in  Increased  Prices 

Last  year  the  curing  and  marketing  of  the 
Mexican  crop  involved  a most  critical  com- 
plication. This  was  due  to  the  demoralization  of 
the  financial  and  exchange  affairs  in  Mexico  and 
the  forced  tribute  the  curers  were  obliged  to  pay 
the  bandits.  Since  that  time,  while  these  matters 
adjusted  themselves  to  at  least  a basis  of  com- 
mercial comprehension,  the  cyclone  and  other 
natural  elements  have  caused  a crop  far  below  the 
average.  Recent  advices  show  40  per  cent  short 
of  normal.  The  increased  demand  for  vanilla 
beans  in  the  face  of  this  shortage  has  resulted  in 
sharp  advances  in  prices. 

In  former  years  warehouses  contained  tons 
of  vanilla  beans 'in  storage  from  the  crop  of  pre- 
vious years;  it  can  be  stated  authoritatively  that 
1916  finds  these  warehouses  practically  bare  of 
Mexican  beans,  the  demand  being  supplied  only 
from  a very  small  remainder  of  last  year’s  beans 
and  those  now  arriving  from  time  to  time.  From 
these  facts  very  little  hope  can  be  entertained 
for  any  decline  in  the  prices  now  prevailing,  at 
least  not  for  quite  some  time. 

The  Prevailing  Prices 
The  present  market  on  Mexican  cuts  is  $3-35 
per  pound,  whole  Mexican  beans  from  $4.25  to  $6 
per  pound ; Bourbon  beans  $2.75  to  $3.50  per 
pound.  The  high  p’-ices  on  Mexican  beans  will 
undoubtedly  cause  an  increased  demand  for  Bour- 
bons. While  the  Bourbon  crop  is  reported  nor- 
mal, difficulty  is  expected  in  securing  the  neces- 
sary vessels  for  transportation,  and  higher  prices 
on  these  beans  may  be  looked  for.  H.  I.  R. 


NEWS  OF  THE  EXTRACT  TRADE 
At  the  twenty-second  annual  meeting  of  the 
Manufacturing  Perfumers’  Association  of  the 
United  States,  held  in  New  York,  May  9-1 1,  it 
was  decided  to  increase  the  annual  dues  of  active 
members  to  $50  and  of  associate  members  $35. 
The  following  officers  were  elected : President, 

Adolph  M.  Spiehler,  Rochester;  first  vice-presi- 
dent, S.  S.  West,  Cleveland;  second  vice-presi- 
dent, F.  F.  Ingraham,  Detroit;  secretary,  Walter 
Mueller,  New  York;  treasurer,  A.  B.  Calisher, 
New  York.  Ex-President  Taft  was  the  principal 
speaker  at  the  banquet.  The  next  convention  will 
probably  be  held  in  April,  I9i7>  at  Chicago. 
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Dr.  William,  Jay  Schieffelin,  president  of 
Schieffelin  & Co.,  is,  with  his  sister,  the  principal 
beneficiary  under  the  will  of  his  mother,  Mrs. 
Mary  Jay  Schieffelin,  widow  of  Henry  Schieffelin, 
who  died  on  January  13.  Dr.  Schieffelin’s  share 
of  the  estate  is  reported  to  be  $52,803. 

A testimonial  dinner  was  recently  given  in 
Jersey  City,  N.  J.,  under  the  auspices  of  the  em- 
ployees of  Colgate  & Co.,  to  promote  the  candi- 
dacy of  Senator  Austen  Colgate  for  the  Govern- 
orship of  New  Jersey. 

Clayton  Rockhill,  of  Rockhill  & Vietor,  New 
York,  who  was  appointed  a delegate  to  the  Inter- 
tional  League  to  Enforce  Peace  by  ex-President 
Taft,  who  is  head  of  the  League,  attended  the 
convention  in  Washington,  D.  C.,  May  26-27. 

Among  the  firms  in  the  drug,  chemical,  oil  and 
allied  trades  of  New  York  represented  in  the 
Citizens’  Preparedness  Parade  May  13,  were 
Dodge  & Olcott  Company;  Innis,  Speiden  & Co.; 
Frederick  Stearns  & Co.;  Compagnie  Morona; 
McKesson  & Robbins ; Magnus,  Mabee  & Rey- 
nard; Thurston  & Braidich;  Kolynos  Company; 
Schering  & Glatz;  National  Aniline  & Chemical 
Company,  etc. 

An  appraisal  of  the  estate  of  Albert  Plant,  who 
died  June  17,  1915,  gives  the  net  value  as  $1,360,- 
318.  Edward  Plant,  a son,  received  a specific  be- 
quest of  stock  in  Lehn  & Fink  valued  at  $148,650, 
and  interest  in  118  William  street,  valued  at  $86,- 
434,  making  his  share  $235,084. 

Among  the  vistors  to  New  York  last  month 
were  Herman  C.  G.  Luyties,  president  of  the 
Sanitol  Chemical  Laboratory  Company,  St.  Louis; 
J.  N.  Limbert,  Philadelphia ; F.  J.  M.  Miles,  of 
the  Melba  Manufacturing  Company,  Chicago,  and 
W.  A.  Hoover,  senior  member  of  W.  A.  Hoover 
& Co.,  wholesale  druggists,  Denver. 


BAKING  POWDER  FOR  THE  NAVY 
[from  a staff  correspondent] 

Washington,  D.  C.,  May  29.  1916. 

Bids  were  opened  here  last  week  at  the  Bureau 
of  Supplies  and  Accounts,  Navy  Department,  for 
furnishing  2,000  pounds  of  baking  powder;  F.  H. 
Leggett  & Company,  at  New  York,  at  $.0377;  Aus- 
tin Nichols  & Company,  New  York,  at  $.032,  and 
Potter  Delano  Company,  Boston,  at  $.0525. 


A NECESSITY  FOR  ONE  IN  THE  TRADE 

A.  O.  Binford,  manager  of  the  Bour  Company,  Louis- 
ville, Ky. : “I  have  been  one  of  your  ardent  readers  for  a 

number  of  years,  and  I consider  your  publication  very 
necessary  for  anyone  in  the  tea  and  coffee  business.  I 
have  gotten  some  very  valuable  knowledge  from  reading 
The  Tea  and  Coffee  Trade  Journal,  and  can  recom- 
mend it  very  highly  to  anyone  interested  in  this  business.” 


THE  WHOLESALE  GROCER 

1[  A department  devoted  to  matters  of  special  interest  to  wholesale  grocers 
packing  cocoa,  rice,  olives,  olive  oil,  preserves,  jams  and  condiments,  in  addition 
to  teas,  coffee  and  spices. 


SHREDDED  WHEAT  CO.  DEMURS 


Questions  Right  of  Federal  Trade  Commission  to 
Interfere  While  Its  Case  Against  the  Ross  Food 
Co.  is  Fending 

[from  a staff  correspondent] 

Washington,  D.  C.,  June  2,  1916. 

A PRELIMINARY  argument  was  held  yes- 
terday before  the  Federal  Trade  Commis- 
sion in  the  Shredded  Wheat  Company  case. 
Judge  Charles  K.  Offield,  of  Chicago,  chief  coun- 
sel for  the  company,  made  a motion  that  the 
matter  be  suspended  until  after  the  Federal  Court 
of  Connecticut,  before  whom  a case  is  to  be 
heard  in  the  near  future  instituted  against  the 
Ross  Food  Company  by  the  Shredded  Wheat 
Company,  shall  have  handed  down  a decision. 
Judge  Offield  argued  that  the  Ross  people  are 
trying  to  get  out  of  the  Connecticut  case  by  ap- 
pealing to  the  Federal  Trade  Commision,  and  he 
questioned  the  right  of  the  Commission  to  take 
the  matter,  as  he  claimed,  out  of  the  hands  of  the 
Federal  Court.  Several  times  Judge  Offield 
questioned  the  right  of  the  Commision  to  bring 
this  case  against  the  Shredded  Wheat  Company. 

Frederick  1.  Allen,  of  New  York,  of  counsel 
for  the  Shredded  Wheat  Company,  also  urged 
that  the  case  be  postponed.  He  asked  that  the 
company  be  allowed  to  cross-examine  the  Ross 
people,  on  whose  word  it  is  assumed  the  Commis- 
sion has  instigated  the  case.  He  argued  that  cer- 
tain clauses  in  the  company’s  complaint  be  stricken 
out.  He  further  asked  that  the  Commission  set 
forth  a bill  of  particulars  in  which  it  should 
enumerate  just  how  and  at  what  time  the  Shred- 
ded Wheat  Company  has  damaged  the  Ross  con- 
cern or  any  other. 

Assistant  Counsel  John  Walsh,  of  the  Commis- 
sion, contended  that  the  Commission  has  a per- 
fect jurisdiction  in  the  case.  Answering  Mr.  Al- 
len, he  agreed  that  the  Shredded  Wheat  Company 
should,  and  would,  have  an  opportunity  at  the 
proper  time  to  cross-examine  any  witnesses  that 
the  Commission  might  call.  He  said  it  was  up 


to  the  Commision  to  prove  the  complaint  and  that 
he  had  in  his  possession  perfect  proof.  He  indi- 
cated that  the  matter  would  be  refered  to  an 
examiner  or  one  of  the  Commissioners  to  hear 
testimony  at  some  later  date.  He  asked  the  Com- 
mission that  it  strike  out  the  last  paragraph  of 
the  respondent’s  answer  because  it  was  “irrele- 
vant.” 

Judge  Offield,  speaking  further,  said  that  he 
did  not  think  that  the  Commisioners  wanted  to 
interfere  in  the  Federal  Court  case  and  he  again 
seriously  questioned  the  right  of  jurisdiction  of 
the  Commission  in  bringing  the  complaint. 

Asked  by  Commisioner  Harris  why  his  client 
had  not  brought  suit  against  the  Ross  people  be- 
fore the  Federal  Court  Trade  Commission  in  Re- 
straint of  Trade,  Judge  Offield  suggested  that  he 
did  not  think  that  any  lawyer  in  the  country 
would  have  done  so.  Having  practiced  in  the 
courts  for  some  forty  years  he  said  that  he  would 
not  now  turn  his  back  upon  them,  and  further 
that  he  knew  little  or  nothing  about  the  Com- 
mission. 

Chairman  Davies  adjourned  the  meeting  with 
the  understanding  that  the  Commisioners  would 
consider  the  motion  of  Judge  Offield  to  let  the 
case  alone  until  after  the  decision  of  the  Fed- 
eral Court.  To-day  the  Commission  denied  the 
motion,  and  announced  that  testimony  would  be 
taken  on  June  21,  at  Buffalo,  N.  Y. 

Among  those  attending  the  hearing  in  addition 
to  the  counsel  mentioned  were:  Alexander  J. 

Porter,  president  of  the  Shredded  Wheat  Com- 
pany; Fred  Mason,  vice-president  and  general 
manager;  H.  G.  Flint,  general  sales  manager;  E. 
W.  Tolman,  of  the  Philadelphia  office,  and  Sol. 
Westerfeld,  vice-president  of  the  National  Re- 
tail Grocers’  Association  of  the  United  States. 
All  the  Commissioners  sat  at  the  argument. 

Shredded  Wheat  Co.  Challenges  Commission 

The  Shredded  Wheat  Company,  in  its  formal 
answer  to  the  complaint  filed  against  it  by  the 
Federal  Trade  Commission  in  the  matter  of  the 
Ross  Food  Company,  denies  the  right  and 
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authority  of  the  Commission  to  file  the  complaint 
or  to  attempt  to  interfere  with  the  business  of 
the  Shredded  Wheat  Company  while  the  matters 
in  question  are  before  the  courts,  and  declares' 
that  its  answer  is  filed  only  “out  of  respect  for”, 
the  Commission.  The  company’s  protest  is  as 
follows : 

“This  respondent  denies  the  right  and  author- 
ity of  this  Commission  to  file  this  complaint  or  to 
attempt  to  interfere  with  or  prejudice  the  con- 
duct of  the  business  of  this  respondent,  and  re- 
spectfully insists  on  the  right  of  the  respondent 
to  have  this  complaint  dismissed  and  expunged, 
and  that  amends  be  made  this  respondent  for  the 
acts  of  this  Commission,  and  herewith  requests 
and  demands  that  all  matters  herein  present  be 
referred  to  the  Connecticut  Federal  Court.” 

The  Shredded  Wheat  Company  specifically  de- 
nies each  of  the  allegations  brought  against  it  by 
the  Ross  Food  Company,  admitting  only  that  it 
did  make  an  investigation  to  discover  which  of 
its  old  customers  were  approached  by  its  com- 
petitor, and  that  it  did  state  generally  to  the  trade 
its  claim  to  property  rights  in  the  form,  shape, 
size  and  color  of  its  product. 


RETAIL  GROCERS  CONVENE 


Changes  in  By-Laws  Place  Retiring  President  on 
Governing  Board  and  Delegates  to  the  Latter  the 
Power  to  Appoint  the  Secretary — J ohn  H. 
Schaefer  Elected  President — Toledo 
Chosen  for  1917  Convention 


At  the  nineteenth  annual  convention  of  the 
National  Association  of  Retail  Grocers  of 
the  United  States,  held  in  New  Orleans,  May  8 
to  II,  John  H.  Schaefer,  Davenport,  Iowa,  former 
vice-president,  was  elected  president;  Sol  Wester- 
feld,  Chicago,  was  elected  vice-president,  and 
William  Jeffery  was  re-elected  treasurer.  The 
by-laws  of  the  organization  were  changed  so 
that  the  retiring  president  will  become,  auto- 
matically, a member  of  the  governing  board,  to 
serve  until  there  is  another  change  in  president; 
also,  the  governing  board  is  to  name  the  secre- 
tary without  dictation  from  the  convention. 

E.  F.  Lyons,  New  Orleans;  F.  W.  Mendum, 
Boston,  Mass.;  J.  S.  Carver,  Ogden,  and  Frank 
B.  Connolly,  the  retiring  president,  compose  the 
governing  board.  It  is  expected  that  the  board 
will  reappoint  John  J.  Ryan,  secretary. 

Pleasing  addresses  were  made  by  C.  M.  Wes- 
sels,  Ben  C.  Casanas,  John  A.  Green  and  H.  F. 
Thunhorst. 


Resolutions  Adopted 

Resolutions  were  adopted  opposing  gifts,  trad- 
ing stamps  and  similar  features  in  merchandising, 
condemning  the  practices  of  express  companies  in 
their  farm-to-table  marketing  plans,  and  recom- 
mending national  uniform  pure  food  laws,  State 
trade  commissions  to  regulate  unfair  competition, 
a permanent  Federal  tariff  commission,  an  amend- 
ment to  the  Federal  Bankruptcy  Law,  making  it 
necessary  for  a person  to  have  debts  of  at  least 
$500  before  permitting  him  to  take  advantage  of 
the  Bankruptcy  Act,  and  affiliation  with  the 
Chamber  of  Commerce  of  the  United  States. 

The  1917  convention  will  be  held  at  Toledo, 
Ohio. 


PRICE  MAINTENANCE  BILL  HEARING 
[from  a staff  correspondent] 
Washington,  D.  C.,  May  30,  1916. — At  the 
opening  of  the  hearing  to-day  on  the  Stephens 
price-maintenance  bill  before  the  House  Commit- 
tee on  Interstate  and  Foreign  Commerce,  Sol 
Westerfeld,  of  Chicago,  vice-president  of  the  Na- 
tional Retail  Grocers’  Association,  spoke  briefly 
and  strongly  supported  the  statements  made  be- 
fore the  committee  by  Paul  H.  Nystrom,  of  Wee- 
hawken,  N.  J.,  trade  research  expert  and  former 
professor  of  the  University  of  Wisconsin.  Both 
speakers  agreed  that  95  per  cent  of  the  retailers 
of  the  country  favor  legislation  that  will  enable 
the  manufacturer  to  protect  the  intangible  prop- 
erty created  by  him  through  the  reputation  of  his 
goods,  founded  upon  their  intrinsic  merit  and 
judicious  advertising.  Nystrom  showed  that  the 
principle  of  price  maintenance  would  benefit  not 
only  the  producers  of  an  article  but  the  dis- 
tributors and  consumers  as  well. 


AFTER  GROCERY  INVESTIGATOR  JOB 
Nine  men  took  examinations  for  the  position 
of  Special  Agent  for  the  Department  of  Com- 
merce to  make  the  fancy  grocery  investigation  in 
South  America.  It  is  probable  that  no  announce- 
ment will  be  made  as  to  the  successful  man  be- 
fore July  I.  The  examination  papers  are  now 
being  corrected. 


The  steamship  China  arrived  at  San  Francisco 
from  the  Orient  on  May  18,  bringing  242  cases  of 
tea  and  6,895  bags  of  rice. 


The  consumption  of  sugar  in  Denmark  is  esti- 
mated at  136,000  tons  for  the  year  1915,  an  in- 
crease of  21,000  tons  over  the  previous  year  and 
25,000  tons  over  that  of  1913. 


PATENT  AND  TRADE  MARK  SERVICE 

^ A Department  giving  the  latest  information  from  the  United  States  Patent 
Office  on  patents  and  trade  marks.  ^ Subscribers  and  advertisers  may  consult 
this  bureau  without  charge  except  that  postage  for  reply  must  accompany  all 
inquiries;  there  are  no  fees  for  trade  mark  searches. 

(Address  all  communications  Patent  and  Trade  Mark  Service,  The  Tea  and  Coffee  Trade  Journal) 


PATENT  OFFICE  RECORD 


Patents  Granted,  Applications  Made  for  Trade- 
Mark  Registration,  Certificates  Issued, 
Labels  and  Prints  Registered,  Re- 
newals and  Cancellations  of 
the  Month 


[special  correspondence] 
Washington,  D,  C.,  June  i,  1916. 
If  ERE  follows  a complete  record  of  the  activi- 
ties  of  the  United  States  Patent  Office  dur- 
ing the  month  of  May,  in  so  far  as  they  apply  to 
the  tea,  coffee,  spice  and  general  grocery  trade : 

Patents  Granted 

1,181,213.  Composition  of  Matter  to  be  Used 
in  Preparing  a Beverage.  Alliert  Cornell,  Port- 
land, Ore. — A composition  of  matter  for  use  in 
preparing  beverages  consisting  of  peanuts  and 
rye,  roasted  and  ground,  cooked  in  hop  water  and 
molasses  until  dry,  and  then  reground  and  made 
ready  for  use. 

1,183,721.  Glass  Coffee  Urn.  Levi  M.  Bowman, 
Tulsa,  Okla.,  assignor  of  one-half  to  F.  E.  Minton. 
Oklahoma,  Okla. — A coffee  urn  including  a per- 
forated bell,  a tube  rising  vertically  from  the  bell, 
a sack  secured  to  and  suspended  from  the  urn, 
the  upper  end  of  the  tube  entering  the  sack,  and 
a substantially  frusto-conical  drain  having  a tube 
secured  to  and  depending  from  the  concave  face 
slidably  receiving  the  first-named  tube,  said  last- 
named  tube  provided  with  a pair  of  spaced 
flanges  at  its  lower  end  to  receive  the  ends  of  the 
sack  therearound,  the  drain  being  also  provided 
with  a series  of  troughs  or  gutters.  (Illustrated.) 

1,184,072.  Coffee  Mill.  Jesse  F.  Carson,  Cleve- 
land, Ohio,  assignor  to  The  Cleveland  Electric  & 
Machine  Manufacturing  Company,  a corporation 
of  Ohio. — In  a coffee  mill  construction,  combina- 
tion with  a casing,  having  an  opening  in  one  side 
thereof,  a bur  supported  in  said  casing,  a plate 
to  cover  the  opening  in  said  casing,  a bur  carried 
by  said  plate,  and  said  bur  being  adjustably 
mounted  in  said  plate,  and  when  the  ])late  is  in 
position  adai)ted  to  operate  with  the  other  bur, 
said  bur  upon  the  plate  being  adaptable  to  vary 
the  distance  between  the  grinding  faces  of  thy 
burs,  said  plate  and  bur  being  removable  as  a unit 
and  means  for  turning  one  of  said  burs.  (Illus- 
trated.) 


1,185,073.  Coffee  Urn.  George  Ehrheart,  Sioux 
Falls,  S.  D. — An  urn  of  the  character  described 
including  an  outer  receptacle,  an  inner  receptacle 
dependent  into  the  outer  receptacle  and  provided 
with  a cover,  a water  heater  disposed  exteriorly 
to  the  outer  receptacle  and  connected  to  a source 
of  water  supply,  connections  between  the  water 
heater  and  the  outer  receptacle,  and  means  for 
inducting  water  directly  from  the  water  heater 
into  the  inner  receptacle  or  conducting  water 
from  the  outer  receptacle  into  the  inner  receptacle. 


Patents  Recently  Granted  of  Interest  to  the 
Tea  and  Coffee  Trade 


Trade  Marks  Registered 

Here  is  a list  of  trade  marks  which  have  been 
registered  and  for  which  certificates  have  been 
issued : 

“Arena.”  Trade  Mark  No.  110,044.  Owner, 
William  Grossmann,  Milwaukee.  Used  on  tea, 
coffee  and  spices.  First  use,  1896. 

“Nun-Better,”  D W G Co  and  head  of  woman. 
Trade  Mark  No.  110,070.  Owner,  Danville 
Wholesale  Grocery  Company,  Danville,  111.  Used 
on  coffee,  spices,  catsup,  prepared  mustard,  pea- 
nut butler,  vinegar,  currants,  raisins  and  other 
food  products.  First  use,  September  i,  1912. 

“S])artan.”  Trade  Mark  No.  110,083.  Owner, 
The  Southern  Chemical  Co.,  Pelersl)urg,  Va. 
Used  on  flavoring  extracts  for  use  in  foods.  First 
use,  March  i,  1913- 

“Stellar.”  Trade  Mark  No.  110,101.  Owner, 
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E.  B.  Millar  & Co.,  Chicago.  Used  on  coffee.  First 
use,  November  20,  1915. 

“Sunflower.”  Trade  Mark  No.  110,108.  Owner, 
Joseph  Tetley  & Co.,  Inc.,  New  York.  Used  on 
teas.  First  use.  February  14,  1889. 

“Tetley’s.”  Trade  Mark  No.  110,109.  Owner, 
Joseph  Tetley  & Co.  Inc.,  New  York.  Used  on 
teas.  First  use,  July  10,  1889. 

“Sugar  House.’  Trade  Mark  No.  110,122. 
Owner,  Charles  Gustav  Durel,  New  Orleans. 
Used  on  coffee  and  chicory.  First  use,  March, 
1909. 

“Arabian  Nights”  on  winged  scroll.  Trade 
Mark  No.  110,123.  Owner,  Charles  Gustav  Durel, 
New  Orleans.  Used  on  coffee.  First  use,  June 
25,  1914. 

“Mountain  Rose.”  Trade  Mark  No.  110,142. 
Owner,  C.  A.  Murdock  Manufacturing  Company, 
Kansas  City,  Mo.  Used  on  coffee.  First  use, 
August  27,  1915.  . 

“Emo”  and  design.  Trade  Mark  No.  110,149. 
Owner,  Schwabacher  Bros.  & Co.,  Inc.,  Seattle. 
Used  on  coffee.  First  use,  July  i,  1910. 

Registered  May  2,  1916. 


“Great  Good  Fortune”  or  “Good  Luck”  in  Jap- 
anese characters.  Trade  Mark  No.  110,171. 
Owner,  K.  Hirade  & Co.,  Seattle.  Used  on 
shoyu,  a Japanese  condiment  or  table  sauce.  First 
use,  January  i,  1910. 

“Hy-Grade”  and  head  of  horse.  Trade  Mark 
No.  110,211.  Owner,  Habicht,  Braun  & Co.,  New 
York.  Used  on  raisins,  fruit  peels,  nuts,  shelled 
nuts,  peanut  butter,  glace  fruit,  maple  sugar,  gela- 
tin, egg  albumen,  crystallized  ginger,  dried  peas, 
seeds  for  foods,  dried  fruits,  evaporated  apples, 
dried  vegetables,  honey,  figs,  cocoanut,  prune  jam, 
currants.  First  use,  March,  1915. 

“Page’s  True  Blue.”  Trade  Mark  No.  110,238. 
Owner,  Leonard  G.  Page,  St.  Joseph,  Mo.  Used 
on  coffee,  tea,  spice  and  flavoring  extracts  for 
foods.  First  use,  January,  1915. 

“Caripo.”  Trade  Mark  No.  110,273.  Owner, 
California  Ripe  Olive  Company,  San  Francisco. 
Used  on  olives  and  olive  oil.  First  use,  Septem- 
ber I,  1913. 

“Crane”  and  figure  of  crane.  Trade  Mark  No. 
110,280.  Owner,  The  Rotan  Grocery  Company, 
Waco,  Tex.  Used  on  coffee.  First  use,  July  12, 
1915.  .Registered  May  9,  1916. 


“B  S”  on  seal  and  representation  of  scroll  and 
wreath.  Trade  Mark  No.  110,281.  Owner,  John 
Catsigianis,  St.  Louis.  Used  on  popcorn.  First 
use,  June  i,  1914. 

“Red  Front.”  Trade  Mark  No.  110,283.  Owner, 
The  Great  Atlantic  & Pacific  Tea  Company,  Jer- 
sey City.  Used  on  cocoa,  coffee,  extracts  for 
flavoring  foods,  olives,  olive  oil  and  spices.  First 
use, -December  15,  1913. 

“Boniface  VIII”  and  portrait  of  Pope  Boniface 
VIII.  Trade  Mark  No.  110,289.  Owner,  Mou- 
quin  Restaurant  & Wine  Company,  Ltd.,  New 
York.  Used  on  olive  oil  and  camembert  cheese. 
First  use  on  cheese  since  January  i,  1909,  on 
olive  oil  since  June  i.  1912. 

‘O-So-Handy.”  Trade  Mark  No,  119,293, 
Owner,  Oversea  Sales  Organization,  Chicago. 
Used  on  shelled  nuts  and  particularly  salted  pea- 
nuts. First  use,  May  20,  1915. 


“J-S-B’  and  wreath.  Trade  Mark  No.  110,307. 
Owner,  The  J.  S.  Brown  Mer.  Company,  Denver, 
Used  on  tea,  food  flavoring  extracts,  spices,  chilli 
sauce,  table  sauce,  prepared  mustard,  olive  oil 
and  other  food  products.  First  use,  1906. 

“Clover  Blossom.”  Trade  Mark  No.  110,369. 
Owner,  Berry-Hall  Company,  Burlington,  Vt. 
Used  on  tea.  First  use,  June,  1902. 

“Santa  Rita.”  Trade  Mark  No.  110,379.  Owner, 
B.  S.  Pagano  & Co.,  Albany,  N.  Y.  Used  on  a 
compound  cottonseed  salad  oil.  First  use,  Oc- 
tober I,  1915. 

“1869.”  Trade  Mark  No,  110,382,  Owner,  The 
Rotan  Grocery  Company,  Waco,  Tex.  Used  on 
coffee.  First  use,  August  4,  1915. 

Registered  May  16,  1916. 


“Hot  Shot”  and  design.  Trade  Mark  No.  iio,- 
415.  Owner,  Cheek-Neal  Coffee  Company,  Nash- 
ville. Used  on  coffee.  First  use,  February,  1904. 

“Home  Circle.”  Trade  Mark  No.  110,438. 
Owner,  Steinwender-Stoffregen  Coffee  Company, 
St.  Louis.  Used  on  roasted  coffee.  First  use, 
October  14,  1915.  Registered  May  23,  1916. 


“Pathfinder.”  Trade  Mark  No.  110,505.  Owner, 
National  Grocer  Company,  Detroit.  Used  on  cof- 
fee. First  use,  March  28,  1906. 

“Prime.”  Trade  Mark  No.  110,528,  Owner, 
Abraham  Cohen,  Cambridge,  Mass.  Used  on  bak- 
ing powders,  baking  soda  and  other  articles.  First 
use,  June  i,  1894, 

“Bright  Angel”  on  winged  scroll.  Trade  Mark 
No.  110,532.  Owner,  Charles  Gustave  Durel,  New 
Orleans.  Used  on  coffee,  coffee  and  chicory,  and 
compound  of  coffee,  chicory  and  cacao  seed  coats. 
First  use,  June  25,  1914. 

Registered  May  30,  1916. 


Labels  Registered 

This  is  a record  of  labels  which  have  been 
registered  and  for  which  certificates  have  been 
issued : 

“Sold  in  Tins  Only — Never  in  Bulk.”  Label 
No,  19,292.  Owner,  Albert  Ehlers,  New  York. 
Used  on  coffee  cartons. 

“Latona.”  Label  No.  19,294.  Owner,  J.  A. 
Folger  & Co.,  Kansas  City,  Mo.  Used  on  coffee. 

Registered  May  9,  1916. 


“Kellogg’s  Peanut  Butter.”  Label  No,  19,314. 
Owner,  Kellogg  Toasted  Corn  Flake  Company, 
Battle  Creek,  Used  on  peanut  butter. 

“Princine  Baking  Powder.”  Label  No.  19,319. 
Owner,  The  Southern  Manufacturing  Company, 
Richmond,  Va.  Used  on  baking  powder. 

Registered  May  23,  1916. 


“Camp  Fire  Cocoa.”  Label  No.  19,357.  Owner, 
Warner  M.  Van  Norden,  New  York.  Used  on 
cocoa.  Registered  May  30,  1916. 


Trade  Mark  Renewals 
There  were  no  trade  marks  renewed  covering 
eoffee,  tea,  spices,  etc.,  during  the  month  of  April, 
1916, 


Trade  Mark  Cancellations 
“Charter.”  Trade  Mark  No.  8^,447.  Owner, 
Johnson-Alien  Coffee  Company,  St.  Louis,  Mo. 
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Registered  February  20,  1912,  canceled  April  15, 
1916. 

There  were  no  trade  marks  canceled  covering 
coffee,  tea,  spices,  etc.,  during  the  month  of  May, 
1916. 


Prints-  Registered 

There  were  no  prints  registered  covering  coffee, 
tea,  spices,  etc.,  under  dates  of  May  2,  9,  16,  and 
30,  1916. 

“Burt  Olney’s.”  Print  No.  4,341.  Owner,  The 
Burt  Olney  Canning  Company,  Oneida,  N.  Y. 
Used  on  fruits,  vegetables  and  catsup. 

“Burt  Olney’s.”  Print  No.  4,342.  Owner,  The 
Burt  Olney  Canning  Company,  Oneida,  N.  Y. 
Used  on  catsup.  Registered  May  23,  1916. 


TRADE  MARKS  PENDING 

The  following  trade  marks  have  been  favorably 
acted  upon.  Any  person  who  believes  he  would 
be  damaged  by  the  registration  of  a trade  mark, 
may  within  thirty  days  enter  opposition  to  pre- 
vent the  proposed  registration.  All  inquiries  per- 
taining to  these  marks  should  be  addressed  to 
The  Tea  and  Coffee  Trade  Journal,  79  Wall 
street.  New  York  City: 

Week  Ending  May  2,  1916 

“Charter  Oak.”  Serial  No.  89,828.  Owner,  The 
Williams  & Carleton  Company,  Hartford.  Used 
on  flavoring  extracts  for  foods,  tea,  coffee  and 
cocoa. 

“Gold  Rock.”  Serial  No.  90,043.  Owner,  Au- 
gust F.  Beckmann,  New  York.  Used  on  catsup, 
tea,  vinegar  and  other  food  products. 

“Crown  Aster.”  Serial  No.  90,044.  Owner,  Au- 
gust F.  Beckmann,  New  York.  Used  on  flavoring 
extracts  for  foods,  food  oils,  olive  oil,  spices  and 
other  food  products. 

“Try  One  of  Aunt  Jane’s  Good  Things  to  Eat’’ 
and  representation  of  a jar.  Serial  No.  91,567. 
Owner,  Elizabeth  J.  Cole,  Lowell,  Mass.  Used  on 
salad  dressing,  picalilli,  mayonnaise,  table  mus- 
tard and  cranberry  sauce  and  mincemeat. 

“Pinnacle.”  Serial  No.  92,219.  Owner,  Lauder- 
bach-Barber  Company,  Philipsburg,  Pa.  Used  on 
horseradish,  pickles,  olives,  mixed  mustard,  cat- 
sup, cocoa  and  other  food  products. 

“H-B.”  Serial  No.  92,269.  Owner,  Haas  Bros., 
San  Francisco.  Used  on  tomato  catsup,  olive 
oil,  vinegar,  currants,  raisins,  popcorn,  mustard, 
head  rice  and  other  food  products. 

“Tudor.”  Serial  No.  92,513.  Owner,  Alexan- 
der H.  Bill,  Boston.  Used  on  tea,  coffee  and 
cocoa. 

“Jo-Beth-Co.”  Serial  No.  93,097.  Owner, 
Jobst  Bethard  Company,  Peoria.  Used  on  coffee, 
salad  dressing,  raisins  and  currants,  chow-chow 
pickles,  chocolate,  pure  olive  oil,  celery  seed, 
whole  black  pepper,  whole  cayenne  pepper,  whole 
nutmegs,  whole  mustard  seed,  whole  cloves,  whole 
allspice,  whole  cinnamon,  tea,  piccalilli,  quince 
lemon  extract,  fresh  fruit  salad,  tomato  catsup, 
olives,  vinegar,  relishes,  prepared  mustard,  pepper 
sauce,  ginger,  celery  salt,  peanut  butter,  cocoa, 
pickled  pears,  cottonseed  oil,  ground  mace,  ground 
pepper,  ground  cayenne,  pepper,  ground  sage, 
ground  paprika,  ground  nutmegs,  ground  mus- 
tard, ground  ginger,  ground  cloves,  ground  cin- 


namon, ground  allspice,  pepper  sauce,  salted  pea- 
nuts and  other  food  products. 

“Tycoon.”  Serial  No.  93,254.  Owner,  M.  J. 
Brandenstein  & Co.,  San  Francisco.  Used  on 
rice. 

“Electric  Light”  and  representation  of  a light. 
Serial  No.  93,659.  Owner,  Norfolk  Storage  Com- 
pany, Norfolk.  Used  on  peanuts. 

“Sun”  and  design.  Serial  No.  93,700.  Owner, 
Gwaltney-Bunkley  Peanut  Company,  Smithfield, 
Va.  Used  on  peanuts. 


Week  Ending  May  9,  1916 

“May  Day.”  Serial  No.  90,349.  Owner,  E.  B. 
Millar  & Co.,  Chicago.  Used  on  tea. 

“Can-A-Ford.”  Serial  No.  93,170.  Owner,  Al- 
bert Fillers,  Brooklyn.  Used  on  tea,  coffee,  rice, 
tapioca,  spices,  flavoring  extracts  for  foods, 
celery  salt,  curry  powder,  paprika,  poultry  season- 
ing, viz.:  thyme,  sage  and  marjoram. 

“De  Soto’  and  picture  of  man.  Serial  No.  93,- 
771.  Owner,  Mutual  Coffee  Company,  Montgom- 
ery, Ala.  Used  on  coffee. 

“Pompeian.”  Serial  No.  93,806.  Owner,  The 
Pompeian  Company,  Inc.,  Baltimore.  Used  on 
olives,  olive  butter  and  salad  dressing. 

“Nao.”  Serial  No.  93,826.  Owner,  The  Bain 
Peanut  Company,  Inc.,  Wakefield,  Va.  Used  on 
peanuts. 

“Queen  Rose.”  Serial  No.  93,883.  Owner, 
E.  S.  Alpaugh  & Co.,  New  York.  Used  on  blend 
coffee,  poultry,  canned  fruits . and  canned  vege- 
tables. 

“Peerage.”  Serial  No.  93,893.  Owner,  S.  L. 
Crawford  & Sons,  Hoquaim,  Wash.  Used  on 
peanut  butter,  salad  dressing,  pickles,  Mexican, 
relish,  horseradish,  mustard,  tomato  catsup,  chilli 
sauce  and  other  food  products. 

“Old  Mission”  and  picture  of  an  old  mission 
building.  Serial  No.  93,900.  Owner,  Fort  Smith 
Coffee  Company,  Fort  Smith,  Ark.  Used  on 
roasted  coffee. 

“Shawmut.”  Serial  No.  93,914.  Owner,  Joseph 
Middleby,  Jr.,  Inc.,  Boston.  Used  on  imitation 
extract  of  vanilla  for  foods,  cocoa  powder  and 
other  food  products. 

“Elddew.”  Serial  No.  93,923.  Owner,  Weddle 
Tea  Company,  Inc.,  New  York.  Used  on  tea. 

“Round  House.”  Serial  No.  93,928.  Owner, 
Crump  & Field,  Ashland,  Ky.  Used  on  coffee. 

“Drako.”  Serial  No.  93,952.  Owner,  Drake 
•&  Co.,  Easton,  Pa.  Used  on  catsup,  coffee,  mus- 
tard, rice,  table  syrup,  vinegar  and  other  food 
products. 

“Autocrat.”  Serial  No.  94,244.  Owner,  The 
Burkenroad-Goldsmith  Company,  Ltd.,  New  Or- 
leans. Used  on  rice. 


Week  Ending  May  16,  1916 
Representation  of  woman  flying  through  space 
and  carrying  olive  branches.  Serial  No.  68,137. 
Owner,  Cosmopolitan  Grocery  Company,  Clii- 
cago.  Used  on  olive  oil. 

“White  Summit.”  Serial  No.  84,313.  Owner, 
Lauderbach-Barher  Company.  Philipsburg,  Pa. 
Used  on  mustard,  vinegar,  cocoa,  horseradish,  pea- 
nut butter,  table  syrup  and  other  food  products. 

“Carnation.”  Serial  No.  93,507.  Owner,  Pa- 
cific Coast  Salt  Company,  San  Francisco.  Used 
on  salt. 
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Trade  Marks  Pending  in  the  United  States  Patent  Office 


“Father  Johns”  and  portrait  of  the  founder 
of  the  city  of  Johnstown,  Pa.,  deceased.  Serial 
No.  93,528.  Owner,  Johnstown  Grocery  Company, 
Johnstown,  Pa. 

“Am-Pe-Co.”  Serial  No.  93,619.  Owner,  The 
American  Peanut  Corporation,  Norfolk.  Used 
on  peanut  butter  and  peanuts. 


“Radiant.”  Serial  No.  94,073.  Owner,  C.  D. 
Kenny  Company,  Baltimore.  Used  on  coffee. 

“Black  Boar”  and  figure  of.  Serial  No.  94,191. 
Owner,  Albert  Ehlers,  New  York.  Used  on  tea. 

“White  Boar”  and  figure  of.  Serial  No.  94,192. 
Owner,  Albert  Ehlers,  New  York.  Used  on  tea. 
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Week  Ending  May  23,  1916 

“Prime.”  Serial  No,  85,076.  Owner,  Abraham 
Cohen,  Cam1)ri(lge,  Mass.  Used  on  lea,  coffee, 
cocoa,  spices  and  oilier.  f(jod  products. 

“Advance”  and  circular  design.  Serial  No.  8g,- 
649.  Owner,  Sherer-Uillett  Company,  Chicago. 
Used  on  doves,  allspice,  cinnamon,  pepper,  white 
pepper,  red  pepper,  ginger,  nutmeg,  mustard,  pre- 
pared mustard,  olive  oil,  cotton  seed  salad  oil, 
vinegar,  olives,  vinegar,  peanut  butter,  lemon  ex- 
tract and  vanilla  extract  for  foods,  cornstarch, 
dessert  jelly,  macaroni,  s'paghetti  and  tapioca. 

“Pure  Gold.”  Serial  No.  90,754.  Owner,  The 
J.  Weller  Company,  Oak  Harbor,  Ohio.  Used  on 
catsup,  tomato  puree,  canned  vegetables. 

“P'ontenelle.”  Serial  No.  91,004.  Owner,  Gen- 
eral Mercantile  Company,  Omaha.  Used  on  olive 
oil,  vinegar,  chow-chow,  horseradish,  tomato  cat- 
sup, Worcester  sauce,  chili  sauce,  prepared  mus- 
tard, salad  dressing,  salted  peanuts,  nuts,  peanut 
butter  and  other  food  products. 

“O.  K.”  Serial  No.  93,359.  Owner,  The  C.  L. 
Cotton  Perfume  & Extract  Company,  Earlville, 
N.  Y.  Used  on  black  pepper,  cayenne  pepper, 
cinnamon,  Jamaica  ginger,  ginger  root,  cloves,  all- 
spice, mustard,  sage,  savory,  thyme,  marjoram, 
mace,  nutmeg,  paprika,  turmeric. 

“Sol”  and  conventional  representation  of  the 
sun.  Serial  No.  3,527.  Owner,  Graham.  Hinkley 
& Co.,  New  York.  Used  on  green  coffee. 

“Buffalo”  and  representation  of  a buffalo.  Se- 
rial No.  93,739.  Owner,  Frank  M.  Hoyt,  Ames- 
bury.  Mass.  Used  on  peanut  butter,  peanut  candy 
and  food  products  made  wholly  or  partly  of  nuts. 

“T.  & A.”  Serial  No.  94,139.  Owner,  Charles 
A.  Borst,  Kingston,  N.  Y.  Used  on  mayonnaise, 
peanut  butter,  prepared  flour,  pastry  flour,  tea, 
coffee,  cake  and  fruit  marmalades  and  fruit  pre- 
serves. 

“Mello-Tru”  and  “C  C C C”  and  design.  Serial 
No.  94,529.  Owner,  Crescent  City  Carbonate 
Company,  New  Orleans.  Used  on  fruit  syrups, 
both  true  and  imitation,  extracts,  flavorings,  col- 
orings and  soda  foam  used  at  soda  fountains  and 
by  soft  drink  bottlers. 


Week  Ending  May  30,  1916 
“Sandow’s”  and  portrait  of  Eugene  Sandow. 
Serial  No.  77,455.  Owner,  Sandow’s  Cocoa  & 
Chocolate  Company,  Ltd.,  London,  England. 
Used  on  cocoa. 

“Hermitage”  and  representation  of  buildings 
and  scene.  Serial  No.  87,250.  Owner,  The  Her- 
mitage Olive  Oil  Company,  New  York.  Used  on 
olive  oil. 

“College  Blend.”  Serial  No.  91,919.  Owner, 
Steinwender-Stoffregen  Coffee  Company,  St. 
Louis.  Used  on  roasted  coffee. 

Representation  of  a red  coffee  pot.  Serial  No. 
94,050.  Owner,  Acme  Coffee  Company,  Fort 
Worth,  Tex.  Used  on  coffee. 

“Boardman’s  Brown  Berry.”  Serial  No.  94,059. 
Owner,  The  Wm.  Boardman  & Sons  Company,  - 
Hartford.  Used  on  coffee. 

“Ra=Mo.”  Serial  No.  94,186.  Owner,  N. 
Landon  Burchell,  Washington,  D.  C.  Used  on 
coffee. 

“Conte  Verde”  and  representation  of  two  gladi- 
ators. Serial  No.  94,385.  Giuseppe  Matalone, 
Chicago.  Used  on  olive  oil. 


“Waldorf-Astoria”  and  representation  of  the 
hotel.  Serial  No.  94,561.  Owner,  The  Waldorf- 
Astoria  Importation  Company,  New  York.  Used 
on  coffee. 

“Steeplechase.”  Serial  No.  94,618.  Owner, 
C.  D.  Kenny  Company,  Baltimore.  Used  on 
coffee. 

“Uzar.”  Serial  No.  94,686.  Owner,  Stone- 
Or dean- Wells  Company,  Duluth.  Used  on  pea- 
nut butter,  flavoring  extracts  for  foods  and  spices. 


WHO’S  WHO  IN  THE  TRADE 


An  Appreciation  of  John  H.  Schaefer,  the  Newly 
Elected  President  of  the  National  Association  tf 
Retail  Grocers  of  the  United  States 

JOHN  H.  SCHAEFER  is  distinctly  the  self- 
made  type  of  man.  He  is  a “whole-souled,  hail 
fellow  well  met”  product  of  the  Western  plains. 
When  “ye  Editor”  asked  him  for  a brief  sketch 
of  his  career,  on  his  elevation  to  the  highest  of- 
fice within  the  gift  of  the  National  Association  of 
Retail  Grocers  of  the  United  States,  his  response 
was  characteristic.  He  said ; 

“I  was  born  and  raised  in  Davenport.  I was 
born  in  1865.  Went  to  work  at  13  years  of  age, 
after  graduating  from  the  public  school.  The 
balance  of  my  education  I got  at  night  college, 
which  I attended  for  three  years.  Contrary  to 
the  way  things  are  done  at  the  present  time,  I 
supported  my  mother  at  18.  You  know,  at  the 
present  time  the  mother  supports  the  boy  until 
he  is  30.  I have  been  in  business  for  myself  for 
the  past  twenty-five  years.  I was  shipping  clerk 
and  salesman  in  a jobbing  house  for  about  five 
years;  the  remainder  of  my  time  I spent  working 
for  others  in  the  retail  grocery  business.  I mar- 
ried a good  woman,  have  four  girls  and  one  boy, 
and  I am  mighty  proud  of  them.  1 drive  a Chal- 
mers car,  have  a warm  overcoat  and  what  more 
does  a man  want?” 


G.  T.  MATTHEWS  HONORED 
G.  . T.  Matthews,  an  old  New  York  tea 
importer,  was  captain  of  one  of  the  companies 
that  marched  in  the  Lower  Wall  Street  division 
of  the  New  York  Preparedness  Parade  on  May 
13.  In  token  of  their  esteem  and  as  a memento 
of  the  event,  the  members  of  his  company  pre- 
sented Mr.  Matthews  with  a handsome  umbrella, 
properly  inscri1>ed. 


VALUABLE  AND  RELIABLE  INFORMATION 
Leeson,  Dickie,  Gross  & Co.,  Utd.,  97  Water  street, 
Vancouver,  B.  C.,  write:  “We  have  found  the  informa- 

tion contained  in  The  Tea  and  Coffee  Trade  Journal 
valuable  and  reliable.” 


TEA  AND  COFFEE  RESEARCH  BUREAU 

department  of  sc*entific  research  under  the  editors’  direction  in  which 
will  be  found  short,  popularized  reviews  of  current  and  older  works  of  a phy- 
siological-chemical character,  fugitive  paragraphs,  references  and  articles  dealing 
with  the  history,  pharmacology  and  technology  of  tea,  coffee  and  spices. 


COFFEE  IN  THE  LABORATORY 


A Series  of  Studies  of  the  Chemical  and  Physiological 
Properties  in  Their  Relation  to  the  Trade  and  the 
Consumer 


By  J.  Ehrlich 

New  York 

NO  I— THE  HISTORY  OF  COFFEE 

COFFEE,  acquired  by  civilization  coincident 
wtth  its  emergence  from  the  Middle  Ages,  is 
the  fruit  of  the  shrub  genus  Caffea,  N.  O.  Rubia- 
cea,  of  which  there  are  probably  as  many  as  sixty 
species.  The  most  important  of  these  are  Caffea 
Arabica  and  C.  Liberica.  It  is  indigenous  to 
Abyssinia,  where  it  is  still  cultivated.  The  name 
is  derived  from  Kaffa,  in  East  Africa,  hence  the 
original  name,  Kauhi. 

The  early  history  of  coffee  is  quite  obscure. 
The  fruit  was  unknown  to  the  Greeks  or  the 
Romans.  In  875  we  find  the  Persians  reporting 
its  use  as  a beverage.  A more  authentic  record 
is  that  of  its  use  in  the  15th  century  in  Abyssinia, 
where  it  was  probably  used  for  many  hundreds 
of  years  previously. 

Legendary  Beginnings  of  Coffee 

Numerous  myths  are  associated  with  the  first 
use  of  coffee  by  man.  One  story  tells  of  a flock 
of  sheep  feeding  on  a hillside.  After  browsing 
on  the  leaves  and  berries  of  a certain  shrub  they 
become  excited  and  sleepless,  thus  drawing  the 
attention  of  their  shepherd  to  their  food. 

An  Eastern  legend  relates  that  Hadji  Omer 
was  driven  from  Mocha  in  1285  and  left  to  starve 
in  a wilderness.  Dying  of  hunger,  he  was  forced 
to  sustain  life  by  roasting  and  eating  some  ber- 
ries he  found,  and  quenched  his  thirst  with  water 
in  which  he  steeped  them.  Being  found  alive  his 
preservation  was  thought  to  be  miraculous  and 
he  was  forthwith  made  a saint. 

Still  another  tale  avers  that  a Mohammedan 
high  priest  named  Genal  Eddin  observed  the  use 
of  coffee  in  Persia  as  a medicine  and  brought  it 
home  with  him. 

It  is  said  that  coffee  was  introduced  into 


Arabia  about  1455,  where  it  became  very  popular. 
Soon  it  spread  to  Egypt  and  Syria.  A little  later 
its  use  became  general  in  the  Near  East,  passing 
to  Constantinople  in  15 ii.  In  1551  the  first  cof- 
fee house  was  opened  in  this  city.  Prolonged  op- 
position was  given  by  the  Mohammedan  high 
priests,  who  believed  that  coffee  made  an  intoxi- 
cating beverage  and  was  therefore  prohibited  by 
the  Koran.  Nevertheless,  the  use  of  the  beverage 
spread  among  Mohammedans,  proving  effective 
in  prolonged  religious  services.  In  fact,  it  be- 
came so  popular  that  to  deny  a wife  coffee  was 
excellent  ground  for  divorce. 

Quite  probably  the  Persians  acquired  coffee 
from  Abyssinia.  From  Persia  it  passed  to  Aden 
and  Mecca,  where  the  pilgrims  learned  of  it,  and 
thence  to  Cairo  in  Egypt.  Here  the  use  of  cof- 
fee was  prohibited  for  the  reason  noted  above,  but 
later  the  restrictions  were  removed.  In  fact,  the 
briefest  of  sketches  of  the  numberless  prohibi- 
tions and  relaxations  through  which  coffee  has 
passed  would  make  a wonderfully  variegated  pic- 
ture. 

Coffee's  Introduction  Into  Europe 

The  introduction  into  Europe  is  attributed  to 
various  personalities,  and  many  conflicting  state- 
ments are  found.  A traveler  may  have  brought 
coffee  into  Western  Europe  from  Constantinople 
as  early  as  1615.  It  is  also  affirmed  that  Canopus, 
a Cretan,  first  brought 'it  to  Europe  in  1641,  and 
prepared  the  beverage  at  Oxford.  However,  it  is 
still  very  doubtful  who  should  receive  the  credit. 

During  the  seventeenth  century  coffee-houses 
became  a permanent  institution.  The  first  one  in 
England  was  opened  in  1650  by  one  Jacobs,  a 
Hebrew,  in  Oxford.  With  the  usual  opposition 
the  use  of  the  berry  spread  simultaneously 
through  Germany,  France  and  Sweden.  Thus,  at 
one  time,  it  was  necessary  to  procure  a license  to 
roast  coffee  in  Germany.  It  was  the  French  and 
Dutch  who  really  taught  the  Germans  its  use. 

In  England  Charles  the  Second  endeavored  to 
suppress  the  coffee-houses,  claiming  they  were  hot- 
beds of  revolt.  Moreover,  they  were  not  at  first 
regarded  as  reputable  in  London,  due  to  the  spir- 
ited opposition  of  the  ladies  who  had  been  ex- 
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eluded.  Nevertheless,  coffee-drinking  was  soon 
firmly  established  in  London,  opposition  and  price 
(five  guineas  per  pound)  notwithstanding. 

'fhe  Rainbow  was  among  the  first  coffee-houses 
of  London  and  is  still  one  of  the  old  landmarks. 
I'he  memory  of  Will’s  coffee-house  is  still  green; 
it  was  most  popular  in  the  latter  half  of  the  sev- 
enteenth century.  Here  Dryden  was  in  his  hey- 
day; here,  also,  was  Addison  the  arbiter  of  many 
disputes.  Squire’s  house  will  long  be  associated 
with  “Sir  Roger  de  Coverley”  and  his  “Spec- 
tator.” 

in  1662  Thevenot,  the  traveler,  brought  coffee 
to  France,  but  it  was  not  well  received  until  about 
1680,  when  Procope’s  Cafe,  in  Paris,  attained 
great  popularity. 

Coffee  in  Colonial  Days 
In  the  United  States  the  use  of  coffee  has 
spread  from  ocean  to  ocean.  In  New  York  the 
berry  is  closely  connected  with  the  history  of  the 
city.  Near  Bowling  Green  Krugier’s  Tavern  was 
erected  in  1643,  and  was  the  headquarters  of 
Kieft,  the  Dutch  governor.  Later,  on  the  same 
site,  the  King’s  Arms  Tavern  was  built  and  be- 
came known  as  the  Burns’  Coffee-house  before 
the  revolution,  being  used  as  a rendezvous  by  the 
“Liberty  Boys.”  During  the  revolution,  Gage,  the 
British  general  used  it  as  his  headquarters.  At 
Fraunce’s  Tavern  in  1783  Washington  sadly  bade 
farewell  to  his  officers.  Indeed,  these  are  but  a 
few  of  the  historical  incidents  connected  with  the 
old  coffee-houses  of  New  York  City. 

History  of  the  Cultivation  of  Coffee 
The  history  of  the  cultivation  of  coffee  is  even 
more  interesting.  Until  the  eighteenth  century  all 
the  coffee  grown  came  from  Yemen,  in  Arabia, 
where  the  genuine  Mocha  coffee  is  still  grown. 
Now,  however,  it  is  cultivated  in  hot  climates 
over  practically  the  whole  globe. 

From  Arabia  the  Dutch  East  India  Company 
carried  coffee  to  Holland  in  1616.  In  1690  it  was 
brought  to  Java,  where  its  cultivation  was  en- 
couraged by  the  government. 

Early  in  the  eighteenth  century  (about  1718) 
the  English  brought  coffee  to  Jamaica.  In  1714 
Louis  XIV.  sent  a tree  (a  descendant  of  the  cof- 
fee carried  by  the  Dutch  from  Arabia)  to  Mar- 
tinique. This  plant  has  a tremendous  offspring. 

From  Java  the  berry  passed  to  Sumatra  and 
the  Philippines.  Later  the  Portuguese  carried  it 
to  Ceylon.  A Franciscan  monk  in  1774  was  the 
first  to  send  the  seeds  to  Brazil. 

Thus  the  greater  portion  of  the  coffee  grown 
to-day  is  really  descended  from  the  berries  car- 
^ ried  from  Arabia  to  Holland  in  1616. 


RECENT  COFFEE  ANALYSES 


Some  Truths  and  Half-Truths  About  Certain  Well- 
Known  Substitutes  and  Modifications 

R.  J.  P.  STREET,  Chemist  of  the  Connecti- 
cut Agricultural  Station,  writing  in  the 
“Modern  Hospital”  (May,  1916,  pages  330-2),  dis- 
cusses coffee,  its  adulteration,  substitution  and 
modification,  as  follows : 

Millions  of  pounds  of  coffee  are  imported  into 
this  country  each  year.  Its  popularity  as  a 
beverage  is  unquestioned,  and  its  constantly  in- 
creasing use  has  presented  the  problem  of  its 
effect  on  the  human  organism.  The  ingredients 
of  coffee,  to  which  have  been  attributed  harmful 
results,  are  its  volatile  oil  caffeol,  its  tannin  caf- 
fetannic  acid,  and  its  alkaloid  caffein.  Various 
manufacturers  have  emphasized  the  harmful  ef-- 
fects  of  one  or  the  other  of  these  ingredients, 
depending  generally  on  its  absence  from  the  par- 
ticular commodity  which  they  wished  to  market. 
Consequently  we  have  “vacuum,”  “detannated,” 
and  “caffein-free”  coffees,  for  which  the  partial 
or  complete  removal  of  caffeol,  caffetannic  acid, 
or  caffein,  respectively,  is  claimed.  The  fact  that 
these  preparations  make  certain  definite  hygienic 
claims  renders  them  a subject  for  consideration 
by  the  dietitian,  and  the  claim  that  eleven  millions 
of  pounds  of  coffee  are  used  annually  in  our  hos- 
pitals alone  gives  the  problem  more  than  passing 
interest. 

As  is  well  known,  the  coffee  bean  before  use 
must  be  roasted.  The  roasting  process  drives  off 
most  of  the  water,  caramelizes  a part  of  the  sugar, 
and  develops  the  caffeol,  to  which  the  peculiar 
flavor  and  aroma  of  coffee  are  due.  The  follow- 
ing average  analysis  of  Santos,  Porto*  Rico,  Rio, 
Mocha  and  Java  coffees  by  Lythgoe  shows  well 
the  composition  of  roasted  coffees : 


Water  

2.16 

Cold  water  extract... 

22.63 

Ash  

, 4.03 

Alcohol  extract 

17.03 

Ash,  Vt^ater-soluble. . . . 

, 3.26 

Caffeine  

1.20 

Phosphoric  acid 

, 0.61 

Alkalinity  of  ash^.... 

3.56 

Total  nitrogen 

2.27 

Solids  in  10  per  cent 

Reducing  sugars 

, 0.76 

extract  

2.72 

Crude  starch 

, 2.30 

Ash  in  10  per  cent 

Fiber  

Petroleum  ether  ex- 
tract   

,13.03 

13.76 

extract  

0.37 

Caffetannic  acid,  which  was  not  determined  by 
Lythgoe,  generally  occurs  to  the  extent  of  from 
10  to  12  per  cent. 

Until  recent  years  coffee,  especially  in  the 
ground  condition,  has  been  a fertile  field  for  the 
food  adulterer.  In  ground  coffee  have  been  found 
peas,  beans,  wheat,  rye,  oats,  chicory,  brown 
bread,  charcoal,  canna  seed,  sawdust,  boiled  liver, 
slate,  various  barks  and  dried  pellets,  the  latter  con- 
sisting of  ground  peas  and  cereals  bound  together 
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with  molasses.  Whole  coffee  has  been  adulterated 
with  chicory  and  the  pellets  referred  to  above, 
and  artificial  beans  have  been  found  which  closely 
resembled  the  genuine  bean  in  appearance  even  to 
the  cleft  in  the  side. 

Raw  coffee  beans  have  also  been  found  treated 
in  a way  similar  to  the  facing  of  tea  leaves,  with 
the  intent  of  giving  a superior  appearance  to 
cheap  and  inferior  grades,  various  pigments  hav- 
ing been  employed  for  the  purpose.  Glazing  has 
also  been  resorted  to,  the  beans  being  dipped  in 
egg  or  sugar,  or  both.  A claim  made  in  favor  of 
this  practice  is  that  it  improves  the  keeping  quali- 
ties of  the  coffee  and  aids  in  clarifying  the  infu- 
sion. It  would  appear,  however,  that  in  many 
cases  the  purpose  was  to  deceive  the  consumer  by 
an  appearance  of  superiority. 

In  spite  of  the  above  long  list  of  coffee  adul- 
terants, it  is  only  fair  to  state  that  at  least  in 
this  State  (Connecticut)  the  adulteration  of  even 
ground  coffee  is  largely  a thing  of  the  past.  The 
sale  of  pure  coffees  of  low  quality,  however,  for 
the  high-grade  article,  of  course,  still  persists. 

Coffee  Substitutes — Honest  and  Otherwise 

Because  of  the  alleged  injurious  effects  of 
habitual  coffee  drinking  various  substitutes  have 
been  offered,  which  yield  a beverage  more  or  less 
similar  in  appearance  to  coffee,  and  in  a few  rare 
instances  a coffee-like  flavor.  Some  of  these  sub- 
stitutes have  been  found  to  be  glaringly  dishon- 
est, as  coffee  still  remained  as  one  of  their  im- 
portant constituents ; in  others,  however,  coffee 
is  entirely  absent,  and  the  integrity  of  their  claims 
as  to  composition  is  beyond  question.  Among 
such  substitutes  may  be  mentioned  Mogdad  cof- 
fee (the  seeds  of  Cassia  occidentalis)  and  Mus- 
saenda  coffee  (the  seeds  of  Gaertnera  vaginata), 
neither  of  which  contains  caffeine.  These,  how- 
ever, have  never  enjoyed  wide  popularity  in  this 
country.  More  generally  used  substitutes  are 
chicory,  acorns,  figs,  date  stones,  dried  pears,  dan- 
delion roots,  grape  seeds,  legumes  and  various 
cereal  preparations,  with  or  without  molasses. 

The  following  are  some  of  the  best  known  cof- 
fee substitutes  sold  in  this  country: 

Old  Grist  Mill  Entire  Wheat  Coffee  (roasted 
wheat  products). 


Ayer’s  Hygienic  Substitute  for  Coffee,  New 
Era  Improved  Hygienic  Coffee,  Shredded  Cereal 
Coffee  and  Clark’s  Phosphi  Cereal  Nervine  Cof- 
fee (all  chiefly  roasted  cereals,  with  no  coffee). 

Date  Stone  Coffee  (date  stones  ground  and 
roasted). 

Fischer  Mills  Fresh  Roasted  Malt  Coffee  and 
Kneipp  Malt  Coffee  (whole  barley  kernels 
roasted). 

Postum  Cereal  and  Grain-0  (roasted  cereals 
and  molasses). 

Hayward’s  French  Breakfast  Coffee  Com- 
pound (chiefly  roasted  ground  peas  and  cereals). 

Johan  Hoff’s  Malt  Coffee  (malt  and  chicory). 

Johnson’s  Educator  Substitute  for  Coffee 
(roasted  cereals). 

Instant  Postum  (wheat  and  molasses). 

Kaffeebrod  (roasted  cereals). 

Minute  Brew  and  Caramel  Cereal  (wheat 
product). 

Dieto  Barley  Coffee  (roasted  barley). 

Monco  (roasted  cereals  and  vegetables). 

Fitch’s  Grains  of  Health  (roasted  peas,  with  a 
small  amount  of  coffee). 

Bonano  (dried  bananas). 

The  analyses  of  some  of  these  brands  are  given 
in  the  accompanying  table,  all  of  the  analyses 
having  been  made  in  this  laboratory.  The  writer 
has  at  hand  no  analysis  of  the  much-advertised 
Postum  Cereal.  This  preparation,  however,  has 
been  frequently  reported  as  free  from  coffee.  Ac- 
cording to  the  manufacturers.  Instant  Postum  is 
simply  Postum  Cereal  concentrated  and  with  noth- 
ing added.  None  of  the  brands  in  the  table  con- 
tains coffee. 

In  spite  of  the  claims  of  the  manufacturers 
most  of  the  coffee  substitutes  are  at  best  but  poor 
imitations  of  coffee  to  the  palate  of  the  coffee 
lover.  Accordingly,  the  attempt  has  been  made 
by  certain  manufacturers  to  offer  genuine  coffee 
treated  by  various  processes  whereby  the  objec- 
tionable ingredients  have  been  more  or  less  elim- 
inated. The  claims  made  for  a very  few  of  these 
products  are  entirely  honest,  while  for  others 
false  and  exaggerated  claims  predominate.  These 
products  are  chiefly  of  three  kinds — those  which 
have  been  subjected  to  processes  by  which  it  is 
claimed  that  either  caffeol,  the  caffetannic  acid, 


Analyses  of  Some  Well-Known  Coffee  Substitutes 


Brand. 

Water. 

Protein. 

Fiber. 

Nitrogen- 

free 

Extract. 

Fat. 

Ash. 

Starch. 

Date  Stone  Coffee  (1897) 

5.52 

6.69 

15.84 

59.00 

11.20 

1.75 

♦ 

Educator  Cereal  Coffee  (1911) 

5.58 

16.25 

8.70 

65.05 

1.88 

2.54 

42.57 

Instant  Postum  (1913) 

6.13 

0.09 

76.78 

0.06 

11.38 

♦ 

Kaffeebrod  (1913)  

12.90  ' 

6.40 

72.50 

1.50 

2.20 

10.10 

Bonano  (1913)  

4.08 

3.83 

79.59 

0.44 

3.12 

24.83 

Dieto  Barley  Coffee  (1914) 

3.42 

13.19 

9.14 

63.87 

7.30 

3.08 

17.72 

Minute  Brew  (1915)  

13.31 

6.81 

66.04 

1.18 

5.68 

* 

Caramel  Cereal  (1915)  

16.19 

12.60 

58.95 

2.29 

4.93 

» 

Monco  (1915) 

5.90 

13.75 

7.43 

68.96 

1.74 

2.22 

* 

* Not  determined. 
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or  the  caffeine  has  been  eliminated.  In  two 
brands,  at  least,  the  claim  is  made  that  all,  or 
nearly  all,  of  both  the  caffetannic  acid  and  the 
caffeine  have  been  removed.  The  following  well- 
known  brands  belong  to  this  class  of  coffees : 

Digesto  Coffee  (no  caffeine  or  tannin”). 

De-tan-ated  Brand  Coffee,  later  Puri-tan-ated 
Coffee  (‘‘tannic  acid  entirely  eliminated”). 

Royal  Dutch  Coffee  (“prepared  by  the  Beach 
process,  which  removes  by  steam,  before  roast- 
ing, the  tannic  acid”). 

Granger’s  Fairy  Cup  Instant  Soluble  Coffee 
(“nearly  all  caffeine  and  tannic  acid  discarded”). 


Hanley  & Kinsella’s  Vacuum  Packed  Coffee 
(specific  claims  unknown,  but  the  use  of  the 
word  “vacuum”  is  suggestive). 

Kaffec  Hag  (“95  % of  the  caffeine  removed”). 

G.  Washington  Prepared  Coffee,  Crystal  (“re- 
fined” ; “the  coffee  berry  contains  anti-digestive, 
deleterious  substances,  which  are  not  essentials 
of  the  true  coffee  when  refined.  ..  .Mr.  Washing- 
ton’s refining  process  eliminates  these  harmful, 
indigestible  substances”). 

Cafe  des  Invalides  (“does  not  produce  nerv- 
ousness or  wakefulness”). 

Richelieu  Brand  Vacuum  Improved  Coffee 
(“subjected  before  roasting  to  the  Evers  vacuum 
process.”  The  manufacturer  claims  that  caf- 
feine is  not  a harmful  ingredient,  although  the 
original  patentee  of  the  Evers  process  claimed 
that  it  eliminated  the  caffeine.  The  present  claim, 
however,  emphasizes  the  removal  of  “caffeo-tox- 
ins,”  among  which  is  included  caffeol). 

The  first  three  brands  in  this  list  were  exam- 


ined in  this  laboratory  by  Shanley  in  1907,  the 
Granger  brand  by  the  United  States  Government, 
the  Hanley  & Kinsella  brand  by  the  Kansas  Board 
of  Health,  and  the  remaining  brands  by  Bailey 
& Shepard  in  the  writer’s  laboratory  during  the 
last  few  months.  The  analyses  are  given  in  the, 
following  table,  together  with  the  analysis  of  a 
sample  of  commercial  Java  coffee  as  found  in  the 
Connecticut  market: 


Digesto  

Detanated  (Puritanated)  . . . . 

Royal  Dutch  

Granger’s  Fairy  Cup 

Hanley  & Kinsella  

Kaffee  Flag  

*G.  Washington  

CafS  des  Invalides 

Richelieu  Vacuum  Improved 

Java  (commercial)  

1 Not  determined. 


Caffetannic 
Caffeine.  Acid. 

1.11  9.4.5 

. . 1.14  9.89 

. . 1.12  9.96 

4.48  45.48 

, . 0.93  1 

. . 0.03  11.47 

. . 4.96  48.04 

. ..  0.97  11.56 

. . 1.15  11.82 

. . 1.20  11.37 


The  writer  will  not  attempt  to  discuss  the 


physiological  effects  of  coffee  drinking,  or  ex- 
I)ress  an  opinion  as  to  the  relative  harmfulness 
of  caffeol,  caffetannic  acid  and  caffeine.  The 
analyses  are  presented  here  simply  for  the  pur- 


pose of  showing  the  amount  of  credence  to  be 
given  the  claims  of  the  various  manufacturers. 

The  analyses  of  the  Digesto,  De-tan-ated  and 
Royal  Dutch  coffees  were  made  in  1907,  and  the 
writer  is  ignorant  as  to  whether  they  are  on  the 
market  at  present.  They  are  typical,  however,  of 
the  “detannated”  coffees.  The  method  used  by 
Shanley  for  determining  caffetannic  acid  gave 
9.51,  9.96  and  9.47  per  cent  for  Java,  Mocha  and 
Rio,  respectively,  showing  that  the  three  brands 
in  question  contained  quite  as  much  tannic  acid 
as  ordinary  coffee. 

Granger’s  Fairy  Cup  Instant  Soluble  Coffee,  in 
which  “nearly  all  the  caffeine  and  tannic  acid  is 
discarded,”  contains  4.48  and  45.48  per  cent,  re- 
spectively, of  these  ingredients,  or  about  four 
times  as  much  as  found  in  ordinary  coffee. 

Hanley  & Kinsella’s  Vacuum  Coffee  shows 
only  a little  less  caffeine  than  ordinary  coffee. 

The  claim  of  Kaffee  Hag  that  95  per  cent  of  the 
caffeine  is  removed  is  shown  to  be  correct,  only 
0.03  per  cent  of  the  alkaloid  being  present. 

G.  Washington  Prepared  Coffee,  in  spite  of  its 
“refining  process”  which  “eliminates  these  harm- 
ful, indigestible  substances,”  contains  4.96  per- 
cent caffeine  and  48.04  per  cent  caffetannic  acid, 
about  four  times  the  amounts  found  in  commer- 
cial coffees.* 

Cafe  des  Invalides,  claimed  not  to  “produce 
nervousness  or  wakefulness,”  contains  about 
four-fifths  of  the  caffeine  found  in  ordinary  cof- 
fee and  quite  as  much  caffetannic  acid.  The  re- 
duction in  caffeine  is  due  chiefly  to  the  presence 
of  20%  of  chicory  and  other  vegetable  matter. 

Richelieu  Vacuum  Coffee  shows  no  essential  dif- 
ference from  ordinary  coffee  in  its  content  of 
either  caffeine  or  caffetannic  acid.  Caffeol,  which 
the  inventor  of  the  process  claims  to  be  so  toxic 
that  even  the  fumes  from  brewing  coffee  cause 
certain  people  to  have  headache,  nervous  trem- 
bling and  insomnia,  occurs  in  coffee,  according 
to  Erdmann,  to  the  extent  of  only  0.056  per  cent. 
A cup  of  coffee,  made  from  5 grams  of  pulverized 
coffee,  would  contain  only  from  0.0007  to  0.0010 
gram  of  this  poison,  so  that  if  the  inventor’s 
statements  are  to  be  believed  coffee  contains  a 
poison  equal  to  strychnine  for  deadliness.  This 
claim  as  to  the  poisonous  effect  of  caffeol  is  a 
talking  point  rather  than  a statement  of  scientific 
fact.  The  Evers  process  originally  claimed  to 
remove  the  caffeine,  a claim  which  our  anaylsis 
totally  disproves. 


♦The  manufacturer.s  of  G.  Washinglon  Refined  Coffee 
elaim  that  it  i.s  concentrated  at  least  six  times  and  that 
these  figures  should,  therefore,  be  divided  by  six  to  get 
the  correct  result. — The  Editors. 
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G.  WASHINGTON  COFFEE  ANALYSIS 

All  interesting  chemist’s  report  has  been  made 
by  the  Housekeepers’  Bureau  of  The  Forecast 
Magazine  on  G.  Washington  CofTcc.  it  is  as 
follows : 

Composition  ; “Pure  high-grade  coffee,  made 
completely  soluble  in  water  by  a special  process 
which  removes  all  the  chaff  and  insoluble  matter.” 

Food  Value:  “The  manufacturers  of  this  prod- 
uct do  not  claim  food  value  for  it.  Coffee  is 
usually  taken  for  its  flavor  and  stimulating  quali- 
ties. The  addition  of  sugar  and  cream,  which 
are  quite  generally  used  with  it,  of  course,  fur- 
nish nutriment.” 

Purity  and  Cleanliness  : “A  pure,  clean  cof- 
fee, possessed  of  an  unusually  fine  flavor,  con- 
taining no  adulterants,  fillers,  preservatives  or 
artificial  colors.” 

Remarks  : “The  great  advantage  of  this  coffee 
lies  in  the  fact  that  it  can  be  made  in  the  cup  by 
merely  pouring  boiling  water  over  it.  There  is  no 
coffee  pot,  no  grounds  to  throw  away,  no  boiling 
over  and  no  trouble.  In  addition,  there  is  no 
wasted  coffee,  and  each  member  of  the  family  can 
have  his  coffee  to  suit  his  own  taste  as  to  strength. 
With  this  brand  any  one  can  make  good  coffee.” 


SALIENT  TRADE  NOTES 

The  Hershey  Chocolate  Company,  Hershey, 
Pa.,  has  been  awarded  the  contract  for  furnish- 
ing 10,000  pounds  of  cocoa  to  the  Mare  Island, 
Cal.,  navy  yard,  at  $2,400.  Bids  were  opened  at 
W’ashington  on  April  18. 

The  wholesale  tea  and  coffee  business  of  Gilman 
L.  Parker,  formerly  at  168  Milk  street,  Boston, 
has  removed  to  larger  quarters,  at  200  Milk  street, 
where  new  roasting  equipment  has  been  installed, 
including  four  No.  i Burns  roasters  with  tip- 
top cooling  apparatus,  numerous  storage  bins, 
green  coffee  milling  machine,  grinding  machinery, 
etc.,  with  complete  labor-saving  connections 
throughout. 

McNeil  & Higgins  Company,  wholesale  grocer, 
Chicago,  will  shortly  commence  the  construction 
of  a seven-story  and  basement  building  in  East 
Grand  avenue,  the  plans  for  which  are  now  being 
prepared.  The  total  amount  involved  is 
$852,000. 

Kelly,  Douglas  & Co.,  Ltd.,  wholesale  grocers 
and  coffee  roasters,  Vancouver,  Can.,  have  in- 
stalled in  their  coffee  department  a 12-bag  Burns 
mixer  for  blending  and  cleaning  green  coffees. 

The  Pompeian  Company,  Baltimore,  is  prepar- 
ing to  put  on  the  market  a salad  dressing.  Pom- 
peian Olive  Oil  has  been  advertised  for  several 
years. 


Githens,  Rexsamer  & Co.,  coffee  roasters  and 
importers  of  grocers’  sundries,  Philadelphia,  will 
shortly  add  another  four-bag  Burns  roaster  of  the 
“Jubilee”  type  with  tiptop  cooler  and  stoner,  etc. 

The  Joint  Committee  on  Definitions  and  Stand- 
ards representing  the  Department  of  Agriculture, 
the  Association  of  Official  Agricultural  Chemists, 
and  the  Association  of  American  Dairy,  Food  and 
Drug  Officials,  has  announced  a public  hearing  on 
definitions  arid  standards  for  milk,  cream,  con- 
densed milk  and  other  milk  products,  to  be  held 
in  Chicago  on  June  13  and  14.  Definite  and  ac- 
curate information  is  desired  from  the  trade  and 
others  concerning  the  composition,  standards, 
grades  and  descriptive  terms  or  names  of  the  vari- 
ous American  milk  products. 

The  Blank'e-Wenneker  Candy  Company,  whole- 
salers and  manufacturers,  St.  Louis,  will  shortly 
improve  its  plant  by  the  addition  of  a 400-pound 
portable  cocoa  roaster  of  Burns  manufacture. 

Johnson  & Kettell  Company,  wholesale  grocers, 
Worcester,  Mass.,  is  replacing  its  present  roast- 
ing plant  with  the  latest  one-bag  Burns  outfit  and 
a No.  II  grinding  mill  with  motor  attached. 

William  Ely,  Jr.,  formerly  canned  foods  man- 
ager for  Austin,  Nichols  & Co.,  New  York,  is  now 
connected  with  R.  C.  Williams  & Co.,  New  York, 
in  a similar  capacity.  He  was  at  one  time  a part- 
ner in  the  firm  of  Clark,  Chapin  & Bushnell, 
New  York. 


THE  UPLIFT  CORNER 

Helpful  Thought-  and  Verses  that  Make  for 
Self-Reliance  and  Freedom,  in  Blending 
Sentiment  with  Business 


CONTENTMENT 

The  happy  state  of  mind  so  rarely  possessed  in 
which  we  can  say,  “I  have  enough,”  is  the  highest 
attainment  of  philosophy.  Happiness  consists  not 
in  possessing  much  but  in  being  content  with  what 
we  possess.  He  who  wants  little  always  has 
enough. — Zimmerman. 


COMPENSATION 

It  may  happen  that  I shall  find  solace  in  that 
which  brings  sorrow  to  you ; and  that  which  to 
you  speaks  of  gladness  may  be  fraught  with 
affliction  for  me.  But  no  matter — into  your  grief 
will  enter  all  that  I saw  of  beauty  and  comfort, 
and  into  my  joy  there  will  pass  all  that  was  great 
in  your  sadness. — Maeterlinck. 
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OUR  BUSINESS  CREED 

We  believe  the  basic  principle  on  which  a trade  paper  should  build  is  SERVICE — service  to  readers  and  service  to  advertisers,  in  a 
way  to  promote  the  welfare  of  the  general  public. 

We  believe  in  the  application  of  the  TRUTH  to  the  editorial,  news  and  advertising  columns. 

We  believe  in  the  utmost  frankness  regarding  circulation. 

We  believe  the  highest  efficiency  can  be  secured  through  a CIRCULATION  OF  QUALITY  rather  than  of  quantity — that  character, 
and  not  mere  numbers,  should  be  the  criterion  by  which  the  value  of  a publication  should  be  judged. 

We  do  not  publish  free  reading  notices  or  paid  “write  ups.” 
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tHAT  CHINESE  TEA  MONOPOLY 

No  one  here  or  in  London  appears  to  have  any  definite  knowledge  of  that  proposed 
“China  Tea  Association  under  government  auspices,”  unearthed  by  the  Indian  Trade  Journal 
some  time  back. 

All  the  worth-while  ideas  contained  in  the  projected  enterprise  have  been  dinned  into 
the  Chinese  Government  and  the  Tea  Guilds  for  the  last  ten  years  by  the  chairman  of  the  bet- 
ter known  and  highly  regarded  China  Tea  Association  of  London  and  Shanghai,  not  to  men- 
tion other  British  and  American  tea  buyers.  There  is  nothing  new  in  the  story  except  the 
proposal  to  form  a gigantic  trading  company.  The  great  difficulty  is  to  get  people  to  prefer 
China  tea  to  other  growths.  If  you  can  create  a demand  there  are  plenty  of  clever  people  in 
the  trade  with  the  traditions  of  300  years  behind  them  who  know  how  to  conduct  it  to  ad- 
vantage. Any  attempt  to  corner  China  tea  would  be  a disastrous  failure.  However,  there 
is  plenty  of  scope  for  the  energies  of  the  promoters  of  the  new  scheme  in  improving  the 
manufacture  of  China  tea  instead  of  talking  about  it.  Something  should  be  done  to  save 
the  English  and  American  markets. 
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TEA  GAMBLING  IN  LONDON 

Human  nature  appears  to  be  pretty  much  the  same  the  world  over.  Patriotism  can 
be  just  as  much  a thin  veneer,  covering  commercial  greed,  in  London  as  in  New  York. 

With  a falling  off  in  consumption,  a large  increase  in  stocks  on  hand  and  abundant  new 
crops,  some  of  the  London  tea  speculators  have  not  only  been  holding  up  the  trade  and 
mulcting  the  public,  but  with  an  easy  grace  that  would  do  credit  to  our  own*  buccaneers  of 
high  finance  they  have  been  mulcting  the  British  War  Office  authorities  to  the  tune  of  8 
cents  a pound  more  than  they  should  if  they  were  real  instead  of  pseudo-patriots. 

The  exhibition  as  disclosed  by  our  London  correspondent  this  month  is  a sorry  one. 
One  Mincing  Lane  authority  says  that  common  tea,  which  brought  15^4  cents  in  1914,  and 
which  has  been  boosted  to  23  cents,  is  really  not  honestly  worth  more  than  16  cents  today. 
Walter  Runciman,  the  President  of  the  Board  of  Trade,  upon  being  called  to  book  in  Par- 
liament, announced  that  he  would  examine  into  the  matter  “with  a view  to  determining 
what  action  was  appropriate,’*  and  promised  that  if  there  had  been  any  withholding  of 
foodstuffs  “the  Board  of  Trade  would  exercise  the  power  it  possessed.” 

American  tea  buyers  will  be  interested  in  the  results  of  this  examination.  It  is  to  be 
hoped  that  Mr.  Runciman  will  find  the  Board  is  in  a position  to  exercise  such  powers  as  will 
restore  normal  market  conditions  and  at  the  same  time  pillory  the  unworthy  English  specu- 
lators who  have  been  caught  making  capital  out  of  their  country’s  extremity. 


SPICE  MARKET  CONDITIONS 

The  world’s  supply  of  spices  has  apparently  been  greatly  reduced  in  the  past  two 
years  on  account  of  the  unusually  short  crops  of  many  varieties,  scarcity  of  labor  and 
changes  in  crop  cultivation  affecting  great  districts  of  the  East. 

Available  stocks  in  London,  Havre,  Holland  and  the  United  States  are  estimated  to  be 
less  by  one-half  than  for  a generation  past.  Pepper  is  being  sold  in  Holland  for  seventy- 
five  cents  a pound. 

It  is  difficult  to  get  shipping  facilities  from  the  countries  of  production.  It  is  esti- 
mated that  nearly  1,000  ocean-going  freight  carrying  vessels  have  been  destroved.  Ger- 
many’s great  merchant  marine  is  interned.  A large  part  of  the  ships  of  England.  France 
and  Italy  have  been  requisitioned  for  militarv  purposes  and  a heavy  percentaee  of  the  shin- 
ping of  the  United  States,  Greece,  Holland,  Denmark,  Norway,  Sweden  and  Japan  is  en- 
gaged in  a strictly  war  munitions  trade.  In  some  cases  ocean  freights  have  advanced  1,000 
per  cent. 

The  prices  of  spices  and  seeds  are  high,  but  it  might  be  well  for  spice  dealers  and 
grinders  to  bear  in  mind  that  even  in  normal  times  higher  prices  have  been  seen  on  many 
items. 

One  of  the  conditions  affecting  prices  is  the  fact  that  embargoes  have  been  declared 
by  some  of  the  warring  nations  on  certain  spices  and  seeds,  with  a view  to  conserving  them 
for  their  own  needs  and  to  prevent  them  reaching  enemy  destinations. 

Pepper  cannot  be  imported  from  India  or  Singapore  by  anyone  who  fails  to  register 
an  acceptable  bond  with  the  English  Government  that  such  importations  will  not  be  re-ex- 
ported or  utilized  in  any  way  to  the  advantage  of  any  country  warring  with  the  United 
Kingdom. 

Well  posted  traders  here,  in  Europe  and  in  the  East  are  producing  statistics  to  prove 
.that  there  are  not  enough  spices  to  fill  the  usual  requirements  of  normal  consumption,  and 
it  is  freely  predicted  that  prices  will  be  higher  in  the  fall.  It  is  a question  whether  high 
prices  will  reduce  the  consumption  and  so  automatically  reduce  prices. 


THE  MARKETS  OF  THE  WORLD 

Tf  Latest  News  Letters  from  Staff  and  Speeial  Correspondents  in  the  Countries 
of  Produetion  and  the  Leading  Foreign  and  Domestie  Trade  Centres. 


OUR  LONDON  LETTER 


The  Latest  News  from  Miacing  Lane  and  the 
Continental  Trades  Centers 


Office  of  The  Tea  and  Coffee  Trade  Journal 
34  Cranbourn  Street,  London,  W.  C. 

London^  May  27,  1916. 

A FTER  a rather  sensational  month,  the  tea 
market  has  become  a little  less  excited,  and, 
starting  with  Indian  growths,  there  is  distinctly 
a check  to  the  upward  movement  in  prices.  There 
have,  of  course,  been  some  startling  stories  told 
about  a corner  in  tea.  A Mincing  lane  tea  broker 
is  alleged  to  have  given  an  interview  to  a big 
Sunday  paper  here,  and  declared  that  the  present 
high  prices  were  wholly  unwarranted  and  called 
for  immediate  attention  on  the  part  of  the  Board 
of  Trade.  He  declared  that  statistics  showed  that 
there  had  been  a fall  in  consumption  of  quite 
10,000,000  pounds,  comparing  January  to  April 
this  year  with  January  to  April  last  year,  and 
that  the  stocks  in  bond  were  31,000,000  pounds 
more  than  a year  ago.  To-day,  he  said,  stocks 
were  equivalent  to  those  held  in  1914,  when  tea 
was  151^  cents  per  pound,  as  against  a price  now 
of  23  cents  for  common  tea,  which,  he  asseverated, 
should  not  be  more  than  16  cents.  Not  only  were 
stocks  considerably  higher,  but  there  was  more 
tea  of  the  present  crop  arriving  than  usual. 

Tea  Gamblers  in  London 
This  led  to  a declaration  that  tea  supplies  were 
being  manipulated  against  the  public  by  specula- 
tors, who  were  making  huge  and  unfair  war 
profits.  The  remedy  lay  with  Walter  Runciman, 
the  President  of  the  Board  of  Trade.  He  had 
allowed  gigantic  stocks  to  be  cornered  not  only 
against  the  public,  but  against  the  War  Office 
authorities,  who,  in  consef|uence,  were  paying  8 
cents  per  pound  more  than  they  should. 

The  figures  of  this  authority  are  accurate. 
Common  leaf  was  recently  dear,  being  quite  22 


cents,  as  compared  with  17  cents  in  1914.  It  must 
be  remembered,  however,  that  tea  is  being  fre- 
quently exported,  much  more  so  than  was  the  case 
last  year,  while  government  requirements  are 
heavy.  Comparison  in  regard  to  the  movement  of 
tea  from  bond  is  unreliable,  as  before  May  4,  last 
year,  when  the  Budget  declaration  was  made  and 
no  change  took  place,  considerable  quantities  had 
been  cleared. 

Recent  Indian  tea  markets  have  shown  the  de- 
mand to  be  less  animated.  It  is  quite  clear  that 
the  continued  heavy  supplies  are  having  their  ef- 
fect upon  the  market  at  last.  The  China  tea  trade 
has  bought  a fair  quantity  of  the  better  grades  of 
Moning  of  late  at  hard  rates,  but  it  should  be 
noticed  that  these  still  show  a good  2 cents  per 
pound  loss  on  the  opening  prices  of  the  season. 
Some  1,400  packets  of  “interned”  teas,  with  all 
faults,  were  sold  by  auction  last  week,  and 
eagerly  competed  for  at  their  full  rates.  Not  a 
great  deal  of  Ceylon  tea  has  been  offered,  and 
prices  are  still  harder.  At  the  same  time  it  must 
be  borne  in  mind  that  the  quality  reaches  a high 
standard,  some  descriptions  giving  a fine  flavor. 
Heavy  shipments  are  on  the  way  from  Ceylon 
now  and  a falling  off  in  quality  is  to-  be  expected. 

Coffee  is  steady,  with  good  supplies  fairly  well 
competed  for.  Deliveries  during  April  fell  off 
substantially.  Imports  of  chicory  are  also  well 
down,  as  compared  with  a year  ago,  home  con- 
sumption, however,  remaining  at  about  the  same 
figure.  The  terminal  market  is  reported  firmer, 
all  prices  having  substantially  advanced  during  re- 
cent dates. 

Higher  Duties  on  Coffee  Substitutes 

The  increased  duties  on  coffee  and  chicory  imi- 
tations and  substitutes  do  not  appear  to  have  been 
thoroughly  digested  by  the  trade  here,  and  hence 
the  official  notice  of  the  Board  of  Customs  is  being 
circulated  for  the  benefit  of  individual  traders. 
These  imitations  and  substitutes  have  had  their 
duty  increased  by  cents  for  every  quarter  of  a 
pound. 
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FOR  JAVA  TEAS 
OF  DIRECT  IMPORT 

WRITE  TO 

ROWLEY  DAVIES  & CO.,  LTD. 

BATAVIA,  JAVA 

OR  FENCHURCH  HOUSE, 

5,  FENCHURCH  STREET,  LONDON,  E.  C. 


DUTCH  EAST  INDIA 

COFFEES 


W e still  have  a number  of  attractive  lots 
to  offer. 


EPPENS,  SMITH  COMPANY 

Washington  and  Warren  Streets  Also  124  Front  Street 

NEW  YORK 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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It  nnisl  be  borne  in  mind  that  these  duties  do 
not  refer  to  mixtures  of  coffee  and  chicory,  or 
French  coffee.  They  apply  only  to  vegetable  sub- 
stances, other  than  coffee  or  chicory,  made  in 
imitation  of  or  prepared  for.  the  purpose  of  being 
used  as  coffee  or  chicory,  and  to  mixtures  of  cof- 
fee and  chicory  with  such  imitations  or  substi- 
tutes. The  duty  is  payable  by  means  of  adhesive 
F.xcise  labels.  As  a large  number  of  inquiries 
have  l)een  addressed  to  packers  of  French  coffee  it 
has  been  explained  here  that  retailers  who  have 
in  stock  tins  of  coffee  and  chicory  are  not  af- 
fected by  the  official  notice,  which  applies  only  to 
the  substitutes  for  or  imitations  of  coffee  and 
chicory — articles  which  few  of  them  handle. 

A fine  of  $250  has  been  inflicted  upon  a whole- 
sale tea,  coffee  and  cocoa  merchant  here  for  hav- 
ing,  in  the  language  of  the  indictment,  on  March 
II,  harbored  and  kept  1,120  pounds  of  uncustomed 
cocoa  and  2,016  pounds  of  uncustomed  coffee.  The 
goods  were  discovered  on  the  defendant’s  prem- 
ises by  officers  in  the  course  of  their  duty.  He 
had  apparently  bought  this  stuff  at  about  two- 
thirds  the  market  price  and  had  no  reasonable 
answer  to  the  charge.  The  goods  were,  of 
course,  forfeited  to  the  Crown, 

Sinn  Feiners  Loot  Dublin  Groceries 

The  Sinn  Fein  rising  in  Dublin,  with  its  conse- 
quent burning  and  looting,  upset  a good  deal  of 
the  local  grocery  trade.  Numerous  stores  were 
looted  and  burned  out,  while  in  some  cases  the 
insurgents  commandeered  what  they  wanted,  giv- 
ing the  proprietors  checks  on  the  Irish  Republic. 
Vans  were  also  held  up  in  the  streets  and  the 
contents  forcibly  removed.  Robert  Anderson 
Mackenzie,  a well-known  Dublin  grocer,  was  shot 
dead  when  he  refused  to  a party  of  insurgents 
the  use  of  his  premises  and  provisions.  Curiously 
enough,  Mackenzie  had  been  a passenger  on  board 
the  ill-fated  Lusitania,  but  escaped  that  disaster  to 
meet  his  death  at  the  hands  of  his  fellow-country- 
men. 

It  is  rumored  that  George  W.  Smith,  who  was 
in  charge  of  the  coffee  department  of  Peek  Broth- 
ers & Winch,  is  leaving  that  firm  to  take  up  an 
appointment  with*another  firm  in  Great  Tower 
Street,  London.  Thomas  Reece. 


COFFEE  SHORTAGE  IN  DENMARK 
A German  wireless  dis])atch  states  that  the 
Danish  steamers  Moscf)\v,  llolmblad  and  Penn- 
sylvania were  forced  to  discharge  their  cargoes 
of  coffee  at  Newcastle,  England,  by  British  war- 
ships. In  consequence  there  is  a shortage  of  cof- 
fee in  Denmark. 


CHICAGO  LETTER 

News  of  the  Trade  in  the  Windy  City  Gathered  by 
Our  Own  Correspondent 

Chicago,  May  31,  1916. 

'^HE  retail  coffee  trade  in  touch  with  Chicago 
as  a distributing  center  has  been  holding 
off  for  some  time  in  anticipation  of  cheaper 
prices.  Prices  have  been  maintained,  however, 
and  the  May  business  can  be  set  down  as  good. 
The  retailers,  expecting  the  decline  which  did  not 
come,  do  not  seem  to  be  loaded  up  with  stocks; 
consequently,  coffee  has  had  an  excited  month. 
Coffee  has  actually  gained  about  half  the  fluctua- 
tions that  have  occurred  during  the  month.  The 
growing  confidence  in  the  stability  of  the  situa- 
tion is  regarded  as  a healthy  feature. 

Among  the  local  roasters  the  opinion  seems  to 
be  generally  held  that  the  propaganda  and  pub- 
licity plans  may  be  carried  through  on  the  basis 
considered  at  the  conference  in  this  city  early 
this  month.  It  is  by  no  means  certain  that  all 
the  local  houses  will  manifest  enthusiasm  over 
the  project  or  give  pecuniary  support.  On  the 
other  hand  there  have  been  intimations  that  the 
wagon-distributing  and  the  mail-order  houses 
will  contribute.  Of  the  initial  fund  of  $100,000  it 
is  expected  that  the  roasters’  interests  will  raise 
three-fifths  and  the  green  coffee  interests  two- 
fifths. 

Interest  in  the  tea  trade  was  concentrated  upon 
the  opening  of  the  Japan  market.  Cables  re- 
ceived intimated  that  the  market  would  be  ten 
days  late  on  account  of  cold  weather,  and  that 
the  quality  will  be  better  than  last  year.  Prices 
rule  about  the  same.  Mail  just  in  this  week 
brought  samples  of  the  first  shipment  by  the 
Monteagle,  but  those  offered  at  the  local  market 
on  May  29  were  not  well  received.  The  lack  of 
interest  displayed  by  buyers  may  be  set  down  to  a 
belief  that  with  later  shipments  lower  prices 
would  rule. 

There  has  been  a steady  business  through  May 
in  all  kinds  of  black  teas  and  in  China  green 
teas.  More  interest  has  been  displayed  toward 
popular  priced  Japans,  both  pan-fired  and  basket- 
fired.  jobbers  report  that  they  are  distributing 
the  usual  amount  of  tea  for  the  season  and 
stocks  are  generally  light.  The  tea  trade  is  look- 
ing forward  to  a good  business  when  the  new 
teas  arrive  in  large  quantities. 

McNeill  & llrcciNs  Comrany’.s  New  Builbing 
Another  instance  of  expansion  beyond  the  pos- 
sibilities of  the  congested  district  is  afforded  by 
the  announcement  that  the  McNeill  & Higgins 
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New  York  Chicago  San  Francisco 

Local  offices  in  all  large  cities 


I 

When  Writing  Adver'isers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


5^0 


THE  TEA  AND  COFFEE  TRADE  JOURNAL 


June,  1916 


Cniiipaiiy,  one  of  the  oldest  of  the  wholesale 
grocery  houses  in  Chicago,  is  If)  remove  to  the 
north  of  the  river.  The  career  of  its  founder  is 
an  example  of  the  success  which  rewards  the 
ability  and  industry  of  the  foreign-horn  citizen. 
Next  spring  the  company  will  occupy  a seven- 
stor\r  warehouse  on  East  Grand  avenue.  The 
building  will  have  switch-track  connection  with 
the  Chicago  & Northwestern  Railroad  and  the 
Illinois  Tunnel.  J.  W.  B, 


PURE  FOOD  DIGEST 


Notices  of  Judgments  Issued  During  the  Month  by 
the  Department  of  Agriculture 


Washington,  D.  C,  June  1,  1916. 

' I vHE  United  States  Department  of  Agriculture 
has  recently  issued  the  following  notices  of 
judgment : 

Adulteration  and  Misbranding  of  Pepper 

4216.  U.  S.  V.  4,212  cartons  of  pepper.  De- 
fault decree  of  condemnation,  forfeiture  and  de- 
struction. 

This  refers  to  a libel  for  the  seizure  and  condem- 
nation at  Chicago  of  4,212  cartons,  each  contain- 
ing iY2  ounces  of  pepper,  and  charging  adultera- 
tion and  misbranding.  Adulteration  because  pep- 
per shells  had  been  mixed  and  and  packed  with 
the  product,  so  as  to  reduce  its  quality  and 
strength;  misbranding  for  the  reason  that  each 
of  the  cartons  bore  the  statements  in  words  and 

figures,  “G — — and Brand  ij^  Oz.  Net.  G R 

For  Good  For  Reliable  Warranted  Pure  Pepper.” 
The  statement  was  false  and  misleading  in  that 
it  represented  to  the  purchaser  that  the  article 
was  genuine  pepper.  On  June  17,  1915,  no  claim- 
ant having  appeared  for  the  property,  judgment 
of  condemnation  and  forfeiture  was  entered,  and 
the  court  ordered  the  product  destroyed. 

Adulteration  and  Misbranding  of  Pepper 

4208.  U.  S.  V.  5 barrels  of  pepper.  Consent 
decree  of  condemnation.  Product  ordered  re- 
leased on  bond. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation at  Indianapolis  of  five  barrels  of  a 
product  purporting  to  be  ground  black  pepper, 
shipped  by  the  Woolson  Spice  Company,  Toledo, 
and  charging  adulteration  and  misbranding.  The 
product  was  labeled  and  branded  so  as  to  de- 
ceive and  mislead  the  purchaser  into  the  belief 
that  it  was  pepper,  or  ground  black  peppeP,  where- 
as it  was  a mixture  of  pepper  shells  with  ground 


black  pepper.  On  June  7,  1915,  the  Woolson 
Spice  Company  having  admitted  the  allegations 
in  the  libel,  judgment  of  condemnation  was  en- 
tered. The  company  paid  the  costs  of  the  pro- 
ceedings and  tendered  its  bond  in  the  sum  of 
$1,000,  and  the  court  ordered  that  the  product 
be  delivered  to  claimant. 

Adulteration  and  Misbranding  of  Pepper 

4224.  U.  S.  V.  50  boxes  of  pepper.  Consent 
decree  of  condemnation  and  forfeiture.  Product 
ordered  released  on  bond. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation at  Ottumwa,  Iowa,  of  50  boxes,  each 
containing  two  dozen  four-ounce  packages  of 
pepper,  shipped  by-  the  Thomson  & Taylor  Spice 
Company,  Chicago,  and  charging  adulteration  and 
misbranding.  The  boxes  were  labeled ; “Wa- 
pello Chief  Brand.  Guaranteed  Finest  Spices, 
Pepper.”  The  retail  packages  were  labeled : 
“Wapello  Chief  Brand  Pepper.  Guaranteed  Fin- 
est Spices,  Pepper.  Four  ounces  net  weight  Black 
Pepper.”  Misbranding  was  charged  because  the 
boxes  did  not  contain  pure  black  pepper,  as  the 
labels  would  indicate,  but  did  contain  a mixture 
of  pepper  and  shells  which  had  been  added  to  and 
substitute  for  the  best  quality  of  black  pepper  in 
such  a manner  as  to  injuriously  affect  its  quality 
and  strength.  It  was  alleged  that  the  labeling 
of  the  boxes  was  misleading  to  a purchaser,  and 
such  as  to  enable  the  offering  of  the  contents  for 
sale  as  being  black  pepper,  when  it  was  an  un- 
lawful adulteration  and  mixture  of  the  product. 
On  June  18,  1915,  the  Thomson  & Taylor  Spice 
Company  admitted  the  allegations  and  consented 
to  a decree.  Judgment  of  condemnation  and  for- 
feiture was  entered,  and  it  was  ordered  by  the 
court  that  the  product  be  delivered  to  the  claim- 
ant, which  had  paid  the  costs  of  the  proceedings 
and  tendered  bond  in  the  sum  of  $500. 

Adulteration  of  Ground  Black  Pepper 

4232.  U.  S.  v.  5 barrels  of  ground  black  pepper. 
Consent  decree  of  condemnation.  Product  or- 
dered released  on  bond. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation at  Fort  Wayne,  Ind.,  of  5 barrels  of 
a product  purporting  to  be  ground  black  pepper, 
shipped  by  the  Woolson  Spice  Company,  Toledo, 
and  charging  adulteration  and  misbranding.  The 
barrels  were  invoiced  as  “Grd.  Blk.  Pepper,” 
whereas  pepper  shells  had  been  mixed  and  packed 
with  ground  black  pepper  so  as  to  reduce,  lower, 
and  injuriously  affect  the  quality  and  strength  of 
the  ground  black  pepper,  and  pepper  shells  had 
been  substituted  in  part  for  ground  black  pepper. 
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Heekin’s 

Heavy 

Duty 

Steel 

Cans 


may  be  relied 
upon  to  meet 
all  requisites 
in  a most 
satisfact  o r y 
manner. 

They  are 
supreme  for 
strength,  durability  and  staunchness. 

Coffee  packed  in  Heekin  Cans  will 
surely  reach  the  consumer  in  perfect 
condition — full  in  aroma,  full  in 
strength,  free  from  dust  and  exces- 
sive moisture. 

Of  fine  polished  steel,  either  painted 
or  stenciled.  Size  15  in.  x 20^  in. 
— capacity,  50  lbs.  Send  for  sample 
and  see  the  quality. 

The  Heekin  Can  Co. 

Culvert  and  New  Sts.,  Cincinnati,  0. 

“Heekin  Can  Since  1901“ 


J.  H.  WINDELS 

Coffee  Importer 
107  Front  Street 
New  York 

EASTERN 

REPRESENTATIVE 

Santos  Coffee  Co. 

Santos,  Brazil 


Straining  Your 
Imagination 
At  Your  Own 
Expense 

Value  that  can’t  be  shown  and 
proved,  but  has  to  be  imagined  is 
a delusion.  You  can  see  physical 
value,equal  to  the  price  in  COLES’ 
ELECTRIC  MILLS  AND  CHOPPERS. 
You  don’t  have  to  stretch  and 
strain  your  imagination  to  re- 
alize that  they  lack  nothing  in 
appearance  or  performance. 

Our  New  Catalog  913-T  shows 
the  full  line 

Your  Grandfathers  used  our  hand  mills  and 
we  still  make  them 

Coles 

Manufacturing  Co. 

23d  & Turner  Sts.,  Philadelphia,  Pa. 
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so  that  the  product  in  each  of  the  barrels  was 
adulterated.  On  June  7,  1915,  Woolson  Spice 
Company  admitted  the  allegations  of  the  libel, 
judgment  of  condemnation  was  entered,  the  com- 
pany paid  the  costs  of  the  proceedings  and  ten- 
dered its  bond  in  the  sum  of  $1,000.  The  court 
ordered  that  the  product  be  delivered  to  the 
claimant  company. 

Adulteration  and  Misbranding  of  Pepper 

4236.  U.  S.  V.  I barrel  of  pepper.  Consent  de- 
cree of  condemnation.  Product  ordered  released 
on  bond. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation at  Indianapolis  of  one  barrel  of  a 
product  purporting  to  be  pure  pepper,  shipped  by 
the  Thomson  & Taylor  Spice  Company,  Chicago, 
and  charging  adulteration  and  misbranding.  The 
barrel  was  marked  and  branded  as  follows:  (On 
head  of  barrel)  “Cub  Pure  Pepper,  * * *” 
(On  side  of.  barrel)  “Cub  Pure  Pepper,”  whereas 
pepper  shells  had  been  mixed  and  packed  with 
pure  pepper  so  as  to  injuriously  affect  its  quality 
and  strength,  and  pepper  shells  had  been  substi- 
tuted in  part  for  pure  pepper,  so  that  the  product 
was  adulterated.  It  was  charged  that  the  marks 
and  brands  were  false  and  misleading,  that  the 
product  was  not  pure  pepper,  that  it  was  an 
imitation  of  and  offered  for  sale  as  pure  pepper, 
that  it  was  marked  and  branded  so  as  to  deceive 
and  mislead  the  purchaser  into  the  belief  that  it 
was  pure  pepper,  and  that  the  product  was  mis- 
branded. On  June  8,  1915,  the  Thomson  & Tay- 
lor Spice  Company  admitted  the  allegations,  judg- 
ment of  condemnation  was  entered,  and  the 
claimant  paid  the  costs  of  the  proceeding  and 
tendered  its  bond  in  the  sum  of  $500.  The  court 
ordered  that  the  product  be  delivered  to  the  com- 
pany. 

Adulteration  and  Misbranding  of  Coumarin 

4238.  U.  S.  V.  200  cans  of  coumarin.  Consent 
decree  of  condemnation  and  forfeiture.  Prod- 
uct ordered  released  on  bond. 

This  refers  to  a libel  and  an  amended  libel  for 
the  seizure  and  condemnation  at  Chicago  of  two 
cases  containing  100  cans  each  of  coumarin, 
which  was  adulterated  and  misbranded.  Adulter- 
ation was  alleged  because  acetanilid  had  been 
mixed  and  packed  with  the  product,  thereby  re- 
ducing its  quality  and  strength,  and  for  the  fur- 
ther reason  that  acetanilid  is  a poisonous  ingre- 
dient which  might  render  the  food  injurious  to 
health.  Misbranding  was  charged  because  the 
cans  bore  the  statement  “Cumarin,”  which  was 
false  and  misleading  because  it  represented  to 
the  purchaser  that  the  product  was  genuine  cou- 


marin. On  August  21,  1915,  M.  L.  Barrett  & Co., 
Chicago,  claimant,  having  admitted  the  material 
allegations  in  the  libel,  judgment  of  condemna- 
tion and  forfeiture  was  entered;  but  it  appearing, 
however,  that  the  coumarin  might  be  used  for 
perfume,  the  court  ordered  that  the  product  be 
delivered  to  the  claimant  company,  upon  payment 
of  the  costs  of  the  proceeding  and  the  execution 
of  bond  in  the  sum  of  $1,000. 

Adulteration  of  Pepper 

4245.  U.  S.  V.  200  boxes  of  an  article  purport- 
ing to  be  pepper.  Consent  decree  of  condemna- 
tion and  forfeiture.  Product  ordered  released 
on  bond. 

This  refers  to  a libel  for  the  seizure  and  con- 
demnation at  Washington,  D.  C.,  of  200  boxes 
of  an  article  purporting  to  be  pepper.  The  boxes 
were  labeled,  in  part:  “No.  377  * * * Ameri- 

can Brand  Purity  Strength  Pepper,  5 lbs.  net.” 
Adulteration  was  alleged  because  the  product  had 
been  mixed  and  packed  with  pepper  shells,  which 
injuriously  affected  its  quality  and  strength,  and, 
for  the  reason  that  another  substance  had  been 
substituted,  in  whole  and  [or]  in  part,  for  the 
genuine  article.  On  July  21,  1915,  Parrish  Bros., 
Baltimore,  claimant,  having  consented  thereto, 
judgment  of  condemnation  and  forfeiture  was 
entered  and  it  was  ordered  that  the  product  be 
delivered  to  the  claimant,  on  payment  of  the  costs 
of  the  proceedings  and  the  execution  of  bond  in 
the  sum  of  $1,000. 


OBITUARY 

David  Gwynne  Evans 

David  Gwynne  Evans,  for  thirty-five  years  head 
of  the  tea  and  coffee  importing  firm  of  D.  G. 
Evans  & Co.,  504  North  Second  Street,  St.  Louis, 
died  in  that  city  May  13  at  the  ago  of  76  years. 
He  had  been  ill  for  several  months. 


William  Montague  Minford 
William  Montague  Minford,  son  of  the  late 
Thomas  Minford  and  nephew  of  L.  W.  Min- 
ford, of  L.  W.  Minford  & Co.,  coffee  brokers. 
New  York,  died  May  27,  aged  28.  Mr.  Minford 
was  in  the  coffee  brokerage  business  in  New 
York  and  had  been  a member  of  the  New  York 
Coffee  Exchange  since  June,  1911.  He  leaves  a 
widow  and  two  children. 


You  will  find  as  you  look  back  upon  your  life 
that  the  moments  that  stand  out  above  everything 
else  are  the  moments  when  you  have  done  things 
in  a spirit  of  Love. — Henry  Drummond. 
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IRWIN-HARRISONS  & CROSFIELD,  Inc. 

Importers  and  Jobbers  of  Teas 


PHILADELPHIA 
50  So.  Front  St. 


NEW  YORK 
96  Wall  St. 


BOSTON 
144  State  St. 


CHICAGO 
183  N.  Wabash  Ave. 


London  Colombo  Calcutta  Batavia  Shanghai  Hankow  Foochow 

Shidzuoka  Daitotei 


ALL  DIRECT  TO 
WOMEN  SALES 

We  sell  tea,  coffee,  cocoa  and  allied 
grocery  products  with 

MOTION  PICTURES  AND 
DEMONSTRATORS 

This  Work  is  most  unique;  we  have  a 
circuit  at  the  present  time  of  more  than  35 
pure  food  exhibitions.  We  go  direct  to 
12,000,000  women. 

We  supply  films  on  tea,  coffee,  cocoa, 
cocoanut  cultivation. 

Write  us  for  additional  information  on 
this  combination  plan  of  ACTUAL  SELL- 
ING. Costs  are  so  low  that  the  smallest 
packer  can  take  advantage  of  it. 

STANDARD  NEWSFILM,  Inc. 

706  Times  Bldg.  New  York  Cily 


jrt  I 
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BRAUNLIIMG  COF’F’EE  COMEA.IMY  g 

Importers  and  dobbers  Speeialists  In  Bourbons 

132  FRONT  SXRFEX  NEW  YORK  ^ 

Members  of  the  Coffee  Exchange  of  the  City  of  New  York 
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THE  NEW  YORK  MARKETS 


Special  Market  Reviews  for  “The  Tea  a ad  Coffee 
Trade  Journal” 


New  York,  June  i,  1916. 

The  demand  from  the  interior  for  the  month 
has  been  disappointing.  The  country  still  per- 
sists in  its  waiting  policy  to  a greater  extent  than 
is  usual  even  at  this  time  of  the  year.  The  crop 
year  is  ending  and  the  lack  of  buying  would  natur- 
ally be  expected  to  cause  an  easing  off  of  prices. 
The  market,  however,  is  very  firm  for  spot  sup- 
plies, with  quotations  at  the  primary  ports  higher 
than  here.  Should  there  be  any  general  inquiry 
from  out  of  town,  it  is  probable  that  prices  will 
advance  sharply  until  the  demand  has  been  satis- 
fied. The  visible  supply  has  been  decreasing,  but 
as  the  new  crop  comes  forward  warehouse  stocks 
will  show  an  increase.  It  is,  therefore,  probable 
that  any  advance  would  be  but  temporary,  and 
that  lower  prices  will  rule  during  the  summer 
months. 

The  available  supply  of  milds  is  larger  and 
prices  are  fractionally  lower.  Maracaibos  follow 
the  Santos  market  more  closely  than  other  mild 
coffees,  but  are  a little  easier.  Colombians  are 
lower,  taken  as  a whole,  but  chops  of  exceptional 
bean  and  cup  are  commanding  the  usual  premium. 

Mocha  has  reacted  and  apparently  the  supply  is 
sufficient  to  take  care  of  demands.  The  fact  that 
Java  coffees  are  practically  off  the  market  must 
have  some  effect  on  the  sale  of  Mocha,  as  many 
roasters  have  had  to  discontinue  their  Java  and 
Mocha  labels  and  substitute  other  brands  in  place. 

Tea  Prices  Firm,  but  Demand  Light 

The  tea  market  for  the  month  has  been  a very 
firm  affair,  but  demand  has  been  disappointing  in 
the  extreme.  It  is  difficult  to  understand  why 
the  trade  has  been  so  slow  to  act  in  regard  to 
tea  when  warehouse  supplies  are  some  200,000 
packages  less  than  in  1913.  There  is  a sufficient 
quantity  to  meet  requirements  for  three  months, 
or  enough  until  the  new  crop  arrives,  but  the 
markets  abroad  are  opening  from  three  to  ten 
cents  above  last  year,  and  prices  are  bound  to 
reach  higher  levels. 

The  advance  in  silver  is  affecting  China  teas. 
Steamer  room  is  hard  to  get  and  freights  are 
higher.  Russia  is  buying  liberally  of  China  tea. 


and  all  lines,  particularly  low  grades,  are  good 
property  even  at  current  quotations. 

Poor  Demand  for  Spices,  Except  Nutmegs 

The  spice  market  is  moving  in  rather  narrow 
limits.  Prices  have  shown  a tendency  to  react, 
but  it  should  be  noted  that  values  are  higher 
abroad  than  they  are  here.  Spot  stocks  are  short, 
and  as  soon  as  demand  starts  it  will  result  in 
pushing  prices  higher. 

Peppfr — Lower  prices  have  ruled,  as  demand 
has  fallen  off.  There  is,  however,  no  basis  for  a 
lower  market. 

Pimento — Poor  demand,  with  very  little  change 
in  quotations. 

Cloves — Prices  fractionally  lower,  due  to  de- 
crease in  business,  but  on  supplies  to  come  for- 
ward quotations  are  higher. 

Gingers — About  the  same  as  to  price,  but  de- 
mand somewhat  lighter. 

Cassias — Prices  lower,  but  steady,  with  rather 
better  demand  than  for  the  list  in  general. 

Mace — Very  little,  if  any,  change  in  price.  Not 
very  heavy  demand,  but  still  the  orders  have  been 
fair. 

Nutmegs — They  seem  to  have  been  the  excep- 
tion, for  there  has  been  an  active  demand.  The 
supply  is  short  of  estimated  demand,  and  prices 
are  therefore  firmly  held. 


INFORMATION  FOR  BUYERS 


Pithy  Suggestions  as  to  Where  to  Buy  to  the 
Best  Advantange — News  of  the  Manu- 
facturing Field. 


C.  E.  Bickford  & Co.  Expand 
C.  E.  Bickford  & Co.,  the  progressive  coffee 
brokerage  house,  recently  established  a branch 
office  at  Chicago  under  the  management  of  Frank 
G.  Irwin,  who  had  previously  been  associated 
with  Frederick  J.  West,  the  New  York  coffee 
importer.  Mr.  Irwin  is  well  and  favorably 
known  to  coffee  buyers,  having  been  associated 
with  Frederick  J.  West  for  about  thirteen  years, 
calling  on  the  trade  in  various  sections  of  the 
country.  Mr.  Irwin  will  be  assisted  by  R.  W. 
Lamprecht. 

This  firm  will  also  open  a branch  at  New 
Orleans  on  or  about  July  i,  in  charge  of  W.  H. 


Attractive — Tastefully  Decorated — Well  Arranged  PREMIUM  COFFEE  ASSORTMENTS 
For  THE  WHOLESALE  GROCER  or  THE  COFFEE  ROASTER 
Our  Years  of  Experience  Count  for  Much  in  Giving  You  Real  Service 
W.  I.  GAHRIS,  President  THE  LIMOGES  CHINA  COMPANY,  Sebrin^,  Ohio 
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Mr.  Coffee  Roaster, 

Mr.  Tea  Packer, 

Mr.  Baking  Powder  Man. 

The  reasons  you  should  buy  your  cans  of  us: 


BECAUSE 

BECAUSE 

BECAUSE 

BECAUSE 

BECAUSE 


Our  prices  will  save  you  money 
and  OUR  prices  of  LITHO- 
GRAPHED cans  cost  about 
the  same  as  plain  tins  paper 
labeled. 

WE  DO  NOT  CHARGE  FOR 
PLATES. 

Our  quality,  WORKMAN- 
SHIP, DESIGNS  and  SERV- 
ICE are  unexcelled. 

We  are  one  of  the  largest  INDE- 
PENDENT manufacturers  in 
the  United  States,  and  meet 
competition  anywhere. 

We  are  EXPERIENCED 
makers  of  high  grade  LITHO- 
GRAPHED and  plain  tin  cans 
of  the  better  KIND. 


New  Orleans  Can  Co. 

New  Orleans  U.  S.  A. 


P.  S. — In  asking  for  quotations,  state  sizes, 
number  of  colors  and  quantities. 


Harry  C.  Danaher 

Coffee 

Commission 

New  Orleans,  La. 

Member  New  Orleans  Board  of  Trade 


Chas.  Dittmann  F.  V.  Allain  Chas.  S.  Dittmann  Jr. 
Member  N.  Y.  Coffee  Exchange 

CHARLES  DITTMANN  CO. 

Coffee  Commission 

New  Orleans — 501  Gravier  St.,  P.  O.  Box  747 
Chicago,  326  River  St.,  Rooms,  203-204 
AGENTS  FOR: 

Messrs.  Ed.  Johnston  Son  & Co.,  London 

Messrs.  E.  Johnston  & Co.,  Ltd.,  Santos 

Messrs.  Atlas  Coffee  Co.,  Ltd.,  Rio-de-Janeiro 

Messrs.  Norton  Megaw  & Co.,  Ltd.,  London 

Messrs.  Norton  Megaw  & Co.,  Ltd.,  Rio-de-Janeiro 

Messrs.  Arbuthnot,  Latham  & Co.,  Bankers,  London 

Messrs.  Fred’k.  Huth  & Co.,  Bankers,  London 

U.  S.  Branch  of  Thames  & Mersey  Marine  Insurance 

Co.  Ltd.,  of  London  & Manchester 

London  Assurance  Corporation  (Fire  Insurance) 

Commerclsl  L^etters  of  Credit  Issued 

Our  spot  department  makes  a specialty  of  selecting 
and  purchasing  coffees  for  the  interior  trade. 


What  are\bur 

COCOA 

PROFITS 

Small  or  Large? 


WHY  sell  cocoa  at  a very 
small  profit  when  you 
can  sell  one  that  will  allow  you 
a bigger  slice  of  every  dollar 
you  take  in.f^ 

We  will  put  up  under  your  own 
label  a cocoa  you  can  recommend 
to  your  best  customers.  Then 
every  can  you  sell  not  only  gives 
you  more  profit,  but  also  adver- 
tises your  store. 

Write  for  samples,  prices  and 
assortment  of  labels. 


PENNSYLVANIA  CHOCOLATE 
COMPANY  Pittsburgh,  U.  S.  A. 

Branch  Office*:-— Philadelphia,  Chicago, 

New  York,  Cleveland,  St.  Louis 


VANILLA 

BEANS 


THURSTON  & BRAIDICH 

128  WILLIAM  STREET 
NEW  YORK 
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Poyntcr,  formerly  in  the  coffee  brokerage  business 
at  Denver,  and  for  the  past  three  years  in  the 
same  line  at  San  Francisco.  Mr.  Poynter  was 
for  several  years  a salesman  for  Stein wender, 
Stoffregn  & Co. 

With  the  establishment  of  these  new  branches, 
C.  E.  Bickford  & Co.  will  have  offices  at  all  the 
larger  coffee  distributing  points  of  the  United 
States.  The  head  offices  are  at  San  Francisco, 
and  branches  are  maintained  at  New  York  and 
Portland,  Oregon,  in  addition  to  the  above  men- 
tioned cities. 

The  “Plimpton”  Transfer  Truck 
The  Plimpton  Elevating  Hand  Truck  shown 
herewith  represents  a comparatively  new  devel- 
opment in  factory  efficiency.  This  truck  is  used 
in  conjunction  with  a specially  constructed 
platform  which  permits  of  the  rapid  handling  of 
heavy  merchandise  in  factory  or  warehouse. 

The  truck  is  so  made  that  when  it  is 
placed  under  the  slightly  elevated  spe- 
cial movable  unit  platform  it  readily 
raises  the  loaded  platform  from  the 
floor,  thus  permitting  the  merchandise 
to  be  moved  about  quickly. 

This  truck  should  appeal  particularly 
to  wholesale  grocers  and  coffee  roasters. 
By  using  it  in  combination  with  the 


An  Elevating  Hand  Truck 


special  platform  furnished  by  the  manufacturers, 
the  coffee  roaster  can  eliminate  many  unnecessary 
handlings  of  the  coffee  in  the  warehouse  and 
roasting  room. 

Some  of  the  advantages  claimed  for  this  truck 
by  the  manufacturers  are  the  saving  in  time, 
storage,  space,  labor,  and  capital. 

For  complete  information  concerning  this 
unique  device,  address  The  Plimpton  Transfer 
Truck,  70  P'ifth  avenue.  New  York  City. 


CASH  REGISTER  CO.  OFFERS  PRIZES 

The  National  Cash  Register  Company,  Dayton, 
Ohio,  is  offering  $1,000  in  prizes  to  the  employees 
of  retail  stores  for  suggestions  relative  to  the 
improvement,  sale  or  use  of  its  registers.  The 
money  will  be  divided  among  99  contestants  who 
send  in  the  best  suggestions,  as  follows : For 

best  suggestion,  $50;  for  second  best,  $40;  for  two 
next  best,  $30  each,  $60;  for  five  next  best,  $25 
each,  $125;  for  ten  next  best,  $20  each,  $200;  for 
twenty-five  next  best,  $10  each,  $250;  for  fifty-five 
next  best,  $5  each,  $275. 

All  suggestions  must  reach  the  offices  of  the 
company  before  midnight,  July  15,  1916,  in  order 
to  be  considered  in  the  competition.  Awards  will 
be  made  by  a committee  of  three  department 
heads  of  the  National  Cash  Register  Company. 


CENTRAL  AMERICAN  COFFEE  TRADE 

In  a circular  letter  recently  issued,  C.  E.  Bick- 
ford & Co.,  coffee  brokers,  San  Francisco,  give 
some  interesting  facts  concerning  the  growth  of 
the  coffee  trade  between  this  country  and  Central 
America.  The  circular  states  that  from  January 
I to  May  22,  1916,  309,753  bags  of  Central  Ameri- 
can coffee  were  received  at  San  Francisco,  as 
compared  with  223,935  in  1915  and  142,625  in  1914. 

According  to  C.  E.  Bickford  & Co.,  San  Fran- 
cisco is  enjoying  the  lowest  freight  rates  to 
coffee-producing  countries  that  have  obtained  in 
years,  the  rates  being  33  1/3  per  cent  lower  than 
before  the  European  war,  and  from  200  to  400  per 
cent  lower  than  the  rates  prevailing  in  other  parts 
of  the  world.  The  firm  predicts  that  even  after 
peace  has  been  declared  San  Francisco  will  con- 
tinue to  be  the  principal  receiving  port  for  Cen- 
tral American  coffees,  and  that  these  coffees  will 
rapidly  grow  in  favor  in  this  market. 


SALIENT  TRADE  NOTES 

The  Merchants’  Profit  Sharing  Corporation  has 
been  incorporated  in  New  York,  with  a capital 
of  $300,000,  to  do  a general  merchandising  and 
premium  business.  The  incorporators  are : 
N.  R.  Jessup,  Riverside,  Conn. ; W.  L.  Barnum, 
1 15  Broadway;  C.  K.  Pullen,  795  St*.  Nicholas 
avenue.  New  York  City. 


F*HOSF*HA.XE 

For  Baking  Powder  and  Prepared  Flour 

RROVIDEMT  CHEMICAL  WORKS 

Main  Office  and  Works:  8011  IDAHO  AVENUE,  ST.  LOUIS  Branch  Offices:  NEW  YORK,  CHICAGO 
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SPICES 

FOR 

THE  JOBBING  TRADE 

When  you  are  in  the  market  for 
spices,  whole  or  ground,  it  will  pay 
you  to  get  in  touch  with  us. 

Our  spices  are  high  grade; 
ground  and  packed  in  accordance 
with  national  and  state  food  law 
requirements,  by  experienced 
millers,  in  a fully  equipped 
modern  plant. 

Price  list  and  samples  on  re- 
quest. 

ARCHIBALD  & LEWIS  CO. 

Importers  and  grinders  of  Tapioca,  Spices, 
Drugs,  Chemicals,  Seeds  and  East  India  Goods 

80  Wall  Street  87-93  Farman  Street 

New  York  City  Brooklyn,  N Y. 


M I T S U I & C O . , Ltd. 

Importers  of 

FORMOSA  TEAS,  FTC. 

PLANT  IN  TAIPEH,  FORMOSA 
TEA  DEPARTMENT 

87  Front  St.,  and  23  Madison  Avenue,  New  York 
Branches  All  Over  The  World 


WM.  J.  JAEGER 

Manufacturer  of 

TIN  CANS  AND  BOXES 


390  Hudson  Street  New  York 

Tea,  Coffee  and  Spice  Trade  Our  Specialty 
Confectionery  Cans  and  Boxes 


We  are  Headquarters  for 

Teas  Of  All  Kinds 

CHINAS— JAPANS— FORMOSAS 
J ARDINE,  M ATHESON  S CO..  LTD. 

Commisaion  Merehanta  and  Importera 

63  WALL  STREET  NEW  YORK 


The  Laurel  Improved 
Coffee  Granulator 
and  Chaff  Remover 

Cheapest  and  best  machine 
on  the  market.  Capacity 
300  lbs.  steel  cut  per  hour. 
The  machine  you  will  want 
to  increase  your  sales  of 
clean  ground  coffee.  Write 
for  photo,  information,  and 
sample  of  the  work  of  ma- 
chine. 

The  Laurel  Nf g.Co. 

627  N.3d  St.,Phila.,Pa. 


E.  B.  MOLLER  & CO. 

Importers,  Growers  and  Manufacturers  of 

CHICORY  AND 
COFFEE  SUBSTITUTES 

OF  EVERY  GRADE 

211  FRANKLIN  STREET.  NEW  YORK 


REEVE  & VAN  RIPER 

WAREHOUSEMEN 

Milling,  Cleaning,  Hulling, 
LtiJPrJldl  Separating  and  Picking 

Packers  of  Teas  packages  a specuJty 
Storage  and  Weighing 

46-48-49  WATER  ST..  NEW  YORK 


CHICO  RY 


3 


HENRY  FRANCK  SONS,  Inc. 

FLUSHING,  N.  Y. 

Growers,  Dryers,  Roasters  and  Manufacturers  of  Chicory 
in  all  its  Various  Forms 

Samples  and  prices  upon  request. 
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The  National  Equipment  Company  has  in- 
stalled in  the  plant  of  Stephen  F.  Whitman  & 
Sons,  confectionery  manufacturers,  Philadelphia, 
a Burns  No.  5 portable  coal-fuel  cocoa  roaster. 

Henry,  Kemmler  & Co.,  wholesale  coffee  roast- 
ers, Pittsburgh,  have  removed  from  Grant  street 
to  a four-story  building  on  Seventh  avenue.  New 
roasting  equipment,  including  four  No.  i Burns 
roasters,  cooling  and  stoning  apparatus,  etc.,  is 
being  installed. 

The  Ellis  Coffee  Importing  Company,  roaster 
and  jobber,  203-5-7  South  Eleventh  street,  Phila- 
delphia, has  leased  the  four-story  building  at  135 
South  Eleventh  street,  with  rear  five-story  build- 
ing, and  will  alter  them  to  meet  the  requirements 
of  its  growing  business.  The  half-bag  Burns 
roasting  outfit  will  be  reset  and  a 2-bag  peanut 
roaster  will  be  installed. 

The  Palace  Grocery  Company,  Denver,  has  re- 
cently fitted  up  an  attractive  coffee  department 
and  has  installed  a half-bag  Burns  outfit  for 
doing  its  own  roasting  work. 

The  Huntley  Manufacturing  Company,  Silver 
Creek,  N.  Y.,  manufacturer  of  coffee  machinery, 
announces  that  it  will  shortly  issue  a complete 
new  catalog  of  its  line,  which  includes  the  well- 
known  “Monitor”  gas  roaster. 

J.  A.  Folger  & Co.,  who  operate  coffee  roasting 
plants  at  San  Francisco  and  Kansas  City,  are  pre- 
paring for  the  addition  of  a four-bag  Burns 
“Jubilee”  gas  roaster  in  their  San  Francisco  es- 
tablishment. 

At  the  Southern  Wholesale  Grocers’  Association 
convention,  held  at  Memphis,  May  24,  President 
J.  H.  McLaurin  was  re-elected.  The  other  offi- 
cers for  the  ensuing  year  are : P.  R.  Paine,  Mem- 
phis, first  vice-president;  Frank  Lanier,  Americus, 
Ga. ; J.  M.  Wood,  Brookhaven,  Miss.;  Leon  Good- 
man, San  Antonio,  Tex.,  second,  third  and  fourth 
vice-presidents,  respectively.  James  Lasseter,  of 
Jackson,  Fla.,  was  re-elected  treasurer. 


ceries  and  meats,  Pasadena,  will  install  a Burns 
fialf-bag  roasting  outfit  in  the  window  of  one  of 
its  Bon-Ton  stores.  Isaac  Jones,  formerly  of 
Pittsfield,  Mass.,  has  taken  charge  of  the  coffee 
department. 

The  Girard  Grocery  Company,  now  at  Fifth 
and  Willow  streets,  Philadelphia,  will  erect  an  en- 
tirely new,  centrally  located  building,  to  cost 
000.  Ample  space  will  be  devoted  to  both  private 
and  public  offices,  committee  and  reception  rooms, 
assembly  hall,  etc. 

Lang  & Co.,  Portland,  Ore.,  are  installing  a 
“Challenge”  pulverizer  for  producing  finely  pow- 
dered coffee. 

Jardine,  Matheson  & Co.,  Ltd.,  New  York,  an- 
nounce the  removal  of  its  general  offices  to  the 
Madison  Avenue  Building,  25  Madison  avenue. 
For  the  present  the  tea  department  will  be  con- 
tinued at  63  Wall  street. 

A noteworthy  addition  to  recently-constructed 
wholesale  grocery  buildings  is  the  nine-story  fire- 
proof structure  of  the  Ridenour-Baker  Grocery 
Company,  Kansas  City,  Mo.  The  sixth,  seventh, 
eighth  and  part  of  the  ninth  floors  are  devoted 
to  manufacturing  and  packing.  Raw  materials 
starting  on  the  top  floor  are  turned  out  as  finished 
products  on  the  sixth  floor.  The  coffee-roasting 
room  on  the  ninth  floor  is  equipped  with  seven 
Burns  No.  i roasters,  cooling  and  stoning  appa- 
ratus with  labor-saving  connections.  Green  cof- 
fee machinery  and  storage,  spice  cracking  and 
storage,  roasted  coffee  bins  and  a complete  print- 
ing plant  are  on  the  eighth  floor.  The  seventh 
story  is  devoted  to  coffee,  spice  and  sugar  grind- 
ing and  the  manufacturing  and  mixing  of  cereals, 
extracts,  syrups,  flour  and  jelly  powder.  The 
peanut  roasting  plant  is  also  here.  The  packing 
department  occupies  the  entire  sixth  floor.  The 
offices  are  on  the  ninth  floor.  Jabez  Burns  & 
Sons,  New  York,  were  engaged  to  make  draw- 
ings, as  engineers,  not  only  for  the  new  coffee- 
roasting  equipment  but  for  all  other  manufactur 


The  H.  G.  Chaffee  Company,  dealer  in  gro-  ing  departments. 


TBA  COFFEB  RICE 

Merchandise  of  poor  Quality  is  never  cheap.  It  is  economy 
to  seek  Standards  of  Quality. 

Good  goods  are  an  asset  that  means  Business  Good  Will  an 
asset  built  on  Character  and  fair  price. 

Correspondence  solicited — Wholesalers  and  Jobbers  only. 

M.  J.  BRANDENSTEIN  & CO.,  96  Wall  Sf„  New  York 
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COFFEE  MEN  PARADE 


Members  of  New  York’s  Tea,  Coffee,  Spice  and  Sugar 
Trades  March  for  Preparedness 


About  130,000  citizens  of  New  York  paraded 
the  streets  of  the  city  on  May  13  to  demon- 
strate their  belief  in  and  desire  for  adequate  mili- 
tary preparedness.  It  is  claimed  that  in  point 
of  numbers  this  parade  has  never  been  equaled 
in  this  country.  It  started  early  in  the  morning' 
and  lasted  until  late  in  the  evening. 


Charles  McDougall 
Marshal  of  the  Lower  Wall  Street  Division 

None  of  the  participants  were  uniformed  ex- 
cept the  members  of  the  200  or  more  bands  which 
were  in  line.  Each  marcher  carried  an  American 
flag,  banners  being  prohibited,  except  those  an- 
nouncing the  various  divisions.  There  were 
twenty  men  to  each  company,  with  a captain. 
The  New  York  wholesale  coffee,  tea,  spice  and 
sugar  trades  marched  under  the  banner  of  Lower 
Wall  Street  Business  Men’s  Association,  with  a 
total  of  about  1,200  men,  other  trades  bringing  the 
total  number  in  this  division  up  to  2,200.  The  cof- 
fee trade  turned  out  about  twenty  companies 
strong,  the  tea  trade  ten,  the  spice  trade  six,  and 
the  sugar  trade  fourteen  companies. 

Wm.  Bayne,  Jr.,  Heads  Division 
Charles  McDougall,  of  Arnold,  Dorr  & Co., 
New  York,  was  marshal  of  the  Lower  Wall  Street 
Division,  and  Charles  R.  Coffln  was  adjutant. 


The  aides  were  H.  Herrfeldt,  J.  E.  Larkin,  J.  J. 
McNamara,  B.  H.  Old,  A.  H.  Platt,  W.  D.  Stuart, 
H.  C.  Thorn,  L.  C.  Tyler,  A.  G.  McCarthy. 

Wm.  Bayne,  Jr.,  President  of  the  New  York 
Coffee  and  Sugar  Exchange  and  President  of  the 
Lower  Wall  Street  Business  Men’s  Association, 
was  at  the  head  of  the  parade,  directly  following 
the  marshal.  Flanking  Mr.  Bayne  were  James  H. 


Tea  Men  Lined  Up  on  Front  Street 

Taylor,  treasurer  of  the  New  York  Coffee  and 
Sugar  Exchange;  A.  Wakeman,  Secretary  of  the 
Lower  Wall  Street  Business  Men’s  Association, 
and  F.  C.  Lowry,  of  the  Federal  Sugar  Company. 
A company  of  prominent  Lower  Wall  Street  busi- 
ness men  acted  as  escort  for  President  Bayne. 


Some  Tea  and  Coffee  Patriots 

The  various  companies  were  captained  by  many 
of  Front  Street’s  well-known  business  men,  and 
staid  and  prosperous  old-timers  marched  side  by 
side  with  the  young  fellows  in  the  ranks.  One 
hundred  employees  of  the  Ward  Steamship  Lines 
brought  up  the  rear  of  the  Lower  Wall  Street 
Division,  carrying  an  immense  American  flag 
which  extended  from  curb  to  curb. 
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The  Steinwender-Stoffregen  Coffee  Co.  Mustered  a Complete  Company,  Captained 

BY  Chris.  Arndt 

THE  TEA  AND  COFFEE  TRADES  BELIEVE  IN  PREPAREDNESS 


THE  PRACTICAL  RETAIL  GROCER 


^ A department  devoted  to  the  discussion  of  problems  which  vex  retailers; 
telling  how  to  arrange,  display  and  sell  goods;  how  to  systematize;  how  to  ad- 
vertise; how  to  obtain  the  maximum  eflSciency  in  the  grocery  business. 


CO-OPERATION  V.  COMPETITION 


Closer  Community  of  Interest  Between  Manufacturer 
and  Retailer,  with  Superior  Service  by  Both, 
Suggested  as  the  Remedy  for  Ruinous 
Chain  Store  Price-Cutting 

IT  W,  NASH,  manager  of  the  Food  Depart- 
• ment  of  the  General  Chemical  Company, 
who  has  worked  out  an  entirely  new  sales  plan 
in  connection  with  Ryzon  Baking  Powder,  cov- 
ered the  subject  of  manufacturer-retailer  co- 
operation and  standardized  profits  very  thor- 
oughly in  a comprehensive  paper  recently  read 
before  the  Manhattan  and  Bronx  Retail  Grocers’ 
Association,  New  York.  We  present  herewith 
some  excerpts  from  Mr.  Nash’s  address : 

It  is  generally  agreed  by  all  who  have  studied 
the  grocery  business  that  if  a retail  grocer  is  to 
make  a success  of  his  business  it  must  be  done  on 
the  basis  of  superior  service.  Until  recently  the 
main  problems  before  the  retail  grocer  were : 

(i.)  How  to  run  his  store  on  the  basis  of 
equal  prices  with  the  rest  of  the  grocery  trade 
and  make  it  more  attractive  through  better  serv- 
ice. which  would  draw  the  desired  patronage;  or. 

(2.)  How  to  sell  a greater  volume  of  the 
trade  staples  at  somewhat  lower  prices  than  his 
competitors,  yet  with  a profit  obtained  through  a 
better  organization  of  his  business,  or  the  greater 
volume  of  turn-over  as  against  a lower  cost  of 
doing  business  on  staples  of  large  volume ; or, 
(3.)  How  to  combine  the  above  two  elements 
successfully,  sell  standard  trade-marked  adver- 
tised goods  at  the  standard  advertised  prices,  which 
return  a fair  profit,  and  combine  with  them  a 
larger  volume  of  staples  on  a basis  attractive  to 
the  consumer  and  profitable  to  the  retailer. 

Within  the  last  few  years,  however,  the  retail 
grocery  trade,  especially  in  this  section,  has  seen 
the  growth  and  expansion  of  a new  character  of 
irregular  retailer  or  retailing  wholesaler,  giving 
at  his  stores  less  service  than  the  regular  retailer, 
combined  with  lower  selling  prices  to  the  con- 
sumer, which  he  is  able  to  do,  chiefly  because  of 
combination  facilities  for  buying  in  wholesale 
quantities,  or  concessions  from  manufacturers  of 
trade-marked  merchandise. 


Trade-Mark  Specialty  Marketing  Problems 

The  manufacturer  who  undertakes  to  market 
in  a large  way  a grocery  specialty,  with  the  aid  of 
the  regular  retail  grocer,  is  confronted  to-day 
with  these  basic  problems : 

(i.)  To  make  the  specialty  attractive  to  the 
retailer  it  must  bear  a sufficient  net  profit  in  com- 
parison with  competing  brands  or  unbranded 
goods. 

(2.)  It  must  be  sufficiently  advertised  to  the 
consumer  to  create  a market  which  the  retailer 
may  take  advantage  of,  by  his  cooperation  through 
selling  it  to  his  trade  profitably. 

(3.)  It  must  be  of  such  value  to  the  consumer 
at  the  price  asked,  in  comparison  with  competing 
products,  as  will  hold  permanent  consumer 
patronage  through  service  rendered. 

Hence,  you  will  see  that  the  problem  of  the 
manufacturer  putting  out  a trade-marked  gro- 
cery specialty  is  the  same  as  that  of  the  retail 
grocer,  namely,  superior  service. 

The  Retailer’s  Service  to  His  Customer 

Part  of  the  service  performed  by  the  retail  gro- 
cer is  the  saving  of  time  and  effort  by  the  com- 
sumer,  under  which  heading  comes  delivery  serv- 
ice. telephone  service  and  personal  service  by  the 
right  kind  of  clerks.  One  of  the  most  important 
services  of  all  is  credit  to  whom  credit  is  due. 
These  elements  of  service  are  all  worth  some- 
thing to  the  consumer,  and  are  recognized  as 
being  of  value,  which  the  majority  of  consumers 
have  always  paid  for  and  will  always  be  willing 
to  pay  for. 

Unfair  Price  Concessions  to  Large  Buyers 

More  than  (So  per  cent  of  the  grocery  business 
of  this  country  is  still  in  the  hands  of  the  regu- 
lar retailer,  and  he  has  no  reason  to  fear  the  large 
organizations,  chain  stores,  department  stores 
and  the  like,  if  these  concerns  do  not  enjoy  trade 
privileges  which  are  not  extended  to  the  individ- 
ual retailer,  because  if  the  large  department  store 
or  chain  store  organization  had  to  do  business  on 
the  basis  of  the  same  overhead  cost  as  you  arc 
able  to  do  it  on,  they  would  soon  go  out  of  busi- 
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For 

Uniform  Quality,  Satisfaction 
and 

Increased  Coffee  Trade 

TRY 

WEIR’S 
RED  RIBBON  COFFEE 


Packed  in  1-lb.  double  foil  interlined  bags;  also  tins. 

ROSS  W.  WEIR  & CO.,  Inc. 

NEW  YORK 


ROYAL 


BAKING 

POWDER 


ABSOLUTELY  PURE 


ROYAL  BAKING  POWDER  has  “no  season’'  and  “no  sec- 
tion’' because  it  sells  everywhere  all  the  time.  Of  all  the 
standard  products  in  the  grocery  business,  none  has  more 
thorough  distribution  and  active  demand  than  ROYAL 
BAKING  POWDER. 


RDYAL  BAKING  POWDER  CO.  INI 

~TS — — rai 


Keep  a good  stock  of  ROYAL  BAKING  POW- 
DER  on  hand  and  keep  it  well  displayed,  be- 
cause it  will  pay  you  more  and  surer  profit  than 
you  can  make  on  inferior  brands. 


Contains  No  Aium  Nor  Phosphate 
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iK'Ss.  'I'lic  only  thing  that  enables  these  irregu- 
lar organizations  to  go  forward  as  they  are  now 
doing  is  concessions  from  manufacturers  of  trade- 
marked  goods,  that  enal)le  a lower  selling  price 
hy  such  organizations  on  standardized  merchan- 
dise to  draw  trade  from  those  who  cannot  afford 
to  meet  these  prices  on  the  basis  of  the  costs 
which  they  get  and  the  service  which  they  give. 

Standakuized  Profits  for  the  Retailer 

I'or  a proper  organization  and  handling  of  the 
average  retail  grocery  business  it  is  essential  to 
have  some  sort  of  profit  standardization  or  insur- 
ance which  will  enable  the  retailer  to  figure  safely 
and  accurately  as  to  what  he  can  or  cannot  do  in 
the  way  of  prices,  if  he  is  to  run  his  business  suc- 
cessfully and  serve  the  community  on  a mutually 
beneficial  basis. 

As  practical  grocers,  you  know  that  without  co- 
operation between  the  manufacturer  and  the  re- 
tailer to  maintain  the  reputation  and  value  of 
trade-marked  articles,  the  natural  tendency  in 
the  trade  is  deteriorization  of  quality  and  substi- 
tution of  inferior  goods  to  meet  purely  price  com- 
petition. 

The  normal  cost  of  doing  a retail  grocery  busi- 
ness under  modern  conditions  varies  from  15  per 
cent  to  18  per  cent  of  the  gross  sales ; 17  per 
cent  is  considered  a fair  average.  The  grocer’s 
gross  profit  on  all  sales  averages  only  20  per 
cent,  rarely  more,  often  less.  Hence,  he  can  fig- 
ure on  an  actual  net  profit  of  only  3 per  cent  on 
his  gross  volume  of  business.  If  a grocer  with  a 
capital  of  $2,000  turned  his  entire  capital  over 
every  month,  on  $24,000  annual  sales,  his  net  earn- 
ings would  be  only  $720,  after  charging  a fair 
price  for  his  own  services  in  running  the  store 
and  doing  the  clerical  and  office  work.  Now,  $720 
return  on  $24,000  sales,  requiring  the  supervision, 
risk,  long  hours  and  hard  work  required  in  the 
grocery  trade,  as  compared  with  the  profits  and 
conditions  in  other  lines  of  business,  shows  how 
much  truth  there  is,  in  the  talk  that  the  grocer’s 
profits  are  in  any  way  responsible  for  the  high 
cost  of  living. 

In  addition,  the  army  of  small,  unbusinesslike, 
unsuccessful  grocers,  who  come  in  and  go  out  of 
the  business  annually,  slaughtering  goods  with- 
out any  regard  to  their  value  or  cost,  because  they 
don’t  know  what  it  costs  to  do  business,  renders 


it  next  to  impossible  for  the  retailers  themselves, 
without  cofiperative  assistance  on  the  part  of  the 
manufacturer  or  trade-marked  goods,  to  take  any 
effective  action  for  price  maintenance  reform, 
especially  as  they  are  confronted  witK  the  Sher- 
man Law,  if  they  combine  to  that  end-. 

The  Manufacturer’s  Responsibility 
Hence,  the  conclusion  which  any  practical  mar- 
keter must  arrive  at  on  this  subject  is  that  the 
manufacturer  who  puts  his  name  on  an  article  is 
responsible  for  its  value  and  quality,  and  under- 
takes to  market  it  through  advertising,  with  an 
identity  which  distinguishes  it  from  other  goods, 
should  standardize  the  selling  plan  on  a fair  basis 
to  all  classes  of  trade,  and  should  be  expected 
and  required  to  win  his  success  on  the  basis  of 
the  value  of  his  article  to  the  consumer  at  the 
price  he  asks  for  it  in  competition  with  all  other 
articles  of  similar  nature.  This  puts  the  respon- 
sibility where  it  belongs.  The  real  competitor  on 
a trade-marked  article  is  the  man  who  produces 
it  and  puts  his  name  on  it.  The  retail  grocer’s 
responsibility  should  be  and  is ; 

(i.)  To  see  that  the  article  offered  has  real 
value  to  his  customers. 

(2.)  To  require  that  such  article  carry  a 
profitable  margin  to  him  for  his_  services  and  ex- 
pense in  stocking  and  handling  it. 

(3.)  Given  the  above  two  elements,  then  it 
should  be  a matter  of  comparative  ability,  work, 
capital,  organization  and  personality  as  between 
the  various  grocers  as  to  who  will  succeed  on 
their  merits,  and  such  a plan  gives  every  man  in 
the  grocery  business  a fair  deal. 

Ryzon  stands  for  the  principle  of  price  stand- 
ardization, of  known  value  and  quality,  to  win  on 
its  merits  in  competition  with  all  other  baking 
powders,  and  with  a fair  compensation  to  the  re- 
tailer and  that  insured.  We  believe  that  coop- 
eration for  mutual  benefit  is  a greater  force  in 
modern  business  than  competition,  especially  when 
competition  is  unrestrained  and  destructive  of  the 
public  interest. 

Co-operation  for  Price  Maintenance 

If  the  manufacturer  does  not  protect  the  re- 
tailer how  can  the  retailer  protect  the  manufac- 
turer. If  the  retailer  does  not  co-operate  with  the 
manufacturer  for  legitimate  price  maintenance 
and  standardized  jirofits,  neither  manufacturers 
nor  retailers  can  keep  down  their  cost  of  doing 
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In  Every  Easicet 

Greater  than  any  possible  profit  to  the  up-to-date 
grocer  is  the  satisfaction  of  selling  a good  article. 

Shredded  Wheat 

brings  to  the  grocer  both  profit  and  satisfaction.  Shredded 
•Wheat  in  every  basket  that  goes  out  means  satisfied 
customers.  It  is  always  the  same  high  quality — the  one 
universal,  staple  breakfast  cereal.  It  is  ready-cooked  and 
ready-to-serve. 

This  Biscuit  is  packed  in  odorless  spruce  wood 
cases,  which  may  be  easily  sold  for  10  or  15 
cents,  thereby  adding  to  the  grocer’s  profits. 

IVfade  only  by 

The 

Shredded  Wheat 
Niagara  Ealla,  N.  Y. 


Service  Promotes  the  Sale  of 

YZON 

RYZON  service  is  teaching  housewives  the  way  to 
better  and  more  healthful  baking.  New  and  greatly 
improved  recipes  are  being  published  in  the  papers 
and  demonstrated  in  the  homes — showing  exactly 
how  to  use  RYZON,  the  perfect  baking  powder,  for 
better  baking. 

As  more  women  learn  the  reasons  for  using  RYZON 
and  learn  how  to  use  it,  its  already  big  sale  is  being 
vastly  increased.  Every  dealer  requires  RYZON  to 
meet  the  growing  demands  of  his  trade.  It  can  be 
obtained  of  any  first  class  jobber. 

GENERALCHEMieALCa 

FOOD  DEPARTMENT 

NEW  YORK 
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business  and  insure  the  public  tlie  right  kind  of 
service,  iiuich  less  obtain  a profit,  in  the  face  of 
existing  conditions. 

Price-cutting  is  the  greatest  weapon  of  monop- 
oly. It  is  the  creature  of  special  privilege,  secret 
concessions  and  (piantity  rebate  to  favored  cus- 
tomers and  thrives  in  the  darkness,  never  in  the 
light.  As  practical  merchants,  yon  know  that 
your  customers  arc  more  interested  in  getting 
a good  apple,  a fresh  egg  or  a clean  bottle  of 
milk  at  uniform,  standard  and  fair  prices,  than 
in  buying  inferior  qualities  at  cut  prices.  You 
know  that  the  consumer  cannot  have  quality, 
service  and  cut  prices  together  as  a permanent 
jiroposition,  and  the  same  principle  applies  in  the 
entire  grocery  business. 


SYSTEM  AND  SALESMANSHIP 
^Helpful  suggestions  on  organiza- 
tion, advertising  and  sales  factors,  for 
Executives,  Store  Managers  and  Clerks 


BOOSTING  THE  HOME  TOWN 


Support  of  the  Local  Stores  the  Most  Practical  Kind 
of  Help  for  the  Small  Community 

By  Frank  Farrington 
Delhi,  N.  Y. 

/^NE  very  practical  kind  of  boosting  the  indi- 
vidual  can  do  for  the  home  town  is  to  spend 
his  money  there.  One  of  the  first  rules  in  the 
book  of  community  development  ought  to  be,  “If 
you  want  to  see  your  dollar  again,  spend  it  at 
home.”  I know,  they  say  “Business  is  business,” 
and  they  claim  that  when  it  comes  to  patronizing 
the  stores,  that  is  a strictly  business  proposition. 
But  is  it?  Isn’t  there  something  more  to  be  con- 
sidered than  the  mere  apparent  saving  of  a few 
cents  on  the  immediate  purchase?  Don’t  we  all 
ask  something  now  and  then  of  the  men  who  run 
the  stores  in  our  town?  Don’t  we  ask  them  to 
help  pay  the  taxes,  to  help  pay  our  church  ex- 
penses and  the  school  bills?  We  call  on  them  to 
give  their  time  and  their  money  to  make  the  town 
a success.  If  a merchant  sells  no  goods  he  will 


have  plenty  of  time  to  boost  the  community,  but 
he  will  have  no  money  to  pay  the  boosting  bill. 

Is  it  exactly  a fair  proposition  to  say  to  these 
men,  “Come  on,  join  our  clubs,  help  our  churches, 
our  schools,  our  playgrounds,  our  celebrations. 
Help  us  to  have  a good  time  and  make  this  a live, 
modern  community.  Pay  your  share  of  the  cost 
so  our  share  will  be  less.  Do  all  these  things  for 
us,  but  don’t  ask  us  to  do  anything  for  you,  be- 
cause that  is  a strictly  business  proposition”? 

Everything  Hinges  on  Local  Business 
- The  financial  life  of  the  small  town  is  in  a large 
measure  dependent  on  the  patronage  accorded  the 
local  stores.  The  life  of  all  other  kinds,  the  very 
life  of  the  community  itself,  is  dependent  on  the 
financial  life.  Everything  hinges  on  the  business 
secured  by  the  local  merchants.  The  general  pub- 
lic of  the  town  often  take  the  attitude  that  they 
are  at  liberty  to  buy  where  they  see  fit.  The 
farmers  reason  that  since  they  secure  their  money 
from  outside  sources  they  can  spend  it  where  they 
like.  Legally  anyone  can  spend  his  money  where 
he  wants  to,  but  nevertheless  there  is  an  obligation 
to  spend  it  at  home.  We  all  want  the  home  town 
to  continue  in  existence.  We  all  want  it  to  pros- 
per as  our  source  of  supplies  and  service.  Hence 
we  must  give  it  our  patronage. 

GROCERY  SALES  STIMULATORS 

Where’n  a Live  Dealer  Gives  a Few  Good  Pointers 
from  His  Sales— Building  Experiences 

By  Walter  Engard 

London,  Ohio 

Here  are  some  concrete  suggestions  from 
the  pen  of  a practical  grocer,  showing  how 
the  dealer  can  speed  up  sales.  They  have  all  been 
worked  out  successfully  and  their  effectiveness 
proven. 

Getting  New  Customers 
Are  you  always  on  the  lookout  for  new  cus- 
tomers? We  are  and  we  are  getting  them.  We 
watch  the  daily  papers  for  the  names  of  new  peo- 
ple moving  into  our  town;  then  we  mail  them  a 
letter  of  welcome,  wishing  them  a long  and  pros- 
perous stay  in  our  town  and  soliciting  their  trade. 
These  letters  produce  results.  While  we  have  not 
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A Merchant  Shouldn’t  do  Anything  a 
machine  can  do  for  him 


Oar  complete  1916  model  takes  care  of  all  transactions  between  j| 
clerks  and  customers.  It  makes  no  mistakes,  never  forgets, 
and  works  fast.  It  satisfies  customers  and  increases  profits. 

Some  of  the  things  our  complete  1916  model  does: 

/.  It  forces  accurate  records  of  all  trans-  6.  It  tells  the  merchant  which  is  his  11 

actions  between  clerks  and  customers.  most  valuable  clerk.  || 

2.  In  two  seconds  it  prints  a receipt  or  7.  It  tells  him  what  each  department  of  || 

sales-slip  showing  the  amount  paid  or  his  business  is  doing.  || 

charged.  g.  It  tells  the  total  number  of  customers  i| 

3.  It  gives  the  merchant  the  cheapest,  daily.  || 

most  direct,  and  most  effective  adver-  9.  It  tells  how  many  customers  each  clerk  i| 
tising  of  his  store  and  his  service.  waits  on  and  the  amount  of  his  sales.  || 

4.  It  prints  a visible  list  showing  14  or  10.  All  these  things  save  a merchant  time;  || 

42  of  the  last  transactions.  This  tells  free  him  from  work  and  worry;  at-  .|| 

the  merchant  what  is  done  in  the  tract  trade  and  increase  profits. 

store  even  when  he  is  away  from  it.  Merchants  realize  these  things  and  / || 

5.  It  stops  practically  all  disputes  with  are  buying  them  so  fast  that  we  ^ || 

customers  about  money  and  accounts.  shall  soon  be  far  behind  our  order  s.^r  ^ |i 

Don^t  forget,  NOW  is  the  time  to  make  money.  The  harvest  ^ 1{ 
is  ripe.  Will  you  reap  it  with  an  old  time  sickle  or  an 

up-to-date  self -hinder  ? Dajton”  Ohio  || 

Our  complete  1916  models  are  as  far  ahead  of  our  II 

old  registers  as  the  self -hinder  is  ahead  of  the  sickle.  ^uy.  i would  like  to  || 

° X know  more  about  your  1 1 

Our.  registers  are  making  money  for  thou-  complete  i9i6  Model  u 

» i*  ® I . £>  *'  ^ Receipt-Giving  Cash  Reg-  ii 

sands  of  merchants.  isters  and  “N  C R Service.”  || 

1 e , 1 • We  have salesmen  in  our  | = 

What  IS  good  for  others  is  good  tor  you.  Xy  store.  We  have  a register || 

^ X years  old.  Principal  lines  of  1 1 

Sold  on  small  monthly  payments  or  lib-  merchandise  carried  are:  jj 

eral  discount  for  cash.  ^ j| 

THE  NATIONAL  CASH  REGISTER  COMPANY  | j 

Dayton,  Ohio  Coffee  Trade  Journal.  June,  1916.  || 
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been  doing  this  a great  while  they  have  brought 
in  every  person  to  whom  they  were  sent.  Every 
grocer  can  use  this  plan  of  getting  new  customers. 
Go  after  the  husiness  and  you  will  get  it. 

Hot  Weather  Goods 

Hot  weather  will  soon  he  here  and  ready  pre- 
pared goods  will  he  in  demand.  Picnics,  outings, 
etc.,  will’  increase  the  demand  for  such  goods  as 
haked  heans,  pickles,  fancy  cheese,  grape  juice, 
cakes,  salty  wafers,  dried  heef,  boiled  ham,  potted 
meats,  salad  dressing,  olives,  salmon,  sardines^ 
potato  chips,  etc.  Make  a big  show  of  these  goods 
on  your  display  counter,  marking  each  article  with 
a price  ticket.  Have  a large  sign  painted  calling 
everybody’s  attention  to  these  goods.  This  card 
should  read  : “Specially  Prepared  Goods  for  Pic- 
nics and  Outings,”  or  “What’s  the  Use  of  Cook- 
ing Over  a Hot  Stove?  A cold  supper  will  be 
appreciated  by  every  member  of  the  family.  PTere 
is  a large  assortment  of  ready  prepared  goods  to 
help  you  in  planning  your  supper.”  Then  instruct 
your  clerks  to  call  the  attentiqn  of  every  person 
to  this  display  and  your  sales  upon  these  goods 
should  double. 


Tuna  Fish  and  Salad  Dressing 
The  writer  increased  his  sales  of  tuna  fish  and 
salad  dressing  by  having  a first-class  cook  prepare 
a tuna  fish  salad,  using  our  brands  of  fish  and 
salad  dressing.  This  was  placed  upon  the  counter 
on  a certain  Saturday  with  a dish  of  salted  crack- 
ers. also  a sign  telling  what  it  was  made  of. 
Every  caller  was  asked  to  sample  it,  and  this 
resulted  in  an  increased  sale  of  over  50  per  cent, 
on  both  of  these  articles.  Tt  was  not  onlv  an 
effective  way  of  advertising,  but  inexpensive. 

Various  Forms  of  Advertising 
The  first  thing  we  think  of  when  we  say  “ad- 
vertising” is  newspaper  advertising,  hut  did  you 
ever  stop  to  think  that  everything  connected  with 
your  business  is  a form  of  advertising?  The  ap- 
pearance of  the  exterior  and  interior  of  your 
store,  your  personal  appearance,  the  appearance 
of  the  men  who  work  for  you,  your  delivery 
wagons — in  fact,  there  isn’t  a thing  that  does  not 
have  an  infiuence,  either  favorable  or  unfavorable, 
on  prospective  customers.  I have  seen  business 


men  who  could  spend  twenty-five  or  fifty  cents 
with  the  barber,  ten  cents  for  a bootblack  and 
charge  it  to  advertising.  These  are  little  things, 
hut  they  are  big  factors  in  aiding  you  to  get  and 
to  hold  husiness. 


Manufacturer-Retailer  Co-operation 
Cooperation  on  the  part  of  manufacturers  and 
retailers  is  as  essential  as  it  is  between  the  retailer 
and  his  employees.  Manufacturers  in  all  lines  of 
business  are  offering  many  forms  of  cooperation 
to  the  retailers  who  distribute  their  products  to 
the  public.  While  it  is  to  the  manufacturers’ 
profit  to  cooperate  with  the  retailer,  it  is  no  less 
an  advantage  for  the  retailer  to  cooperate  with 
manufacturers.  The 'latter  are  offering  booklets, 
folders,  hangers,  counter-cards,  cut-outs  for  win- 
dow display,  electros  and  specially  prepared  copy 
for  the  retailers’  own  announcements.  The  manu- 
facturer has  spared  no  expense  to  make  these  ef- 
fective. When  wisely  used  this  advertising  mat- 
ter is  bound  to  bring  results.  If  the  retailer  is  to 
cash  in  on  the  manufacturers’  national  advertising 
lie  must  cooperate  with  the  manufacturers  in 
every  way  possible. 


Banana  Day 

Why  not  banana  day?  Go  to  your  fruit  dealer 
and  tell  him  you  want  to  put  on  a banana  day. 
Ask  him  for  the  very  best  possible  price  he  can 
make  you  on  fifteen  or  twenty  bunches  of  good 
fruit.  You  should  be  able  to  buy  them  so  that 
they  will  not  cost  you  over  10  cents  per  dozen. 
Then  advertise  that  on  a certain  day  you  will  sell 
bananas  at  I2b^  cents  per  dozen.  Cut  them  off 
the  bunches  and  make  a big  display  of  them  either 
in  your  window  or  on  a table  out  on  the  sidewalk, 
and  have  a large  sign  on  them,  so  that  every 
person  passing  will  he  sure  to  notice  them.  Have 
your  telephone  operator  tell  every  one  calling 
over  the  telephone,  and  your  clerks  tell  every  per- 
son calling  at  your  store.  You  will  he  surprised 
at  the  results  of  such  a sale.  We  have  held  three 
banana  days,  and  all  proved  great  successes,  sell- 
ing fifteen  bunches  the  first  day,  eighteeen  hunches 
the  second  and  twenty-five  hunches  the  third. 
Each  time  we  sold  out  before  the  demand  was 
satisfied.  Our  increased  safe  of  other  goods  was 
remarkable.  Get  busy — have  a banana  day. 


H.F’.HEACOCK,  51  IM.  Second  JSt.,  Ptilladelptila,  Ra. 

Makers  of  Fine  Tea  and  Coffee  Canisfers 

The  style  shown  here  holds  50 lbs.  of  Coffee.  We  sell  these  in  lots  of  1 to  50.  Send  for  quotations. 

GROCERS’  AND  BUTCHERS’  FITTINGS  of  All  Styles 

Write  for  Illustrated  Catalogue 
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The  Reputation  and  Standing  of 

Walter  Baker  & Co/s 
Cocoa  and  Chocolate 
Preparations 

Have  been  built  up  by 
years  of  fair  dealing,  of 
honest  manufacturing, 
an  unwavering  policy 
of  maintaining  the 
high  quality  of  the 
goods  and  by  exten- 
sive and  persistent 
advertising. 

This  means  for  the 
grocer  a steady  and 
increasing  demand 
from  satisfied  customers,  in  the  long 
run  by  far  the  most  profitable  trade. 

The  genuine  Baker  s Cocoa  and  Baker  s 
Chocolate  have  this  trade-mark  on 
the  package  and  are  made  only  by 

WALTER  BAKER  & CO.  Ltd. 

Established  1780  Dorchoster,  Mass. 


PDMPEIAN 

□ LIVE  DIL 


The  belief  that  Ofive  Oil  can  be 
packed  like  peas,  com,  tomatoes,  etc., 
and  kept  indefinitely,  is  wholly  erron- 
eous ^ ^ 

You  will  find  that  there  is  the 
same  marked  difference  between  fresh 
olive  oil  and  olive  oil  packed  months 
ago  as  there  is  between  a newly  laid 
egg  and  an  egg  months  old. 

Pompeian  Olive  Oil  is  sold  to 
dealers  only  in  such  quantities  as  they 
can  sell  within  the  prescribed  time 
limit  in  which  olive  oil  remains  -in  a 
perfect  state  of  freshness. 

Full  Measure  Tins; 

Pint,  2o  cts. ; Pint,  50  cts. ; 

Quart,"  $1.00. 

WnU  for  our  book  of-  tfUcted  tafad 
rtcipet  mailed  free  to  any  add  rest, 

POMPEIAN  COMPANY 


Only  Coffee  in  the  United  States,  Roasted,  Ground 
and  Packed  on  plantation  in  native  country. 

E COFFEE  that  received  the  FIRST  GRAND 
PRIZE  at  the  International  Exhibition  of  San 
Francisco,  Cal.,  was  the  GUATEMALA  COFFER 

Guaranteed  under  the  Pure  Food  and  Drug  Act 
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TALKS  TO  CLERKS 

Some  Suggestions  of  Value  for  the  Boys  Behind 
the  Counter 

By  W.  E.  Sweeney 

1^1  any  helpful  suggestions  as  to  how  any  tea, 
coffee  or  grocery  salesman  can  enhance  his 
value  to  his  employer  will  be  found  in  these  talks. 

Keep  Your  Coffee  in  Sight. 

Some  time  since  we  wrote  about  the  importance 
of  using  shelves  for  advertising.  A few  days 
after  that  the  writer  dropped  into  one  of  the  Gin- 
ter  stores  in  Boston,  and  lo  and  behold!  the 
shelves  in  this  busy  store  right  back  of  the  front 
counter  were  packed  with  pound  bags  of  coffee, 
and,  I think,  tea  as  well. 

If  you  want  to  keep  your  coffee  business  up  and 
over,  place  the  goods  in  attractive  bags  or  cans 
constantly  before  people.  If  you  are  not  carrying 
your  own  specially  named  brands,  suggest  it  to 
your  employer.  These  containers  may  be  bought 
at  a very  reasonable  price,  and  there  is  practically 
no  limit  to  the  beauty  of  design  and  variety  of 
color  for  your  selection. 

Even  throughout  the  late  depression  the  firm 
which  stuck  to  this  shelf  show,  showed  a big  in- 
crease in  coffee  sales  over  the  previous  two  years. 

Foreign  goods  and  fancy  bottles  look  very 
pretty  and  all  that— they’re  decorative,  to  be  sure, 
and  no  doubt  give  tone  to  a store,  but  “tone” 
doesn’t  turn  the  trick  when  the  yearly  balance  is 
struck  off,  and  it’s  only  your  super-fancy  grocer 
who  can  afford  to  make  prominent  things  of 
luxury. 


At  the  Butter  Counter 
If  you  handle  butterine  and  sell  any  reasonable 
amount  of  it,  you  must  often  have  been  struck 
with  one  funny  phase  of  human  nature.  It’s  the 
apologetic  air  that  is  often  assumed  in  calling  for 
this  article.  At  times  it  has  reminded  the  writer 
of  the  old  days  when  he  had  charge  of  the  liquor 
department. 

Now,  any  butter  clerk  who  uses  common  busi- 
ness sense  can  dignify  the  butterine  end  of  his 
department.  It  should  be  talked  right  out  openly 
the  same  as  any  other  legitimate  article.  It  was 
the  interests  ’ who  succeeded  in  putting  a stigma 


on  it,  and  it  was  Wiley  and  his  able  assistants 
who  called  it  off. 

It’s  some  problem  for  the  wife  of  a working- 
man to-day  to  fill  the  stornachs  of,  say,  six  hungry 
youngsters  at  three  sittings.  The  butter  end  is 
a big  item  and  it  is  your  duty  to  keep  that  item, 
down  by  pushing  your  25-cent  tub  butterine.  Not 
altogether  because  your  customer  may  be  poor, 
but  because  it  is  a good  business  proposition  from 
your  standpoint  as  well  as  hers.  We  used  to  think 
that  handling  butterine  cheapened  this  depart- 
ment. Not  a bit  of  it.  It  made  it  more  popular 
and  positively  increased  sales  and  profits. 

It’s  progressive.  It’s  meeting  public  demand, 
and  this  is  what  a live  firm  must  do  to  keep 
“live.” 


Didn’t  Get  Waited  On 

Did  you 'ever  try  to  pick  out  the  nervous  ones 
in  front  of  your  counter?  It’s  a dandy  study. 
Some  are  just  ready  to  “turn  on  their  heel,”  some 
will  wait  a few  minutes  longer,  and  some  (heaven 
bless  them!)  express  on  their  faces  as  clear  as 
day,  “I’m  in  no  hurry.” 

Talk  as  you  like  but,  ordinarily  speaking,  it’s 
no  credit  to  a store  when  a woman  says,  “I 
couldn’t  get  waited  on,”  That  implies  that  she 
wasn’t  spoken  to.  This  “spoken  word”  is  a won- 
derful binder.  Let  it  be  a little  jolly  if  the  occa- 
sion demands  it,  but  for  business’  sake,  say  some- 
thing. Indifference  is  deadly.  We  liave  seen  fel- 
lows keep  10  people  in  good  humor,  half  of  whom 
would  have  left  in  bad  humor,  and  that,  sir,  is  up 
to  you. 


GETTING  A MAILING  LIST 
A competition  that  will  interest  the  boys  and 
girls  in  giving  you  names  will  make  it  possible 
to  secure  a more  complete  list  of  the  families 
within  trading  distance  than  you  could  get  by 
going  around  and  getting  the*  names  yourself. 
Offer  a prize  of  some  article  of  interest  and  use 
to  a boy  or  girl  for  the  longest  list  of  heads  of 
families  on  each  R.  F.  D.  route,  each  street  or 
each  country  road.  Get  up  a list  of  the  streets 
and  roads,  etc,,  and  have  the  children  send  in  for 
them  before  competing,  so  they  will  know  what  is 
their  territory.  It  costs  the  children  nothing  to 
try  for  the  prize,  and  you  can  agree  to  give  a 


MCCORMICK  & CO.,  inc 

BALTIMORE,  MD. 

Bee  Brand  Spices  and  Extracts,  Banquet  Tea 
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You  Are  Too  Busy  to  Weigh  and  Wrap  Sugar 

You  can  put  your  time  and  your  clerks*  time  to  far  more  profitable  use  than  in 
wrapping!  sugar.  Let  us  save  you  the  time  and  money  and  labor  involved.  Sell 


Granulated  Sugar 
In  Packages 


The  packages  prevent  underweight  and  overweight.  Domino  Sugar  is  always 
dr.v  and  clean,  all  cane  and  of  highest  quality.  If  you  use  sugar  as  a leader, 
you  will  find  Domino  Granulated  Sugar  in  packages  the  leader  of  all  sugars. 
Packed  in  2 and  5 pound  packages,  and  in  2,  5,  10,  25  and  50  pound  non-sifting 
bags.  Domino  Cane  Sugar  is  also  packed  as  follows  : 


Domino  Tablet  Sugar.  Full-size  tablets  Domino  Powdered  Sug'ar  and  Domino 

in  2 and  5 pound  packages.  Half-size  tab-  Confectioners  Sug'ar.  In  1 pound  pack- 

lets  in  2 pound  and  10c.  packag'es.  eg'es,  24  to  container. 


American  SugarRefining  Com|>any 


Uhe  Most  Complete  Line  of  Sugar  in  the  World 


Ukers’  Tea  and  Coffee  Buyer’s  finide 

To  first  hands  in  the  Tea,  Coffee,  Spice  and 
Fine  Grocery  Trades. 

Being  a carefully  compiled  list  of  the  leading  supply  houses 
in  the  United  States  and  Foreign  Countries. 

This  year’s  Guide  contains  over 
700  classifications,  including  Te:a  and 
Coffee  Dictionaries,  carefully  se- 
lected list  of  the  leading  importers 
and  jobbers  of  teas,  coffees,  cocoas, 
and  spices,  coffee  roasters,  baking 
powder  manufacturers,  chocolate  man- 
ufacturers, extract  makers,  whole- 
sale grocers,  and  TKA,  COFFKH, 
SPICF  AND  COCOA  EXPORTERS 
in  Foreign  countries;  a complete 
Premium  Buyer’s  Guide  and  the 
source  of  supplies  for  everything 
needed  in  tea,  coffee  and  spice  fac- 
tories; and  in  the  manufacturing 
wholesale  and  retail  grocery  business. 

Price  $1.00  a copy  postpaid 

Cash  Must  Accompany  Orders 

Published  by 

The  Tea  and  Coffee  Trade  Journal  Co. 

79  Wall  street,  New  York 


Galt  Coffee  Pof 


One  Gallon  Size  for  Hotels  and  Restaurants 


This  pot  controls  the  length  of  time 
required  for  steeping,  and  does  away 
with  the  necessity  of  using  cloth  or 
filter  paper. 

HUBERT  GALT 

207  East  Grand  Ave.  Chicago,  III. 
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certain  souvenir  to  every  child  who  sends  in 
twenty  names  in  addition  to  the  prizes.  A little 
package  of  candy  will  make  each  child  feel 
pleased  and  ready  to  work  for  you  again  some 
time. 


WHY  YOUR  S'rORE  IS  BEST 

Offer  a series  of  prizes  to  the  school  children 
for  the  best  essays  of  300  words  each,  telling 
why  your  store  is  the  best  place  to  trade,  or  it 
may  be  more  tactful  and  less  likely  to  arouse 
resentment,  when  you  make  public  the  competing 
essays,  if  you  make  the  offer  for  why  your  store 
is  a good  place  to  trade.  Teachers  in  the  schools 
may  be  willing  to  distribute  or  to  allow  the  dis- 
iiibution  of  leaflets  telling  about  the  prize  offer. 
The  prizes  should  be  showy  and  appeal  to  the 
children,  and  they  ought  to  be  shown  in  a window 
with  an  explanation  of  the  offer.  It  may  be  de- 
sirable to  make  different  offers  to  the  children 
of  different  ages,  making  two  classes,  below  and 
above  twelve  years,  or  giving  a separate  prize  in 
each  grade  and  in  each  country  school. 

ORANGE  DAY 

Any  kind  of  a store  may  hold  an  orange  day 
on  the  following  plan:  It  is  not  a scheme  for- 

selling  oranges,  but  a plan  for  giving  away  a large 
orange  with  every  purchase  of  a certain  amount 
— say  50  cents.  In  addition  to  announcing  the 
gift  of  the  free  oranges,  it  may  be  announced  that 
among  the  oranges  will  be  four,  each  of  which 
will  contain  a gold  piece.  Of  course,  the  value 
of  this  piece  may  vary  with  the  occasion,  but  gold 
sounds  worth  more  than  its  intrinsic  value,  and  a 
gold  piece  being  smaller  will  slip  through  a 
smaller  slit  into  an  orange  without  leaving  any 
tell-tale  mark  that  would  be  conspicuous.  The 
oranges  should  be  shown  in  a big  pile  in  the  win- 
dow, and  the  customer  allowed  to  pick  out  the 
ones  wanted  without,  however,  being  permitted 
to  handle  them. 


THREE  FOR  A QUARTER 
A window  display  that  will  attract  attention 
and  trade  because  it  offers  a chance  to  get  a bar- 
gain, is  one  wherein  all  the  goods  are  offered  at 
three  for  a quarter,  with  the  understanding  that 
there  is  no  item  worth  less  than  a dime,  while 
many  are  shown  that  are  worth  considerably 
more.  There  must  be  occasional  articles  worth 
as  much  as  a quarter,  and  this  affords  an  oppor- 
tunity to  work  off  considerable  supply  of  slow- 
selling  items  of  stock  by  combining  them  with 
fast  sellers  and  making  the  price  attractive  for 
the  whole. 


FARMERS’  MERCHANDISING  CLUBS 

Send  out  an  organizer  to  organize  the  farmers’ 
wives  into  merchandise  clubs  or  buying  clubs, 
which  are  confined  in  membership  to  neighbor- 
hoods. Arrange  for  these  clubs  to  meet  monthly 
and  make  up  orders  for  goods  desired  from  your 
store.  Get  up  a list  of  premiums  that  you  will 
give  away  for  certain  amounts  in  cash  purchases. 
These  premiums,  of  course,  will  be  the  moving 
force  in  the  scheme.  The  members  are  to  get 
together  once  a month  and  have  a luncheon  or 
supper,  meeting  with  first  one  member  and  then 
another,  and  holding  an  occasional  meeting  as  the 
guests  of  the  store  or  at  the  home  of  the  merchant. 

You  can  help  along  the  meetings  by  arranging 
to  send  to  each  one  a supply  of  samples  of  some 
goods  you  sell,  samples  the  manufacturers  will 
supply  to  you  free  of  cost.  Also  get  in  touch 
with  some  of  the  local  musicians  and  entertain- 
ers, and  supply  their  services  for  an  occasional 
meeting.  Have  the  store  represented  at  the  meet- 
ings by  some  one  who  can  show  the  premiums 
and  help  people  to  select  goods  intelligently.  Un- 
less you  issue  a catalogue  you  must  have  a sales- 
man present.  The  salesman,  however,  should  be 
unobtrusive  as  far  as  business  is  concerned,  and 
he  ought  to  be  a good  mixer. 


DAININEMILLBR  COBBEE  CO. 

Brooklyn,  IV.  V.  City 

ROASTED  COFFEE 

B u I k — Package — Can  ned 

GREEIN  COFFEE 

In  Carload  Lots 


Jobbing  trade  solicited  only 
Our  prices  will  interest  YOU 


for  Samples 
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Over  8000  grocers  in  Greater  New  York  alone 
supply  Yuban  regularly  to  their  trade.  Do  you? 


ARBUCKLE  BROTHERS  NEW  YORK  CITY 


WEletfr  eUAftAfffEEO 


6RANUUTED 


60-2  lb.,  32-3^  lb.,  24-5  lb.  cartons  to  the  case. 

Warner's  Superior  Standard  Sugars 

Standard  Medium  Granulated  XXXX  Powdered 

Coarse  Granulated  Standard  Powdered 

Extra  Fine  Granulated  Coarse  Powdered 

Standard  Fine  Granulated  Fruit  Powdered 

Standard  Confectioners’  A Cubes 

Confectioners’  Royal  Crystal 


Highest  Quality  Soft  Sugars 


1 'Warner  A 7 Supreme  Ex.  C 

2 Apex  A 8 Olympic  Ex.C 

3 Regent  A 9 Favorite  Ex.  C 

4 Nero  A 10  Triumph  Ex.  C 

5 Eureka  A 

6 Rex  A 


1 1 Summit  C 
1 2 Unexcelled  C 

1 3 Golden  Rod  C 

1 4 Adonis  Y ellow 

1 5 Roman  Y ellow 

16  Superba  Yellow 


Co 


Refining 


Sugar 


Warner 


York 


New 


Wall 


Street 
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STORE  AND  SHOW  DISPLAY 

^The  newest  ideas  in  window  dress- 
ing and  store  arrangement;  unusual 
indoor  and  outdoor  publicity 


A NOVEL  COFFEE  WINDOW 

An  Instructive  Display  Arranged  by  a London,  Ohio, 
Retail  Grocer 


/^NE  of  the  most  novel,  attractive,  and  at  the 
same  time  instructive,  show  windows  adver- 
tising coffee  was  recently  designed  and  dressed  by 


An  Appropriate  Coffee  Window  Display 


Walter  Engard,  with  M.  M.  Creath,  retail  grocer, 
London,  Ohio.  The  display,  a photograph  of 
which  is  reproduced  herewith,  proved  to  be  a re- 
markable business  producer  and  attracted  general 


attention,  even  local  coffee  men  stopping  before 
the  window  and  admiring  its  features. 

As  will  be  noted  in  the  photograph,  the  goods 
were  shown  in  pyramids  made  up  of  the  packages, 
with  two  tall  palms  for  a background,  and  hang- 
ing above  and  behind  was  a large  wall  map  of  the 
world.  Different  colored  ribbons  attached  to  the 
parts  of  this  map,  showing  the  countries  where 
the  various  coffees  are  grown,  ran  forward  to  a 
slip  of  paper  pasted  on  the  window,  which  read : 
“The  coff<ies  used  in  blending  Black  Cross  coffee 
come  from  the  leading  coffee  growing  countries  of 
the  v/orld.  Follow  the  ribbons  and  see  what 
countries  they  come  from.” 

In  the  foreground,  standing  against  the  pyra- 
mids of  packages,  were  two  signs  reading;  “You 
Can’t  Beat  It.  Only  30c.  lb.,”  and  “Drink  Black 
Cross  if  You  Want  Good  Coffee.”  Directly,  in 
front  of  the  center  pyramid  was  a bowl  fdled  with 
coffee  in  the  bean. 


PRESENT-DAY  ADVERTISING 


To  Be  Profitable  it  Must  Be  Backed  by  Value  and 
Service  in  the  Goods  and  the  Advertiser  Must 
Give  to  the  Consumer  Equally  as  he  Hopes 
to  Receive 


By  Harry  Tipper 
New  York 

I T is  evidenced  by  the  disbelief  in  advertising 
^ to-day  that  we  are  paying  in  the  Biblical  meas- 
ure for  “the  sins  of  the  fathers.”  We  have  given 
advertising  which  merited  a measure  of  unbelief 
in  the  past,  and  are  securing  that  measure  of  un- 
belief in  the  present.  We  must  give  to  the  other 
party  in  the  transaction  equally  as  we  hope  to 
receive  for  ourselves.  There  is  only  one  view- 
point on  the  whole  matter.  The  consumer  is  in- 
terested in  receiving  the  best  value.  The  pro- 
ducer is  interested  in  giving  the  best  value. 


GOLD  MEDALS 

were  awarded  to 

G.  Wasliington’s  Refined  Coffee 


and 


G.  Wastiingfon’s  Refined  Tea 

at  the 

Eanama-California  Exposition 


All  the  crystalized  goodness  that  is  in  the  coffee  berry  and  tea  leaf  that  is  good  to  use. 

Quality — Convenience — Healthfulness 
Every  can  guaranteed  to  give  satisfaction. 
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THE  UNIVERSAL 

AUTOMATIC  GRINDER  RELEASE 

Saves  Many  Repair  Bills 

should  any  hard  foreign  substance  accidently  get 
into  the  hopper  while  in  use  the  grinders  will  dis- 
connect at  once  before  any  injury  is  done.  As 
soon  as  the  current  is  turned  off  the  obstruction 
may  be  removed  and  the  grinders  reset  immediately 
without  the  aid  of  tools. 

UNIVERSAL 
Electric  Coffee  Mills 

grind  the  coffee  in  uniform  sharp  cut  grains  regulated  by  an 
accurate  granulation  Indicator.  Carried  in  all  styles  of 
direct  and  geared  drive,  counter  and  floor  types  for  every 
space  and  capacity  requirements. 

You  effect  a considerable  saving  by  buying  Gr.nuUtins  c.p.cify“2  lb.,  per  minute. 

Universal  Mills.  Sold  only  thru  the  Jobber.  Pulverizing  capacity  K-Ib.  per  minute. 

Counter  Type.  Geared  Drive 

UNIVERSAL  STORES  SPECIALTY  CO.,  NEW  BRITAIN,  CT. 


There’s  a FRANKTIN  CARTON  SUGAR  for  every  home  use — Fine 
Granulated,  Dainty  Tumps  (small  cubes),  Powdered,  and  Confectioners 
XXXX,  in  cartons  of  convenient  weight  for  your  customers — 1 pound,  2 
pounds  and  5 pounds,  according  to  grade.  Therefore,  it  is  easy  for  you  to 
supply  your  customers  with  all  their  sugar  in  FRANKLIN  CARTONS, 
which  are  ready  to  sell  when  you  get  them,  saving -you  time  and  bother  and 
preventing  loss  by  overweight.  Tell  your  customers  that  you  can  sell  them 
any  grade  of  sugar  they  want  in  Franklin  Cartons. 

Made  from  Sugar  Cane — Full  Weight  Guaranteed 

THE  FRANKLIN  SUGAR  REFINING  CO.,  PHILADELPHIA 
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lUisincss  must  be  i)ublicly  conducted  to-day. 
VVe  have  built  up  markets  on  the  principle  of 
securing  public  opinion  for  our  markets,  and  we 
now  cannot  stop  that  public  opinion  if  we  would 
try.  We  can  only  direct  it  to  some  extent.  We 
must  ask  the  buyer  to  come  back  year  in  and  year 
out  before  we  can  consider  that  a proper  return 
upon  our  investment  of  good  will  has  been  made, 
therefore,  we  must  be  careful  that  the  value  of 
the  goods  is  in  agreement  with  the  statements 
that  we  make  and  that  the  performance  of  the 
goods  is  to  the  consumer  of  more  value  than  the 
things  we  have  said  about  it. 

The  Force  of  Advertising 

There  is  nothing  on  the  face  of  the  earth  that 
possesses  the  vitality  and  reliability  of  printing. 
Ninety  per  cent  of  the  progress  we  have  seen  in 
the  last  one  hundred  years  is  directly  due  to  the 
dissemination  of  information  through  printing. 
Ninety  per  cent  of  the  printing  to-day  is  used  for 
informative  purposes.  It  is  not  shared  by  any 
other  method  of  writing  or  speaking. 

That  force  is  used  in  advertising.  That  force 
can  only  be  secured  to  the  manufacturer  if  used 
for  hjm  instead  of  against  him.  You  cannot  de- 
stroy a force — you  can  use  it  or  waste  it.  Adver- 
tising is  the  force  of  publicity — the  force  of  public 
opinion — either  to  our  advantage  or  to  our  dis- 
advantage. 

There  is  only  one  possibility  of  stability  in  the 
future  and  that  is  actual  service  of  the  goods.  So 
long  as  production  did  not  gain  on  consumption 
it  was  possible  to  sell  for  as  much  as  could  be 
got  and  give  as  little  as  possible  for  the  sale. 
There  was  no  investment  on  which  to  pay  interest 
for  the  future.  You  cannot  do  that  to-day.  In- 
crease is  to-day’s  custom.  We  must  get  that  from 
the  service  of  the  goods,  and  in  no  other  way  can 
it  be  secured. 

Thomas  Balfe,  son  of  Harry  Balfe,  has  suc- 
ceeded William  Ely,  Jr.,  who  recently  resigned  as 
canned  foods  manager  for  Austin,  Nichols  & Co., 
New  York. 


Nr.  Retailer!' 


Write  Today 


for  full  particulars  about  our  remarkable 
proposition  — creates  new  customers, 
cements  old  ones  and  means  money 
to  you. 

BERRY,  DODGE  COMPANY 

THE  Tea  and  Coffee  Importers 
Successors  to  Thomas  Wood  Co. 

34  Commercial  Wharf,  Boston,  Hass. 

PROPRIETORS  OF 

Wood’s  Primrose  Tea  Wood’s  Gilt  Edqc  Coffee 


Coffee 

Sermonettes 

Being  a series  of  Sales  Talks,  Pointing  the 

Way  to  Increased  Coffee  Business. 

No.  2 — Coffee  Demonstrations 

This,  then,  is  a little  talk  on  the  value  of  the 
coffee  demonstration  counter.  Greet  your 
customer  with  the  pleasing  odor  of  freshly 
made  coffee,  and  you  have  solved  at  least 
three  of  the  elements  entering  into  every  sale. 
You  have  arrested  attention,  aroused  interest, 
and  created  desire.  Serve  good  coffee,  prop- 
erly made,  and  you  are  quite  likely  to  close 
the  sale. 

It  will  pay  you  to  make  more  frequent  use 
of  coffee  demonstrations.  Don’t  wait  for  the 
wholesaler  to  install  one  at  irregular  intervals. 
Have  your  own  demonstration  and  conduct 
it  in  your  own  way. 

Here  are  a few  suggestions  that  may  prove 
helpful:  Set  aside  a section  of  your  counter 

for  permanent  demonstration  purposes  for 
various  products.  Give  the  customer  the 
opportunity  to  sit  rather  than  stand,  making 
the  counter  low  enough  for  this  purpose. 
Select  a good  coffee,  either  package  or  bulk, 
and  stick  to  that  brand,  featuring  it  with 
suitable  display  cards  which  the  roaster  will 
gladly  furnish. 

^ Make  the  coffee  in  an  urn  if  possible,  such 
as  is  used  in  restaurants,  being  sure  that 
the  coffee  is  finely  ground.  If  this  is  not 
feasible  place  a cloth  containing  fine  ground 
coffee  over  any  receptacle  and  pour  fresh 
boiling  water  through  it,  repeating  this 
operation  as  often  as  necessary,  being  careful 
not  to  let  the  coffee  stand  too  long. 

^ Serve  the  coffee  in  thin  chinaware  cups  and 
saucers,  accompanied  by  a cracker  or  cake 
(preferably  the  former).  Have  the  demon- 
strator secure  the  name  and  address  of  each 
patron,  thus  giving  you  a valuable  list  for 
follow-up. 

Remember  the  three  essentials  in  correct 
coffee  making,  viz.:  Fresh  water  boiling  hot, 
uniform  quantity  of  coffee  and  water  and 
quick  infusion.  Follow  these  general  rules, 
make  demonstrations  a feature  of  your  coffee 
sales  plan  and  you  needn’t  fear  coffee  com- 
petition. 

Let  us  help  you  .solve  your  coffee 
problems.  Write  for  detailed  infor- 
mation concerning  coffee  sales  plans 
and  quality  goods. 

William  B.  Harris  Co. 

Cup  Quality  Experts 

Teas,  Coffees,  Spices 

65  Front  Street  New  York 

(Copyright) 
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IRISH  TEA 
BUILDS  TRADE 


"Because 

IT’S  A REPEATER 


IT  WILL  BRING  YOU  NEW 
BUSINESS  AND  HOLD  IT 

LAPPIN  TEA  COMPANY 

190  Duane  Street  NEW  YORK 


C.  D.  QREfifi  TEA  & COFFEE  COMPANY 

“The  Coffee  that's  best  by  test'' 

IMPORTERS  & ROASTERS,  High  Grade  Coffees*  Teas 

SPECIALISTS  IN  CUP  SELECTIONS 
Samples  and  Prices  (umished  on  request 
. Offices  and  Mills 

76  FRONT  STREET.  NEW  YORK 


S.  A.  SCHONBRUNN  ® CO. 

83  Front  Street,  New  York 

jmporter^  and 

i 'Roa^ter^Of  i^O/^eC 

DISTRIBUTORS  COFFEE  OF  QUALITY 
Samples  and  prices  that  will  bear  competition,  furnished  on 
request. 


include  every 
known  variety 
of  Biscuits 


$ $ $ 

FOK  THE  WieON  aid  STORE 
TEA  and  COFFEE  MAN 

Your  customers  all  use  Toilet  Prepara- 
tions, Flavoring  Extracts,  Etc. — they  buy 
from  the  corner  druggist  and  grocery- 
man.  You  have  your  trades  confidence 
and  entre  to  the  homes — get  this  busi- 
ness. A sale  under  your  label  backed  up  by 
convincing  quality  means  repeat 
sales. 

G.  H.  LOWELL  CO.,  Inc. 

MANUFACTURERS 

FLAVORING  EXTRACTS,  TOILET 
REQUISITES  ETC. 

UNDER  BUYERS  LABEL 
64  Reade  Street  New  York 

READE  DEPT. 


PRESERVE  YOUR  “BLUE  BOOK” 

In  Xlie  “Afax  ” Binder 

It  will  keep  your  copies  ol 
THE  TEA  AND  COFFEE  TRADE 
JOURNAL  in  compact  shape 
for  ready  reference  and  will 
make  a permanent  file  of 
from  one  to  twelve  issues. 
The  binder  is  durably  and 
handsomely  made  and  will 
open  flat  like  an  ordinary 
book.  It  is  covered  witn 

green  art  cloth,  with  the 

name  of  THE  TEA  AND  COFFEE  TRADE  JOURNAL  stamped  in  gold  on  the  front 

and  back.  The  Price  is  $1.00  cash  with  the  Order.  Address 

The  TEA  AND  COFFEE  TRADE  JOURNAL,  79  Wall  St.,  New  York 
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COFFEE  AND  SUGAR  STATISTICS 

^ Compiled  by  “ The  Tea  and  Coffee  Trade  Journal"  from  figures  received  by  the 
Coffee  Exchange  of  the  City  of  New  York 


WORLD’S  VISIBLE  COEEEE  SUPPLY 
JUNE  1,  PJIG. 

Stocks. 

Bags. 

London 534,174 

Sonthampton 15,94G 

Hanilnirg - Nil 

Bremen 5,000 

Trieste Nil 

Antwerp 25,000 

Netherlands 178,000 

Copenhagen 90,000 

Havre 2,393,000 

Bordeaux 75,000 

Marseilles 230,432 

Total  Europe  (all  kinds) 3,546,552 

Rio 128,000 

Santos 581,000 

Bahia 40,000 

United  States  (Brazil) 1,354,274 

United  States  other  kinds 752,311  2,106,585 


Range  of  Prices  for 

May  on 

Rio  No 

'.  7 Spot 

May 

1 

...  9M@.... 

May 

16 

...  9M@. 

May 

2 

...  9M@.... 

May 

17 

. . . 9^@. 

May 

3 

...  9M@.... 

May 

18 

...  9^@. 

May 

4 

...  9M@.... 

May 

19 

May 

5 . . . . 

...  9M@ 

May 

20  . . . •. 

...  9^@. 

May 

6 . . . . 

...  9MC«L... 

May 

22 

... 

May 

8 

...  9^Ca^.... 

May 

23 

...  9J^C^. 

May 

9 . . . . 

...  9MC^.... 

May 

24 

...  97^^. 

May 

10 

...  9M(q).... 

May 

25 ... . 

...  9J^@. 

May 

11 

...  9M@.. .. 

May 

26 ... . 

...  ^ Vs 

May 

12 

...  9M@.... 

May 

27 

...  9J^(®. 

May 

13 

...  9M  @ . . . . 

May 

29 

...  dVs^. 

May 

15 

...  9M@..'.. 

May 

31 

...  9J^@. 

SUGAR  STATISTICS. 

Future  Deuveribs  or  Raw  Sugar. 

Prices  for 

Rings  and  Closing 

Opening  Call  Margins.  Prices 

11.30  1.00  2.45  P.M. 

Months.  Bid.  Asked.  A.  M.  P.  M.  June  7 


Afloat  for  U.  S.  from  Brazil 411,000 

Afloat  for  U.  S.  from  Europe Nil 

Afloat  for  U.  S.  from  Java  and  East Nil 

Afloat  for  Europe  from  Java  and  East 167,000 

Afloat  for  Europe  and  North  Africa  from 

Brazil * 875,000 

Afloat  for  Europe  from  U.  S Nil 


Total 7,855,137 

Against  May  1 8,513,829 


January 4.70  4.62  4.62  4.6  a 4.63 

February 4.50  4.44  4.44  4.45  a 4.47 

March 4.49  4.50  4.47  4.47  4.48  a 4.51 

April 4.50  4.50  4.51  a 4.53 

May 4.40  4.53  4.53  4.54  a 4.56 

June 5.25  .....  5.26  5.25  5.22  a 5.25 

July 5.30  5.32  5.26  5.28  5.25  a 5.26 

August 5.30  5.33  5.30  5.30  5.28  a 5.29 

vSeptember 5.32  5.34  5.31  5.33  5.32  a 5.33 

October 5.26  5.26  5.23  a 5.25 

November 5.15  5.24  5.16  5.16  5.12  a 5.14 

December 4.91  4.92  4.92  4.92  4.91  a 4.92 


Against  June  1,  1915 


8,227,838 


Sales  op  Sugar  During  May 


Arrivals  of  Coffee  in  the  United  States 


1915-16 1914-15 

Months.  Brazil  All  kinds  All  kinds 

July 209,482  397,759  551,211 

August 317,501  439,271  380,812 

vSeptember 618,007  751,210  459,411 

October 926,622  1,088,462  760,644 

November 874,251  980,921  770,797 

December 923,399  1,041,082  676,394 

January 62.5,808  796,332  717,835 

February 320,830  606,274  915,694 

March 330,752  603,341  735,072 

April 590,926  928,884  1,079,182 

May 467,339  742,783  589,161 

June 537,917 


Months.  No.  Tons.  Highest  Lowest 


January 2,350  4.82  4.56 

February 1,400  4.59  4.40 

March 2,850  4.62  4.40 

April .... 

May 550  4.55  5.39 

June 3,550  5.70  5.23 

July 84,250-  5.74  5.21 

August 10,450  5.75  5.24 

September 110,800  5.78  5.24 

October 12,950  5.69  5.30 

November 2,650  5.50  5.05 

December 34,650  5.22  4.87 


Total .* 266,450 


Totals 6,204,917  8,376,319  8,174,130 


Deliveries  of  Coffee  in  the  United  States 


1915 

-16 

-1914-15 

Months 

Brazil 

All  kinds 

All  kinds 

July 

430,307 

616,677 

519,463 

August 

355,816 

495,409 

712,875 

September 

565,153 

739,970 

428,637 

October 

697,135 

890,360 

652,973 

November 

828,827 

992,125 

722,052 

December 

663,095 

817,534 

712,233 

January 

558,020 

709,426 

737,995 

February 

553,948 

757,442 

678,511 

March 

484,808 

701,942 

698,745 

April 

490,785 

650,383 

871,937 

May 

497,580 

716,657 

731,678 

June 

543,371 

Total  Transactions  in  the  Present  Trading  Months 
WITH  the  High  and  Low  Price.  Complete  to  June  1,  1916 
Months.  No.  of  Tons  Highest  Lowest 


January 

4.82 

4 

. 35 

February 

5,600 

4.59 

4 

.20 

March 

3,350 

4.62 

4 

.33 

April 

May 

271,850 

5 . 55 

2 

^88 

June 

15,050 

5.70 

3 

.10 

July 

296,500 

5.74 

3 

.01 

August 

21,000 

5.75 

3 

.61 

September 

277,150 

5.78 

3 

,22 

October 

24,400 

5.69 

3 

.60 

November 

6,150 

5.50 

4 

. 14 

December 

97,900 

5.22 

3 

.60 

Totals 6,125,474  8,087,925  8,010,470  Total 1,024,800 

Do  You  Want  Help?  State  your  needs  in  the  Classified  Ad  Department  of  The  Tea  & Coffee  Trade  Journal.  Two  Dollars  is 
all  it  costs. 

Do  You  Want  a Job?  Try  the  Want  Columns  of  The  Tea  & Coffee  Trade  Journal.  $2.00  for  twenty-five  words  or  less. 

Do  You  Want  to  Sell  Out?  Advertise  in  the  Classified  Ad  Department  of  ‘The  Blue  Book  of  the  Trade." 

Have  You  a Factory,  or  Store  Equipment  to  sell? 

Do  You  Want  to  Buy  a Business? 

Are  You  Looking  for  New  Capital? 

Are  You  Seeking  a Business  Opportunity? 

■ No  matter  what  you  want.  The  Tea  & Coffee  Trade  Journal  can  help  you.  (live  it  a trial. 

Subscribers  are  entitled  to  one  free  insertion  in  the  classified  Ad  Columns  during  the  year 
THE  TEA  fit  COFFEE  TRADE  JOURMAL,  70  Wall  Street.  IMew  York 

"The  Blue  Book  of  the  Trade" 
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"ENTERPRISE” 

Hand  and  Power  Coffee  Mills 


are  backed  by  50  years’  manu- 
facturing experience.  When  you 
install  an  ‘‘ENTERPRISE”  you 
are  reaping  the  benefit  of  50 
years’  careful  experimentation 
and  practical  tests.  You  are 
not  “taking  chances.”  You  are 
sure  of  satisfaction  in  every  way. 
You  need  not  fear  competition 
because  you  can  give  your  cus- 
tomers superior  service.  The 
housewife  wants  her  coffee 
ground  the  “ENTERPRISE” 
way.  You 


No.  0862J^.  Grinding  and  Pulverizing  Mill. 

Fitted  with  and  H h.p.  For  direct  or  alternating  current 
Grinders  connected  direct  with  shaft  of  motor  thus  eliminating 
gears. 


Will  Please  Y our  Customers 


and  increase  your  coffee  business  by  leaps  and  bounds. 

Grinders  are  made  of  specially  hardened  metal  and  they  grind 
into  uniform  particles  of  the  particular  size  you  wish.  The  coffee 
beans  are  not  crushed  and  cracked  into  pieces  of  various  sizes.  Bear- 
ings minimize  friction,  insuring  long  life  and  easy  running.  Simplicity 
of  construction — easily  taken  apart  for  cleaning.  Regulating  device 
can  be  changed  while  mill  is  running. 

All  “ENTERPRISE”  Mills  are  artisti- 
cally finished  and  make  a handsome  appearance 
when  set  up.  The  enamel  is  baked  in. 

Send  for  catalogue.  It  will  give  you 
detailed  descriptions  of  the  machines  best 
suited  to  your  store. 

ENTERPRISE  Mfg.  Co.  of  Pa. 

Patented  Specialties 
PHILADELPHIA,  U.  S.  A. 


Mo.  9.  Grinding  and  Pulverizing  Mill. 
Seventy-five  turns  by  hand  will  grind  a 
pound  of  coffee  as  fine  as  required. 

Height.  24  inches.  Weight.  107  lbs. 


29  Murray  Street 
New  York 


530  Golden  Gate  Ave. 
San  Francisco,  Cal. 
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PRICES  CURRENT 

Wholesale  and  Retail 

a«  of  May  31,  1916 

Prices  to  Wholesalers 


GREEN  COFFEE 
(250  Bags  or  Over) 

Brazil  Grades.  Line  or  Grade  Price.  Cup  Selected  Price. 

Santos  7s 9M  9J^ 

“ Os 10  10  M 

“ 5s lOM  105^ 

“ 4s 10^  11 

“ 3s 11  1154 

“ IIM  11^ 

Rio  7s 9M 

■ Gs.‘ 10 

“ 5s 103^ 

“ 4s 10  4^  (No  Rio  Cup 

“ 3s 103^  Selections) 

“ 2s lOK 


Green  Coffee,  Mild  Grades — Line  or  Grade  Prices — 
(250  Bags  or  Over) 


Maracaibo — 

Truxillos 

• 1144@ 

Bocono 

• 1144@1244 

Tovar 

.ll44@124i 

Merida 

.11 4^  @1244 

do  washed . . . 

.12  44  @14 

Cucuta — 

Ordinary 

.1144@1144 

Fair  to  good.  . . . 

• 1144@1244 

Prime  to  choice . . 

.13  @15 

do  washed 

.13  @1644 

ILaguayra — 

Caracas 

• 1044@1144 

do  washed... 

.12  @1344 

Porto  Cabello . . . 

.1044  @13  44 

do  washed . . . 

■ 1144@1344 

Colombian — 

Ocana 

• 1144@1244 

Bucaramanga.  . . 

.11 44  @15 

do  washed . . . 

.1244@1444 

Tolima 

. 14  @15 

Bogotas-Washed. 

.1144  @1544 

tMedelin 

.1144@1044 

tManizales 

.1144@l54i 

Cauca 

.1244@1344 

Mexican — 

JCordoba 

• 1044@1144 

do  washed . . . 

.1244@14 

tCoatepec 

.11  @12 

Ido  washed. . . . 

.1244  @14 

lOaxaca 

.11  @12 

i do  washed . . , 

1244@1444 

Central  America — 


tCosta  Rica — • 

Common 9 ^10 

Fair  to  good 12  @15 

Prime  to  choice  . . 14  @15 

San  Salvador 11  @114^ 

do  washed 12  @13)^ 

Nicaragua 104^  @11 

do  washed 114^  @13 

JGuatemala  Coban 
Common....'..  9 @10 

Fair  to  good 12  @134^ 


Prime  to  choice. . . 14  @15 

do  unwashed. . . 104^  @114^ 
Puerto  Rico — 


lUnwashed . . . . 

.11  @12 

Washed 

..12  @15 

IHayti— 

lUnwashed.  . . . 

..10  @1144 

IWashed 

. . 12  @14 

IJamaica — • 

Ordinary 

G’d  ordinary 

..  944@  944 

..10  @1044 

Washed 

..11  @12 

East  India — 

Padang  Int.  . . . 

..26  @2644 

Corinche 

..24  @26 

Kroe 

. .2344  @25 

Timor 

. .2244  @23 

Private  Estate . 

. .2544  @2644 

Fancies 

. .2644  @29 

Abyssinian .... 

. .1944  @20 

Mocha 

. .2144  @22 

Liberian — 

IStraits 

. . . . @.  . 

t Surinam 

. . . . @. . 

Pamanoekin . . . 

. . . .@.  . 

i Nominal  because  of  small  arrivals, 
t Common  to  fancy. 

TEAS. 

China  and  Japan — Line  Prices. 

(75  or  More  Packages  of  One  Number) 


Foochow — 

Common 18  @184^ 

Fair 184^  @19 

Good 1944  @20 

Superior 20  @2044 

Fine 2044  @^1 

Formosa — 

Fair 18  @1844 

Good 19  @1944 

Superior 20  @2244 

Fine 23  («>25 

Finest 29  («i34 

Choice 34  @39 

Choicest 49  @04 


F ormosa — Coni. 

Fancy 74  @1.20 

COUNTRY  GREEN 
Gunpowder — 

Extra 35  @50 

Firsts 25  @30 

Seconds 20  @22 

Imperial  - 

h'irsts .33  @30 

Seconds 23  @2(> 

Thirds 17  @18 

Young  Hyson — 

Extra 30  @35 


Young  Hyson — Coni. 

Imperial — 

I irsts  

.25 

@30 

Firsts 

. .24 

@26 

Seconds 

.19 

@20 

Seconds 

. .21 

@22 

Thirds 

.18 

@19 

Thirds.  .■ 

.15 

@16 

Japian — 

Hyson — 

Basket  fired .... 

..19 

@40 

Seconds 

.17 

@18 

Pan  fired 

,.16 

@35 

Thirds 

.1234  @13 

Congou — 

PINGSUEY 

Common 

.20 

@2044 

Gunpowder — 

Good 

.21 

@22 

Extra  Firsts 

.28 

@33 

Superior 

.27 

@30 

Firsts 

.21 

@23 

Fine  to  finest . . . 

.35 

@37 

Thirds 

. 1444  @15 

Choice  to  choicest . 

.45 

@60 

India 

AND 

Ceylon- 

—Line  Prices. 

Pekoe  Souchong . . . 

.24 

@25 

Ceylon — Cont. 

Pekoe 

.25 

@26 

Orange  Pekoe . . . 

.28 

@30 

Orange  Pekoe 

.28 

@30 

B.  0.  Pekoe 

.28 

@40 

Ceylon— 

Darjeeling — 

Pekoe  Souchong. 

.24 

@25 

I'ancy  Orange. . . 

.50 

@1.00 

Pekoe 25  @20 


SPICES — First  Hand  Prices. 


Pepper — 

Singapore . . . . 

....17  @1744 

Acheen  A . . . . 

...164^@17 

Acheen  B . . . . 

....  @ 

Acheen  C . . . . 

@ 

Lampong . . . . 

. . . .1644@164^ 

White — 

Singapore . . . . 

....21  @2144 

Penang 

....20  @21 

Siam 

....21  @2144 

Heavy — 

Aleppy 

. . . .1844@19 

Tellicherry . . . 

. . . .1844@19 

Cloves — 

Zanzibar 

..  ..1644@16M 

Amboyna. . . . 

. . . .2544  @26 

Penang 

. . . .2534  @35 

Pimento 

....5  @534 

Red  Peppers — 

Mombassa . . . 

. . . .3634  @37 

Japan 

....26  @27 

Saigon,  rolls 55  @02 

China,  rolls 14  @15 

do  seal,  bk.  . .1244 @12 

Kwangsi 15  @1544 

Batavia,  Ext 2344  @>24 

do  short  stick 19  @20 

Cinnamon — 

Ceylon @ 

Ginger — 

Japan 844  (^  9 

Cochin — ABC..  . .1144 @12 

do  D 11  @nii 

Lemon 1144@12 

African 94€@  944 

Jamaica,  g’g 14M@15 

Nutmegs — 

75s  to  80s 32  @33 

105s  to  110s 24  @25 

Mace 53  @65 


CHICORY — First  Hand  Prices. 


Domestic,  granulated,  coarse  or  medium,  in  bags 744@  744 

In  barrels 8 

Best  English,  in  barrels • @ 

Imported  yellow  paper  (05  and  130-lb.  cases) @ 644 

Imported  red  paper  (5’s,  244’s  and  1-lb.) @ 

Domestic  yellow  roll 5 @ 544 


COCOA — First-Hand  Prices. 


Accra 1444  @1544 

African 1541  @16 

Bahia 154<@1634 

Caracas 16  @1044 

Guayaquil — 

Arriba 17  @1744 

Machala 16  @104l 

Caraques 16  @10)4 

Cuban 14  @1444 

Dominica 1444  @15 


Grenada 1544@154<i 

Hayti 13  @1344 

Jamaica 1344  @1444 

Maracaibo 19  @20 

Para 1044@17 

Sanchez 1344@13M 

St.  Vincent @ 

Savanilla @ 

Surinam 1544  @10 

Trinidad 1544@1544 


Prices  to  Retailers 

Coffee 

(Bag  Lots— 130  Pounds.) 


Kind  of  Coffee. 

Green 

Roasted. 

From 

To 

From 

To 

Santos 

1034 

1444 

1344 

18 

“ Peaberry 

. 11 

14 

1344 

1734 

Rio 

. 1044 

1244 

1344 

154^ 

Maracaibo 

. 13 

18 

16 

22 

Caracas 

. 15 

17 

183^ 

21 

Bucaramanga 

, 13 

18 

16 

22 

Bogotas 

1444 

19 

18 

2334 

Mexican . 

14 

.19 

1734 

2334 

Costa  Rica 

14 

1734 

1734 

2134 

Guatemala 

13 

1744 

16 

2134 

Jamaica 

113^ 

1334 

14  34 

1644 

Padang 

26 

33 

26  3, ( 

10' 2 

I Mocha 

22 

27 

3034 

3634 

iAl)yssinian 

21 

24 

2934 

31'^ 

Java.  . . .- 

27 

32 

3244 

38  3 i 

Porto  Rico 

15 

19 

1832 

2334 

TEAS. 

(Single 

Package 

Lots.) 

From 

To 

45 

Foochow 

21 

21 

Congou 

23 

10 

Japan  P F 

21 

15 

“ It  F 

15 

India 

29 

It) 

Ceylon 

50 

Gunpowder 

Ts 

to 

Young  Hyson 

19 

13 
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Satisfied  Customers 
Are  Never  Satisfied 

— they  always  come  back 


Hundreds  of  jhrifty,  know- a -good  ihing- 
when-they-see-it  sort  of  merchants  have  in- 
stalled Master  Coffee  Cutters  and  Refiners, 
and  have  stolen  a march  on  their  competitors. 

They  furnish,  right  on  the  spot,  a beautifully 
clean,  chaff-free  coffee,  freshly  cut  or  pulver- 
ized, which  appeals  to  folks  because  of  its 
very  looks.  People  buy  it,  believing  it  is 
better.  They  continue  to  buy  it  because  it 

IS  BETTER. 


T|® 

r 

rT IvM-.;r±ri 

J. 

A J 

L 

REFINER 


has  never  yet  failed  to  increase  the  coffee  busi- 
ness 100  per  cent  in  any  store  it  is  placed, 
where  the  boss  and  his  clerks  do  their 
part.  It  is  a WONDER  MACHINE,  fully 
guaranteed  and  endorsed  by  prominent  users. 


Produce  Your  Own 
Steel-Cut  Coffee 

save  the  packer’s  profit,  and  build  a business 
distinctively  YOURS. 


Write  for  particulars  quick 

The  Master  Cutter  Machine  Co.,  Inc. 

Oakley  Station,  CINCINNATI,  OHIO 

New  York  Office  Philadelphia  Office 

63  Fifth  Ave.  42  N.  7th  St. 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 
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?^ant  l^bberttfi^ements; 


iili£(ceUaneou£{ 


Subscribers  are  entitled  to  one  free  insertion  in  this  de- 
partment during  the  year. 

Classified  want  advertisements  under  regular  heading  $2 
for  twenty-five  words  or  less.  Additional  words  four  cents 
each.  Payable  cash  with  order. 


J^elp  l^antcb 


WANTED — First-Class  Machinist,  experienced  in  coflfee- 
roasting  machinery.  Preference  given  to  man  capable  to 
act  as  foreman.  Reference  required.  Address,  Box  354 
care  of  The  Tea  and  Coffee  Trade  Journal, 

WANTED — Salesman  calling  on  premium  users  to  sell 
our  line  of  clever  new  household  articles  for  premium 
purposes.  Attractive  prices.  Liberal  commission. 
Patent  Novelty  Company,  Fulton,  111. 

WANTED— Salesmen  calling  upon  the  grocery  trade,  to 
handle  side  line.  For  particulars  address  Groom-Teich- 
mann  Co,,  Aurora.  Ill, 

WANTED — Experienced  groceryman  to  take  charge  of 
sales  department  of  established  chain  of  retail  grocery 
stores.  State  experience  and  references.  Address,  X. 
Y.  Z.,  care  of  The  Tea  and  Coffee  Trade  Journal. 


Situations;  l^anteb 


WANTED — Merchandise  broker,  located  at  York,  Pa., 
can  handle  a few  more  accounts  for  York  and  Adam 
Counties,  Pa.  Any  line.  A-1  references;  nine  years’ 
acquaintance  among  the  grocery  trade.  Address  G.  R. 
Bussard,  319  East  King  Street,  York,  Pa. 

I ONE  HUNDRED  AND  FIFTY  i 
I MODEL  TEA  AND  COFFEE  I 
ADVERTISEMENTS 

I comprise  Blake’s  Tea  & Coffee  Ad  Service.  Each  | 
I advertisement  is  of  a size  that  will  exactly  fit  a five  or  | 
I six  inch  single  column  newspaper  space.  | 

I Every  ad  is  printed  in  duplicate  and  easily  removed  | 
I from  the  loose  leaf  binder.  All  the  compositor  has  to  | 
I do  is  to  follow  the  general  style,  filling  in  your  brand  | 
I names  and  signature.  | 

I You  may  become  th  sole  owner  f these  ads  in  your  | 
I locality.  Will  send  the  service  on  appr  val.  Keep  | 
I ■ it  five  days  and  if  it  isn’t  as  represented,  return  it  at  | 
I or  expense.  Address  | 

THE  TEA  AND  COFFEE  TRADE  JOURNAL 
I 79  WALL  STREET,  NEW  YORK  | 

riiiiiimiiiiiimiiiiiiiiiiiiitiiiiiiitiiiiiiiiiiiiiitiiiMiiiiiiitiitiiiiiiiiiiiiiiiiiiMiniiMimiiiiimiiMiiiMiiiiiiitiitmiiiiiiiiiiiiiiiiiiiimii 


WANTED  TO  BUY— New  or  second-hand  if  in  good  con- 
dition, Extract  Bottle  Labeler,  round  flat  and  panel. 
From  one  to  eight  ounce.  Address  Box  357,  care  of  The 
Tea  and  Coffeie  Trade  Journal. 

FOR  SALE — Controlling  or  entire  interest  in  wholesale 
coffee  roaster  business  for  sale.  Only  roaster  in  ter- 
ritory with  an  established  line  of  packages  and  brands. 
Located  in  best  city  in  Texas,  with  a large  and  fast 
developing  territory.  Present  interests  wish  to  retire, 
but  manager  will  a.ssist  actively  for  one  year  if  de- 
sired. Splendid  opportunity  to  secure  an  established 
and  profitable  business  in  great  and  growing  Southwest. 
Address  Box  356,  care  of  The  Tea  and  Coffee  Trade 
Journal. 

FOR  SALE — No.  5 Royal  Coffee  Roaster — little  used — 
good  as  new.  Alternating  current.  Outfit  complete 
$55.  First  check  takes  it.  Harry  E.  Parker,  232  North 
Michigan  Avenue,  Chicago,  111. 

FOR  SALE — At  a bargain.  Enterprise  Rapid  Grinding 
and  Pulverizing  Mill,  No.  916;  practically  as  good  as 
new  in  every  respect.  Installation  of  Steel  Cuting  Mill 
makes  this  one  of  no  use  to  us.  List  price  on  this  mill 
$150.  We  will  accept  any  reasonable  price  for  the 
mill,  crated  f.  o,  b.  cars,  Syracuse.  G.  Thalheimer, 
Syracuse,  N.  Y. 

^iiiiiiiiiiiiiiiiiiiiniiiHninmiiiiiiiiiiiiniiiniiiiiMiiiimuiiiiimiimiimiiiiiiiiMiiiinMmuiimmmiiiiiiiiiiiiimiimiimiiniiiik 

I Sell  RejeetedTeas  in  Canada  | 

ERNEST  J.  ST.  AHAND  & CO. 

Commission  Agents 

MONTREAL,  QUE. 


Protect  Your  Trade 
Marks  and 

Your  Trade  Marks 
will 

Protect  You. 

For  all  information  and  services  relating 
to  Trade  Marks,  Write 

TRADE  MARK  TITLE  CO. 

Ft.  Wayne,  Ind. 


YOU  DOUBTLESS  KNOW  THE  EXCELLENT  LINES  WE.MAKE. 
IF  YOU  DONT,  HERE  THEY  ARE : 

Scales,  Coffee  Mills,  Scoops, 
Canisters,  Slicers,  Etc. 


108  Page 
Catalogue 
on  request. 


Xtie  .Jacobs  Bros  Co., 
78  Wappen  Stpeet. 
New  Yopk  City,  IM.  Y. 


Inc. 


PUREST  AND  BEST  BAKING  POWDERS 

Cream  of  Tartar  and  Pure  Phosphate 

Buyers  Private  Brands  at  Attractive  Prices 

Also  High  Grade  Cocoas  under  Private  Brands 

MANHATTAN  BAKING  POWDER  CO.,  264  Spring  St.,  New  York 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Joubnal 
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A SURE  TRADE  GETTER 


CIUOcVuNDS. 


Talks  with  Grocers 


Al^sys 


Best  Coffee 


H.  H.  HIXSON  & CO..  Chicago.  III. 


EVFRYBODY  UKES  SUMORE 


On  Package  Coffees 

No.  5 — Package  Coffees  Assure  a Definite  Profit. 

^ When  you  handle  package  coffees  you  are 
practically  assured  of  a definite  profit.  This 
is  not  always  true  as  regards  bulk  coffees. 

^ You  know  it  is  almost  impossible  to  weigh 
out,  in  small  lots,  one  hundred  pounds  or 
more  of  bulk  coffee  without  some  loss,  due 
to  overweight. 

^ Also,  when  comparing  the  relative  merits 
of  bulk  and  package  coffees  you  must  con- 
sider the  labor  involved  in  weighing  and 
wrapping  the  loose  coffee  and  the  cost  of  the 
package.  Remember,  too,  that  there  is 
usually  additional  loss  due  to  broken  coffee 
and  dust  accumulating  in  the  bottom  of  the 
bulk  coffee  container. 

1[  When  all  of  the  above  factors  are  con- 
sidered, it  becomes  apparent  that  trade- 
marked  package  coffees  mean  a better  profit 
for  you  in  the  long  run,  even  though  the 
first  cost  in  some  instances  may  be  in  excess 
of  the  cost  of  bulk  goods. 


This  is  the  advertisement  of  the 
coffee  packers  whose  trade-marked 
brands  are  illustrated  on  this  page. 
These  brands  are  all  established  suc- 
cesses and  they*!!  help  you  build  a 
permanent  coffee  trade. 


XHe  Brand  THat 
Gets  Repeat  Orders 


ALEX  SHEPPARD  & SONS.  Inc. 
PHILADELPHIA 


*Tis  Time  to  Be^in 
witK  Colonial  Inn 


DKNISON  (Eb  CO.. 
Importers  and  Roasters 
CHica^o 


Write  for  Premiom  Catalosue 


NEW  PROCESS 
DRY  ROAST 


Eureka  Coffee  Co..  Buffalo,  N.  Y. 


EDW.  D.  DEPEW  ® CO. 

NEW  YORK  CITY 


CEYLANA  TEA  CO.  INC., 
NEW  YORK— U.  S. A.— BOSTON 


mh 

MuBtn 

“The  Auto> 
crat  of  the 
Brea  kf  ast 
Table.” 

Goes  Farthest,  Tastes  Best. 
Cheapest  in  the  End. 

THE  BOUR  CO. 
Toledo  and  Kanaaa  City 


COR.  HUDSON  & WORTH  STS. 


When  Writing  Adrertiseri.  Kindly  Mention  Thb  Tba  and  Coffee  Trade  Journal 
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HOTEL  Cumberland” 

NEW  Y ORK,  Broadway  at  54th  Street 

Broadway  cars 
from  Grand 
Central  Depot 

7th  Avenue  Cars 
from  Penn’a 
Station 

New  and 

Fireproof 

Strictly  First-Class 
Rates  Reasonable 

Rooms  with  Adjoining  Bath 
^1.50  up 

Rooms  with  Private  Bath 

$2.00  up 

Suites  $4.00  up 

10  Minutes  Walk  to  40  Theatres 
Send  for  Booklet 


HARRY  P.  STIMSON 

Formerly  with  Hotel  Imperial 
Only  New  York  Hotel  Window-Screened  Throughout 


II  Commonwealth  Hotel  II 

11  INC.  ii 


Opposite  State  House 


BOSTON,  MASS. 

II  Offers  rooms  with  hot  and  cold  wa-  || 

II  ter  for  $1  per  day,  which  includes  free  || 

||  use  of  public  shower  baths.  || 

1 1 Nothing  to  Equal  This  in  New  |1 

II  England  || 

II  Rooms  with  private  baths  for  || 
II  $1.50  per  day.  Suites  of  two  || 

|i  rooms  and  bath  for  $4.00  per  day  l| 

If  ABSOLUTELY  FIREPROOF  || 

i|  Temperance  Hotel  || 

1 1 Send  for  Booklet  || 

II  Storer  F.  Crafts,  Gen,  Mgr.  || 

= mil - 

mil imiiimi 


CALL  OIM  LTJS 

When  in  doubt  as  to  what  to  do  or  what  to  buy  to  illustrate 
your  Advertising  and  Catalogs.  For  twenty-seven  years  we 
have  helped  advertisers  make  money  by  supplying  the  right 
kind  of  DESIGNS  and  ENGRAVINGS  to  sell  goods. 

Established  1889 

GATCHEL  & MANNING 

DESIGNERS  and  PHOTO-ENGFAVERS 

in  ONE  or  MORE  COLORS 

PHILADELPHIA 

Opposite  Independence  Hall 


Tea  Hints 

for 

Retailers 

By  John  H.  Blake 
275  pages;  24  illustrations;  cloth  bound 


A book  of  practical  and  accurate  information  that  will  sat- 
isfactorily solve  the  various  TEA  F*FlOBLEIVlS 
which  every  grocer,  in  his  capacity  as  buyer  and  seller  is 
called  upon  to  face  and  which  are  often  difficult  of  solution 
without  outside  help. 

Every  retail  grocer  should  have  this  book  and  become 
versed  in  the  knowledge  of  one  of  the  most  important 
items  in  his  stock — one  of  the  few  articles  on  which  he 
may  make  a really  good  profit. 


Sent  postpaid  on  receipt  of  $2,10  by 


Xlie  Tea  arid  Coffee  Trade  douiprial.  Sole  Agents 


TO  Wall  Street,  New  York 
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“The  Ferris 
Monthly  Chat” 

with  30,000  Grocers 
on  the  A.tlantlc  Slope 


May  17,  1916. 


In  MARCH  it  was  “A  SQUARE  DEAL  about  WEIGHTS” 
In  APRIL  it  was  about  “A  SQUARE  DEAL  with  ONES-SELF” 

NOW  SUPPOSE  WE  TALK  OF 

SQUARE  DEAL  with  the  OTHER  FELLOW” 

“Howdy!”  again,  Neighbors.  A good  Summer  to  you  in  Health;  a Business  Worth  While;  and 
Self  Respect!  And  how  did  our  April  Chat  suit  you?  Never  read  anything  just  like  it  before  in  a Mer- 
cantile Journal  among  the  Ads,  did  you?  As  clean-cut  on  business  ethics  and  as  true  as  a Carpenter’s 
Square?  A Square  is  right  useful  now  and  then — no  length  of  rubber  tube  will  do  the  Square’s  Work. 
What  the  World  wants,  and  what  the  Retail  Grocers  want,  is  Character,  Fair  Play,  and  Worth-while 
Service.  We  had  it  out  straight  then,  did  we  not?  But  how  will  this  work  in  a little  business  (or  in  a 
big  business,  for  that  matter)?  Does  it  stop  the  career  of  an  enterprising,  capable  man  and  shut  him 
up  to  planting  corn,  digging  potatoes,  etc.? 

(Just  here  we  must  side-track  our  Chat  to  give  our  Compositor  a chance  to  set  up  his  Copy  properly 
balanced.) 

Coming  through  Fourteenth  Street  our  eye  caught  the  front  of  the  old  HEARN  Establishment, 
which  must  cover  six  full  City  lots;  but  between  Nos,  3 and  4 “Taylors”  Store  is  interjected,  and  between 
5 and  6 “Bedells”  has  lodgment.  Notice  how  our  Artist  has  reproduced 
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On  the  sills  of  the  second  story,  across  all  the  Hearn  Stores  are  huge  window  boxes  filled  with  a 
large  bulb  growth,  with  luxuriant  leaves  and  hanging  vines  around  the  edge  of  each  box.  Below  this 
the  iron  frieze  has  been  painted  a rich  fresh  green  to  match.  Note — over  each  entrance,  in  large  letters, 
HEARN.  Do  you  see  at  once  how  effective  an  object  lesson  this  is  and  what  winsome  advertising  it 
will  prove  as  the  hot  days  come  on?  The  eye  of  every  passing  Shopper  will  catch  that  refreshing  Display 
and  be  moved  to  go  inside,  to  shop  there  in  comfort.  You  see  just  how  it  looks!  Now,  this  is  compara 
tively  inexpensive  and  durable  and  will  appeal  every  day  to  untold  thousands  of  people  who  pass  by 

Notice,  too,  how  nothing  detracts  from  this  extensive  line  of  living  green.  The  street  windows 
have  such  chaste  and  restricted  displays  and  not  one  “cheap  and  nasty  Cut  Price  placard”  in  sight. 
You  feel  the  pull  of  something  novel  that  catches  the  eye.  Hearn’s  Window  Boxes  arc  not  Dry  Goods, 
and  Hearn  doesn’t  sell  Boxes  or  Bulbs  or  Vines.  But  these  will  help  sell  HKARN’vS  DRY  GOODvS, 
don’t  you  think?  Isn’t  that  a high  trump  in  the  Summer  Trade  Game?  We  pass  on  the  suggestion  to 
you. 

(Now  that  we  have  moved  our  Chairs  out  of  the  Compositor’s  way) — as  we  were  saying 
of  “SQAURE  DEAL  with  the  OTHER  FELLOW.” 

there  ARE  vSEVERAL  GRADES  OF  MERCHANTS.  Note  Specimen  No.  1. 

Ye  Editor  had  a delightful  chat  last  week  with  the  Manager  of  a huge  Sugar  Cori)oration,  just 
organized  and  at  work  in  Cuba.  He  asked  him  how  they  would  arrange  for  the  Purchase  of  Supplies 
here  for  their  twenty  different  units  in  the  future.  He  replied  his  Comi)any  would  undertake  directly 
the  purchase  of  all  Machinery,  etc.,  but  their  policy  would  not  be  to  assume  the  Distribution  of  Com- 
missary Stores — they  knew  nothing  about  retailing  Dry  Goods,  or  Groceries;  their  one  purpose  would 
be  to  grow  sugar  in  as  great  quantities  and  as  cheaply  as  they  could  under  the  application  of  modern 
principles  and  methods.  A Store  or  vStores  would  be  necessary  at  each  one  of  their  Industrial  Centers, 
but  they  proposed  to  lea.se  each  Store  to  some  capable  man  to  run  the  business  on  his  own  account. 
They  asked  only  that  he  should  satisfy  their  Employees  as  to  ITice  and  Quality  and  so  in  a real  way 
serve  their  interests  fairly.  Was  not  this  a radical  departure  from  the  practice  of  most  large  Aggrega 
tions  entering  nj)on  such  a combination,  who  grab  every  detail  of  Distril)ution,  intending  to  make  every 
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penny  in  every  Department  themselves,  and  thus  crowd  out  all  chance  for  individual  enterprise  and  suc- 
cess from  their  sphere.  Now,  how  does  the  principle  and  practice  of  this  great  Industrial  in  this  par- 
ticular matter  match  up  to  the  Steel  Square  of  Ethics  set  forth  in  the  April  Chat?  Pass  over  a “Blue 
Ribbon”  to  this  Merchant! 

(Just  here  the  Printer  jogs  our  elbow  and  whispers,  “Time  to  run  in  that  Rose  Window.”  Sure 
enough!) 

A WINSOME  ATTRACTION  FOR  ONE  OF  YOUR  WINDOWS 


And  this  is  the  way  the  Ladies  talked  about  it.  Mrs.  Johnston  Ross,  at  her  Bridge  Party  yester 
day  afternoon  broke  out  to  her  partners  with  “ Oh,  Girls,  did  you  see  those  Cluster  Roses  in  one  of  Myrtle 
& Brown’s  windows?  It  used  to  be  stupid  enough  and  not  overtidy,  but  it  was  cleaned  out  as  neat  as  a 
pin  and  in  it  stood  a few  of  the  dearest  Rose  Bushes,  just  blossoming  out,  and  such  a dainty,  winsome 
Sales  Girl.  She  told  me  how  to  plant  them  and  took  my  order  to  deliver  a half  dozen  direct  from  the  Flor- 
ist .to-morrow,  and  she  said  they  would  have  a special  “One  Kind  of  Flower  Display”  every  week  until 
“Strawberry  Time.  ” But  isn’t  it  a cute  idea  and  lots  better  than  Canned  Fruits,  Package  Goods,  Bottles, 
etc.,  which  like  the  brooks,  ‘run  on  forever?’ — ‘And  then  I found  lots  of  things  I needed  in  their  Grocery 
Stock  at  her  suggestion.  You  must  see  that  window;  those  Ramblers  would  grace  your  lovely  veranda, 
don’t  you  think?” 

Fine  advertising  Mrs.  Johnston  Ross  is  giving  Myrtle  & Brown — if  they  have  grace  and  grit 
enough  to  follow  it  up. 

As  we  were  saying, 

WE  HAVE  SAID  THERE  ARE  SEVERAL  GRADES  OF  MERCHANTS.  Note  Specimen 

No.  2. 

A letter  from  abroad  tells  us — “An  American  House  has  commenced  work  on  their  new  building. 
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covering  one  City  Block,  estimated  eost,  $500, 000.  They  are  not  planning  to  put  out  simply  the  produets 
of  their  own  mannfacture,  but  they  will  inelude  in  their  Price-list  the  leading  Artieles  shipped  from  the 
United  vStates  to  their  markets.  For  years  the  Home  Merehants  have  imported  for  their  eirele  of  Cus- 
tomers needed  Merehandise  of  many  classes,  sending  their  orders  to  the  Commission  Export  Merchants 
of  New  York,  who  attend  to  purchasing,  financing,  shipping,  etc.  on  a moderate  commission.  The  For- 
eign Buyer  thus  has  the  advantage  of  a thoroughly  experienced,  intelligent  Agent,  right  on  the  ground 
among  Sellers.”  But  the  new  Octopus  will  grab  by  Price-cutting  all  between  the  Consumer,  or  the 
Local  Distributor  and  the  Original  Producer,  spreading  its  tentacles  and  laying  hold  of  everything  in 
all  these  directions.  Now,  how  do  you  like  that?  Any  “Blue  Ribbon ” here?  Have  we  the  Steel  Square 
or  only  Rubber  Tube,  that  bends  any  old  way? 

THERE  ARE  SEVERAL  GRADES  OF  MERCHANTS.  Note  Specimens  Nos.  3 and  4. 

Forty  years  ago  we  frequently  visited  Milwaukee.  Among  the  traditions  of  the  place  this  was 
told  with  great  gusto — Hon.  John  Plankington  was  then  the  Head  of  Plankington  & Layton,  which  later 
became  Plankington,  Armour  & Company.  “Uncle  John,  ” as  he  was  familiarly  and  affectionately  known 
was  a fine  specimen  of  manhood,  standing  over  six  feet  in  his  shoes — intelligent,  enterprising,  straight- 
forward and  ready  to  co-operate  for  the  public  good.  Philip  Armour  had  been  brought  up  in  that  busi- 
ness and  had  then  gone  to  Chicago  to  organize  a Branch  as  Armour  & Company.  He  came  up  to  Mil- 
waukee one  day  with  new  ideas.  He  saw  the  row  of  wagons  from  German  Butchers  back  up  to  receive 
the  cheaper  parts  of  Hogs  cut  by  Plankington,  Armour  & Company,  which  each  Dealer  took  to  his  place 
and  manufactured  into  Sausage,  and  distributed  to  his  own  set  of  Consumers.  “King  Philip”  looked  at 
this  with  disdain  and  said,  “Uncle  John,  what  do  we  do  this  for?  We  can  just  as  well  organize  a Sausage 
Department  in  this  Packing  House,  cut  out  these  fellows,  make  our  own  Sausage  and  sell  to  their  Re- 
tailers and  Consumers.  ” “ Well,  now,  Philip,  ” replied  Uncle  John,  “we  don’t  want  to  have  it  all.  These 

are  hard-working,  industrious,  deserving  men,  and  they  have  built  up  their  business.  Don’t  you  think 
we  had  better  give  them  a little  chance,  too?”  But  “King  Philip”  never  believed  in  giving  anybody 
else  even  a little  chance,  and  when  his  hand  came  on  the  tiller  the  German  Sausage  Makers  went  “by 
the  board.” 

We  would  like  to  pin  a Blue  Ribbon  on  Uncle  John’s  lapel.  A grand  old  man,  wasn’t  he?  And 
we  stand  up  to  recognize  his  true  manliness.  He  has  gone  to  The  Better  Land  long  since  and  there  seems 
no  Special  Delivery  System  in  sight  from  New  York  thither.  So  we  pay  our  personal  tribute  to  him 
here  and  now. 

there  are  SEVERAL  GRADES  OF  MERCHANTS.  Note  Specimen  No.  5. 

John  B.  had  a good  store  and  fine  trade  in  his  Home  Section,  founded  through  years  of  excellent 
Service.  Of  course,  on  one  side  came  an  A.  & P.  T.  Co.  Store,  and  on  the  other  side  near  by,  a N.  Grocery 
Co.  Store,  and  later,  just  now,  farther  down,  an  “All  Package  Grocery  Store.”  These  had  their  swing 
for  a few  months  but  Grocer  B.  gave  all  the  more  attention  to  the  appearance  of  his  Store,  to  the  Quality 
of  his  Stock  and  to  the  effectiveness  of  his  Staff.  He  was  saying  the  other  day — “Did  it  hurt?  Yes, 
for  awhile,  and  a lot  of  ‘my  Regulars’  tried  it,  but  they  found  they  didn’t  get  any  service  and  they  didn’t 
get  Quality.  You  can’t  sell  fine  Goods  at  low  Prices  any  more  than  you  can  buy  dollars  at  75  cents,  so 
one  by  one  ‘ My  People.  ’ as  I call  them,  came  back  and  now  they  stay  put.  I am  doing  a better  business 
than  ever  and  I never  discount  Quality  nor  cut  fair  Prices.” 

Will  competition  ever  be  limited?  Well,  years  ago  there  was  a strife  in  Railroad  Building  and 
paralleling  that  meant  ruin  on  all  sides.  The  West  Shore  Railroad  was  the  last  and  most  sickening 
specimen  of  this  sort  of  High  Finance  and  Railroad  Building.  Do  you  know  how  the  State  of  New  York 
now  protects  such  enterprise?  The  Law  allows  the  Organization  of  a Railroad  Corporation,  but  steps 
in  with  certain  Prohibitions  which  are  not  yet  laid  on  most  other  Corporations.  The  Public  Service 
Commissions  Law  provides  that  after  the  Organization  the  Corporation  cannot  even  begin  the  construc- 
tion of  its  proposed  Railroad  without  further  obtaining  from  the  Board  of  Railroad  Commi.ssioners  a 
Certificate  that  the  Proposed  Railroad  is  a matter  of  convenience  and  necessity.  Without  such 
certificate  the  Railroad  Corporation  of  any  Common  Carrier  cannot  exercise  any  franchise  or  right 
granted  by  the  Railroad  Law  under  which  it  is  incorporated,  or  by  any  other  Law  to  secure  further  con- 
trol. The  Laws  do  not  permit  the  transfer,  assignment  or  lease  of  any  franchise  nor  of  any  right  umler 
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any  franchise  to  operate  a Railroad  without  the  approval  of  the  Commission.  Nor  does  it  allow 
the  consolidation  of  any  two  Railroad  Corporations  without  such  a-proval.  Nor  may  any  Railroad 
Corporation  of  this  State  issue  Stocks,  Bonds,  Notes,  payable  at  more  than  twelve  months  after  the  date 
thereof,  for  the  acquisition  of  property,  the  construction,  completion  or  improvement  of  its  facilities 
for  the  maintenance  or  improvement  of  its  service  or  for  the  discharge  or  lawful  refunding  of  its  obliga- 
tions until  it  shall  have  secured  from  the  Commission  an  order  authorizing  such  issue  and  stating 
that  in  the  judgment  of  such  Commission,  such  issue  is  reasonably  required  for  the  proper  purposes 
of  the  Corporation. 

Now,  what  would  happen  to  you  30,000  Grocers  of  the  Atlantic  Slope  if  the  Law  in  your  several 
States  protected  your  rights  in  that  east-iron  way,  and  will  Legislation  accomplish  this  in  time  and  save 
you  from  your  Commercial  Assassination  by  Corporations,  Chains,  Exploiters,  etc.,  generally?  We 
believe  the  trend  is  that  way  and  certainly  no  class  of  Dealers  in  the  Country  are  more  entitled  to  reason- 
able protection  of  their  rights  than  the  men  we  are  now  talking  with. 

In  the  meantime,  “we  uns”  can  well  afford  to  watch  out  to  see  that  we  ourselves  are,  in  every 
little  way,  giving  “A  SQUARE  DEAL  to  the  OTHER  FELLOW.” 

Now  we  put  in  a word  for  ourselves.  The  first  of  June  is  at  hand.  That  means  the  beginning 
of  what  we  call  the  Summer  Trade.  Will  it  pay  you  to  make  the  Ferris  Trade  Mark  Hams  and  Bone- 
less Breakfast  Bacon,  Leaders,  this  Season?  One  of  our  Loyal  Grocers  said  to  us  last  week,  “There  is 
one  thing  I like  about  the  Ferris  People — they  do  not  sell  to  every  Tom,  Diek  and  Harry  Cheap  Store.” 
That  is  absolutely  true.  We  have  no  interest  in  any  Store,  little  or  big,  who  wishes  to  cut  prices  on  Ferris 
Meats.  “The  workman  is  worthy  of  his  hire. ” We  put  our  best  of  time,  experience,  labor  and  capital 
into  producing  regularly  the  highest  grade  of  Food  Product  in  the  Ham  and  Bacon  Line.  The  Law  will 
not  permit  us  to  combine  with  our  patrons  to  fix  prices,  to  the  oppression  of  a consuming  Public,  but  we 
are  quite  free  to  refuse  selling  to  men  who,  by  cutting  prices  below  a reasonable  margin  of  profit,  disturb 
our  Distributing  Facilities,  injure  our  Loyal  Friends,  and  never  themselves  become  loyal  friends  in 
turn.  So,  if  a Buyer  doesn’t  want  High  Quality  and  isn’t  willing  to  get  a Living  Profit  on  the  same,  he 
has  no  interest  in  Mott  Street,  but  for  every  intelligent,  industrious,  progressive  Grocer,  who  believes 
in  quality  and  in  his  living  profit,  we  seem  fitted  for  each  other.  Let  us  be  as  frank  concerning  the  hand- 
ling of  the  Ferris  Meats.  If  you  think  to  order  a few  and  let  them  hang  in  stock  until  they  are  called 
for,  DON’T! 

Or  if  you  think  to  put  them  alongside  of  four  or  five  Cheaper  Brands,  and  let  them  take  their 
chances,  on  their  price  tickets,  DON’T! 

But  if  you  wish  to  say  to  each  good  housewife,  “The  Best  in  the  Country,  Madam,  and  at  a cost 
reasonable.  Quality  Considered,”  and  you  woujd  like  to  crowd  them  through  your  interested  Salesmen, 
on  Quality,  then  we  are  with  you,  and  we  say  DO! 

Are  we  not  frank,  and  proposing  “A  SQUARE  DEAL”  between  your  good  selves  and  us? 

All  orders  received  by  One  O’clock  can  be  shipped  the  same  afternoon. 

Wishing  you  “A  SQUARE  DEAL”  all  around. 

Very  sincerly  yonr  friends. 


New  York  City. 
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PREMIUMS 

AND 

NOVELTIES 


NEW  PREMIUM  SPECIALTIES 

Some  of  the  Latest  Productions  of  the  Premium 
Supply  Houses 

NT  EW  things  are  being  brought  forward  everv 
^ ^ day  as  premiums  which  are  particularly  suit- 
able for  use  in  the  tea  and  coffee  trade.  Under 
this  heading  will  appear  the  more  notable  pro- 
ductions of  the  month. 

Aluminum  Household  Utensils 

The  Buckeye  Aluminum  Company,  Wooster, 
Ohio,  states  that  the  three  aluminum  utensils 
shown  herewith  are 
popular  as  premiums 
with  teas,  coffees  and 
grocery  specialties.  The 
oval  aluminum  dish 
casserole  is  a compara- 
tively new  item,  and 
therefore  ought  to  ap- 
peal to  the  premium 
user  seeking  something 
out  of  the  ordinary. 

Aluminum  Coffee  coffee 

Percolator  percolators  are,  of 

course,  logical  pre- 
miums with  which  to  promote  the  sale  of  teas  and 
coffees.  The  Virginia  tea  pot  and  the  coffee 
percolator,  being 
made  of  the  much- 
sought  after  alum- 
inum ware,  have 
an  advantage  over 
the  ordinary  tea 
and  coffee-making 
utensils. 

In  a few  in- 
stances coffee 
roasters  have  util- 
ized aluminum  coffee  percolators  to  good  advan- 
tage by  creating  a special  brand  of  package  coffee 
and  associating  it  with  the  percolator  in  the  sales 
campaign,  the  coffee  being  ground  so  as  to  get  the 


best  results  in  the  making.  If  more  roasters  would 
carry  out  this  idea  there  would  be  loss  likelihood 


of  the  coffee  being  improperly  made  when  it 
reached  the  home. 


Premium  Chinaware 

The  “Blue  Bird”  design  china  set  shown  here- 
with is  popular  among  premium  users.  This 
shape  is  known  as  the  “Colonial,”  the  blue  bird 


“Blue  Bird”  China  Set 


in  brilliant  red  and  blue  colors,  showing  off  to 
particularly  good  advantage  on  the  pure  white 
background,  the  shape  being  reminiscent  of  old 
Colonial  days. 
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The  “Rlue  lErd”  pattern  is  also  made  in  the 
Kokiis  or  plain  shape,  and  in  sets  ranging  from 
31  to  100  pieces.  The  illustration  shows  a 42- 
piece  dinner  set. 

1'his  chinaware  is  made  by  the  Sebring  Pottery 
Company,  Sebring,  Ohio,  a firm  that  knows  the 
premium  buyers’  needs,  having  catered  to  this 
class  of  trade  for  many  years. 


CREAM  PITCHERS  AID  COFFEE  SALES 
Clarke  Bros.  Stores,  Wilkes-Barre,  Pa.,  are  giv- 
ing a handsome  china  cream  pitcher  with  every 
pound  of  San  Toy  coffee  at  30  cents  a pound. 


CANDY  THE  PREMIUM  OF  A NEW  TEA 
STORE 

Importer’s  Branch,  Ltd.,  of  Los  Angeles,  a 
newly-established  tea  store,  gave  a half-pound 
box  of  assorted  chocolates  to  each  purchaser  of 
one  pound  of  any  grade  of  its  teas  or  coffees  on 
its  opening  days. 


— II  . oi  Dicyciea  lor  men  ana  women,  ooys  ana 

girls  at  prices  never  before  equaled  for  like  quality.  It  is  a cyclopedia 
of  bicycles,  sundries  and  useful  bicycle  information.  It’s  free. 

TIRES,  COASTER-BRAKE  rear  wheels,  inner  tubes,  lamps, 
cyclometers,  equipment  and  parts  for  all  bicycles  at  half  usual  prices. 
A limited  number  of  second  hand  bicycles  taken  in  trade  by  our  retail 
stores  will  be  closed  out  at  once,  at  $3  to  $8  each. 

RIDER  AGENTS  wanted  in  each  town  and  district  to  ride  and 
exhibit  a sample  1916  model  Rangor  furnished  us. 

It  Costm  You  Nothing  to  learn  what  we  offer  you  and  how  wc 
can  do  it.  Tou  will  be  astonished  and  convinced.  Do  not  bujf  a 
bicycle,  tires  or  sundries  until  you  get  our  catalog  and  new  low  prioes 
and  marvelous  offers.  Writs  today. 

MEAD  CYCLE  CO.,  QopL  J.L...  CHICAGO,  ILL. 


Now  is  the  time  to  investigate  new  premiums  for 
your  Fall  and  Winter  Campaign 

A “Uneedif” 
Family  Gas  Iron 

is  a premium  which  meets  with  instant  approval. 

The  “UNEEDIT”  opens  the  door  for  your  salesman,  and  make 
satisfied  customers. 

The  "UNEEDIT”  GAS  IRON  is  approved  by  THE  GOOD 
HOUSEKEEPING  MAGAZINE. 

Write  today  for  sample  and  prtces 

THE  ROSENBAUM  MFC.  COMPANY 

33-5-7  Bleecker  Street  - - New  York  City 


400  Premiums 


Every  one  of  the 

400  articles  we 
make  offers  you  an 
opportunity  to  make 
your  premium  depart- 
ment attractive  and 
profitable. 

It  is  worth  a postal 
to  have  our  catalog 
and  prices,  whether 
you  buy  or  not. 


ARCADE  MANUFACTURING  CO. 


1500  Arcade  Avenue 

FREEPORT,  = - ILLINOIS 


A Convenience 
for  eveiy  House-wife 


Indoors 


Poaitiveig  gives  perfect  satisfaction 


PERFECT  PREMIUMS 


JiULfllffi  CLOTHES  LINE  REELS 

%ji>r  ^ STRONG.  DURABLE,  H«u^.ny- 


Extremely  Low;  Priees. 

Stock.  Prompt  Deliveries.  Write  today. 


FEENYMFG.CO., 


1301 

E.  Washington  St 


MIJNCIE,  IND, 
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WAYS 


j In  Which  the  System  | 

1 Serves  You!  I 


I 1 . When  you  make  up  your  mind  to  use  the  Service  | 

I you  give  your  business  a chance  to  grow.  , New  Trade  needs  | 

I no  introduction  to  the  store  that  gives  the  Standard  American  | 

1 Discount.  I 

I 2.  You  can  easily  meet  the  competition  that  is  “cutting  in.’  | 

I Limit  those  charge  accounts,  if  not  eliminate  them,  and  turn  | 

I over  your  stock  easily  with  a Bigger  Profit.  | 

1 3.  Increase  the  volume  of  your  business.  ' The  | 

I Service  holds  ALL  your  customer’s  trade  and  makes  customers  | 

I of  those  who  liked  your  store  before,  but  like  their  DISCOUNT  | 

I better.  | 

I 4.  Are  you  losing  trade  and  if  so,  why?  Bargains  won’t  | 

I always  “draw”  and  there’s  a limit  to  “cut-price”  induce-  | 

I ments.  Give  your  customers  a sound  every-day  reason  for  1 

I preferring  your  store  and  you  will  hold  their  trade.  | 

I 5.  The  Service  makes  the  sale  when  your  competitor  | 

I offers  the  same  quality  of  goods  at  equally  attractive  prices.  | 

I Give  the  customer  a reason  for  always  going  to  your  store  | 

I FIRST!  ^ I 

I 6.  Would  a 20%  increase  in  New  Cash  Business  interest  you?  | 

I The  Service  has  produced  that  result  in  thousands  of  | 

I cases.  What  are  “charge  accounts”  costing  YOU?  1 

I THE  SPERRY  ® HUTCHINSON  CO.  | 

I THE  HAMILTON  CORPORATION  | 

I 2 West  45tK  St.  Geo.  B.  Caldwell,  Tre^idenf  New  YorK  City  | 
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Depew,  Edward  D.  & Co 613 

Dietlin  & Co. 534 

Dittmann,  Charles  Co 585 

Dwinell-Wright  Co outside  back  cover 

Edtbauer  & Co.,  E 526 

Empire  Hardware  Co 596 

Enterprise  Mfg.  Co.  of  Pennsylvania 609 

Eppens,  Smith  Co 577 

Eureka  Coffee  Co 613 

Feeny  Mfg.  Co 622 

Ferris  & Co.,  F.  A 015,  016,  017,  618,  619 

Fischer,  B.  & Co 613 

Franck  Sons,  Henry,  Inc 587 

Franklin  Sugar  Refining  Co 605 

Galt,  Hubert 001 

Gatchel  & Manning 014 

General  Chemical  Co 595 

Gregg,  C,  D.  Tea  & Coffee  Co 607 

Guatemala  Coffee 531 

Hamilton  Corporation,  The 023 

Harris,  Wm.  B.  Co inside  front  cover  and  000 

Haulenbeek  Co.,  John  W 533 

Heacock,  H.  F n 598 

Hedfeldt  Co.,  The 534 

Heekin  Can  Co.,  The 581 

Hillis  Cereal  Mfg.  Co 529 

Hixson,  H.  H.  & Co 613 

Hooton  Cocoa  Co 528 

Importers  Coffee  Co 533 

International  Coffee  Co outside  back  cover 

Irwin-Harrisons  & Crosfield,  Inc .583 
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Jaburg  Brothers 613 

Jacobs  Bros.  Co.,  The 012 

Jaeger,  William  J 587 

Jardine,  Matheson  & Co..  Ltd 587 

Lambert  Machine  Co 520,  521 

Lappin  Tea  Co 607 

Laurel  Mfg.  Co 587 

Lazo,  George outside  back  cover 

Limbert,  J.  N.  & Co 534 

Limoges  China  Co.,  The 584 

Livierato-Kidde  Co inside  front  cover 

Loose-Wiles  Biscuit  Co 607 

Lowell  & Co.,  G.  H 607 

McCormick  & Co.,  Inc 600 

Manhattan  Baking  Powder  Co 612 

Master  Cutter  Machine  Co.,  The 611 

Mead  Cycle  Co 622 

Mitsui  & Co.,  Ltd 587 

Montealegre  & Bonilla 533 

Muller.  E.  B.  & Co 587 

National  Cash  Register  Co.,  The 597 

New  Orleans  Can  Co 585 

Peek  Bros.  & Winch  (America) 535 

Pennsylvania  Chocolate  Co 585 

Pneumatic  Scale  Corporation,  Ltd 525 

Pompeian  Co 599 

Private  Estate  Coffee  Co. 613 

Provident  Chemical  Works 586 

Ray,  George  A.,  Mfg.  Co outside  back  cover 

Reeve  & Van  Riper 587 

Rosenbaum  Mfg.  Co 622 

Rosenthal  & Sons,  A 534 

Rowley,  Davies  & Co 577 

Royal  Baking  Powder  Co 593 

Royal  & Co.,  Thomas  M 517 

Royal  Valley  Coffee  Co 613 

St.  Amand,  Ernest  J.,  & Co 612 

Schonbrunn,  S.  A.  & Co 607 

Shredded  Wheat  Co 595 

Sheppard  & Sons,  Alex,  Inc 613 

Sperry  & Hutchinson  Co.,  The 623 

Standard  Newsfilm  Inc 583 

Steinfeld  Brothers 583 

Straub  Co.,  The  A.  W 533 

Thum  Co.,  O.  & W 594 

Thurston  & Braidich 585 

Trade  Mark  Title  Co 612 

Tricolator  Co.  The 529 

Universal  Stores  Specialties  Co 605 

Warner  Sugar  Refining  Co 603 

Washington,  G.  Coffee  Sales  Co 604 

Weir,  Ross  W.,  & Co.,  Inc 593 

Widlar  Co.,  The 517 

Wiemann,  Geo.  F.  Co 613 

Windels,  J.  II 581 

Young  & Griffin  Coffee  Co 526,  530 


COLORED  PAPERS 

FOR 

Tea  and  Coffee  Bags 


We  still  have  a small  supply  of  most  colors. 

This  stock  consists  of  our  own  specially 
prepared  papers — the  kind  that  have 
always  made  CONTINENTAL  TEA  and 
COFFEE  BAGS  preferable. 

Upon  request  we  will  gladly  advise 
whether  we  are  able  to  supply  your  par- 
ticular needs. 


Address : 


Continental  Paper  Bag  Co. 

17  Battery  Place,  New  York  City 


Manufacturers  of 

Paper  Bags  Toilet  Paper 

Wrapping  Papers  Paper  ToweN 

Envelopes  Paper  Napkins 


Continental  Safety  Egg  Cartons 


When  Writing  Advertisers,  Kindly  Mention  The  Tea  and  Coffee  Trade  Journal 


GEORGE  LAZO 

Franca,  Sao  Paulo,  Brazil 

SANTOS  COFFEE  DI- 
RECT TO  YOU  FROM 
THE  INTERIOR  OF 
BRAZIL 

If  you  deal  with  me  you 
save  Broker’s  and  Exporter’s 
profits  both  in  Santos  and 
New  York,  also  expenses  in- 
curred by  these  gentlemen  in 
rebagging,  carting  and  stor- 
ing their  coffees. 

Write  for  Information 


Address: 

Franca,  Sao  Paulo,  Brazil 

Cable  Address,  Lazo,  Franca,  Sao  Paulo,  Brazil 


OLD  HOMESTEAD 
COFFEE 

THE 
TRADE 
WINNER 


OVER  A MILLION  A YEAR 
WRITE  FOR  PARTICULARS 

International  Coffee  Co. 

New  York 


UNIVERSITY  OF  IlLINOIS-URBANA 


3 0112  003607949 


